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FLIT Window at gd 
Increases ‘alesi 


400 / 


C. H. Connell, aggressive Dallas 
retailer, remarks that Flit window 
display increased Flit sales 400% 
over previous week. “We nev~r had 
a display with the appealing | »wer 
of the Flit window,” states Mr. 
Connell. 


“Our store is located in a busy sec- 
tion where everyone is in a hurry. 
It takes an unusual display to cause 
them to stop. The Flit display i: the 
first display we ever had that 
blocked traffic. The number of direct 
sales it caused was astonishing.” 


This is typical of the enthusiasm of 
Flit dealers everywhere. Flit sells 
on sight! Many put in their Flit 
windows two or three times during 
the season—and they always sell 
Flit. 


Display Flit—Flit advertising will 
move it from your shelves. Feature 
it prominently in your windows and 
on your counters. Make Flit suc- 
cess—YOUR own success. 
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Ask for FLIT 
Window Display 


A winner for sales! Furnished 
upon request to Flit dealers. 


Cash in on the powerful 1927 
Flit advertising in leading 
magazines and over 5,000 
newspapers. 


ae SIZES and PRICES 
Ask for special Flit deals. Flit is wae pints (with mouth 
leader, a fast vrepestscller, a yen OS 


™ / Combination Packages 
known profit maker. Order NOW: (pints with hand sprayers) 9.00 per Doz. 


eae ods oe dae , er Doz. 
STANCO DISTRIBUTORS, INC., Gallons 000 oes sae por Des. 
26 Broadway New York aie dpbg hye per Doz. 





Two Sections——Section One 
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Sir, — 


Sell FapWrenches' 
And you mean it, too, 1f you have 
the new GF D Tap Wrench Display (5 | B 


Stand on your counter or in your 
window. Now you can really sell 


tap wrenches, not just carry them as —s S35 
has formerly been necessary. : 


The new @T D Display Stand car- Bille HE cST# Q) UA L 1} ) 


ries the seven most popular tap TAI Al ) at iB (" Cn L S 


wrenches. ‘There are two sizes of 
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ies 
alate 


each of the low-priced, popular “T”’ | — 


ieeeeeeeemee eee q. SS .. 
“ 


models, the plain and the ratchet 
types. There are three standard tap 
wrenches, all drop-forged from steel 
with hardened tool steel jaws. These 
tap wrenches are absolutely guaran- 
teed not to break. 


RMR.” eS Saks, Sa ee a 











You can buy this assortment of i 
seven tap wrenches with the hand- 4 
some lithographed metal display : 
stand at a very attractive figure. | 

Send for details by using the cou- 3 
pon, and begin to get the profit from 5 
tap wrenches that you get from other : 
specialties. 

GTD Tap Wrench Assor‘ment i 
No. 34 T. List price $13.50 4 S a 
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a 
§ Greenfield Tap & Die Come #0 
; Greenfield, Mass. : » 
: Please quote me on your new tap wrench 4 Z 
g assortment with display stand, No. 34R. : 
| 
7 
| 
. 
: DD ocde acne tes dno d6eee ee eeNess aie GREENFIELD I TAP AN D DIE 
: CORPORATION. 
;, a 
a ree eee eee er ee eee ’ 
; - GREENFIELD. MASS.,U.S.A. 
: Peer ee rT eee eee eT eT TT ee 5 New York—15 Warren St. Chicago—13 So. Clinton St. 
’ a Detroit—224-226 W. Congress St. 
ti rece Canadian Plant—Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ontario 
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Hang this free instruction 
card on the wall of your 
store. Write for it TODAY. 














You can sell more 


Eagle White Lead 


because of this 


quick break-up— 


han g the instruction 
chart in your store 


ASTER painters are taking a 
keen interest in this new, unique 
advantage of Eagle White Lead— 
because of the special design of the keg 
and the smooth uniform consistency 
of Eagle, 100 pounds can be broken 
up to painting consistency in consider- 
ably less than ten minutes. 

Complete instructions for the quick 
break-up are printed on our instruction 
chart. Keep a supply of these charts on 
hand for the convenience of your cus- 
tomers. Hang one prominently in your 


store—it will help boost your sales of 
Eagle. 

Write today for a free supply of in- 
struction charts explaining the quick 
break-up. The Eagle-Picher Lead 
Company, 134 North La Salle Street, 
Chicago. 


EAGLE 


Pure WHITE LEAD 


OLD DUTCH PROCESS 
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“Give me an Eveready Columbia” 


THAT’S what customers say, Things jump—profits too— 
often enough. And when they when Eveready Columbias get on 
merely ask for a “dry battery,” the job. They give new life to 
usually what they mean is the bells and buzzers. Engines can’t 
Eveready Columbia. talk back to their com- 
For these are the bat- pelling sparks. Any dry 
teries that users prefer battery job is done bet- 
because of their long- ter and more econom- 
lasting pep and power. ically by Eveready 
Put Eveready Colum- Columbias. That’s why 
bias in stock, and dis- : they sell faster. Order 
play them on your | lGwiron from your jobber. 
counter, in the window. ‘DRY CELL NATIONAL CARBON Co., Inc. 
. New York San Francisco 
Then you will make Atlanta Chicago Kansas City 
better battery profits. 


Unit o ; 
Union Carbide and Carbon Corporation 











EVEREADY 


COLUMBIA 
Dry Batteries 


- they sell faster 
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THE HARDWARE VETERAN 


SELLS A SAW 


“Mr. Customer, you are buying a 
saw because you want to cut some- 
thing. So you want a saw that cuts. 
You want a saw that cuts clean, and 
fast, and easy; ome that stays sharp, 
and lasts for years and years. 


“A saw is a fine tool. It must be 
accurately made. Half the time, 
when a man cannot cut true to the 
line or has some other trouble, it 
is because he is trying to use a poor 
saw, or one not in proper condition. 





“A Disston Saw does not get dull 
quickly as do ordinary saws. That 
is because of the quality of the steel 
and the way it is hardened and tem- 
pered. You know, Disstons make 
their own steel. They are the only 
hand saw manufacturer that does. 
In their own mill, they have worked 
out a steel that is famous among 
mechanics for its hardness and 
toughness. This steel, hardened and 
tempered the Disston way, produces 
a saw that stays sharp, that holds 
its edge. 


“The teeth are correctly shaped 
and evenly set, the blade is true, 
the balance is right. Mostly these 
are things you cannot see but they 
are things that determine how your 
saw will cut. 


“Take this saw in your hand. 
Even a man who does not use a 
saw every day, can notice the fine 
balance or what the mechanics call 
‘hang’ in a Disston Saw. That 
makes cutting easier. | 


“Another thing that you cannot 
see very well but that makes a big 
difference, is the taper. Disston 
saws taper from the tooth edge to 
the back, and from the handle-end 
or heel to the point. This Disston 
way of tapering is another reason 
why Disston saws cut faster and 
with less work on your part. 


“You know, they call the Disston 
Saw, ‘The Saw Most Carpenters 
Use.’ Investigations that have been 
made show that at least 80% of 
skilled saw ‘users buy Disston Saws. 
The .things I have told you about 
are the reasons. 


“The main thing is this: You buy 
a saw to cut. Disston, the leaders in 
the industry since its beginning in 
this country in 1840, make a saw 
that cuts easier, faster and better 
than other saws. Whatever kind of 
sawing you do, we have a Disston 
saw that we recommend.” 
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MEMBERSHIP CONTINUES TO GROW IN 
25-YEAR CLUB 


Members! 
The 25-Year 
Club Bulletin, a 
lively house or- 
gan for the Club, 
would like to 
have interesting 
comments or 
suggestions for 
publication. 





“We wish to acknowledge 
receipt of framed Certificate 
of Membership sent us, 
showing our enrollment in 
the Disston 25-Year Club. 
We are pleased to be a mem- 
ber and especially proud to 
have so many gold stars to 
our record.” 

D. M. Fulton, Vice Pres. 
The Carlin & Fulton Co., 
Baltimore A. J 





Keep your membership certificate 
displayed in or near your saw case. 
Use it occasionally in your window 
with a display of Disston Saws. You 
will find that it attracts attention. 





“I have handled your products 
for the past thirty years, and during 
that time have always been satisfied 
and so have my customers. I be- 








- OSBORNE 





lieve the Club is 
a very good idea 
and feel proud 
to be associated 
with such a fine 
group of 
dealers.” 


M. Miller, 
General Hardware, 
Jersey City, N. J. 





M. MILLER 





Today the membership in 
this unique Club has reached 
1260. Each member repre- 
sents a hardware store which 
has stocked and sold Disston 
Saws for twenty-five years 
or longer. What a testi- 
monial that is to the stability 
of the hardware business in 
this country. 








“We are proud to belong to this 
Club, and we hope to become eli- 
gible: for a 50-Year Club. When 
this firm started in 1883 it occupied 
the first floor and basement at 245 
High St. Now it occupies the whole 
building of five stories and base- 
ment and has a large warehouse on 
Suffolk St.” A. J. Osborne, 

Osborne Hdwe. Co. 
Holyoke, Mass. 








NEW TREND IN SAWS 
INCREASES SALES 


Alert dealers are boosting their 
saw sales considerably by displaying 
and pushing Disston Lightweight 
Saws. 

For this reason: Many carpenters 
are not in the market for any regu- 
lar saws. They have a full kit. 

But they become interested in 
Lightweights .... in the narrower 
blade,—in the fact that they are 
much lighter in weight. 

They realize that they do not have 
as much heavy sawing to do,—that 
a lighter saw would be easier on 
their arm. 

So they buy one or two. 

You can get a share of this busi- 
ness by stocking and showing 
Lightweights. 








MAKING YOUR WINDOW 


MAKE SALES FOR YOU 


Disston is now offering free a 
window trim which, you will agree 
pe you’ve used it, actually makes 
sales. 





It is not just another trim, but an 
entirely unique idea in window 
trims. It practically “handpicks” 
from in front of your store those 
men who are interested in tools and 
brings them in your store. 


There is a Chart which you give 
to each man which shows how to 
build a beautiful hanging book-case 
and a smoking stand. 


When they start to build they will 
need many things which you stock: 
Saws, tools, paints, brushes, glue, 
sandpaper, etc. 


Send for this business building , 
— Just mail the coupon. It is 
ree. 


: Henry Disston & Sons, Inc. 


Dept. 1, Phila., U. S. A. 


' Send me without cost your new 
: Handy Man Window Trim. 


| Sieset oud Ma...........:.................... ‘oatilaia 
en a Tae 








Published by HENRY DISSTON & SONS, INC., Makers of “The Saw Most Carpenters Use,” PHILADELPHIA, U. S. A. 
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To help 
Throttle 
Gyp Competition 


. ue don’t find drills like this displayed in the promiscu- 
ous heap of cheap hardware set out in front of the gyp 
dealer’s store. 
The tinge of rust, the cut price ticket—and the 
customer who comes back to kick—are not asso- 
ciated with Goodell-Pratt Drills. 

They’re profitable to you not only on their mark- 
up, but in the satisfaction they give your customer— 
which brings him back to buy again. 

No. 6 Goodell-Pratt is the standard breast drill of the 
American hardware trade. More of this number have been 
sold than of any other comparable drill. 

Like all Goodell-Pratt Tools it is thoroughly well-made. 
Provision to prevent wear on the spindle—steel pinions— 
unusually strong and reliable speed-shifting mechanism — 
these make it a long-lived tool and one you can recommend 
with confidence. 

Its nice finish, in red and black enamel and polished __, 
steel—and its moderate price—make this drill easy to y 
sell to the man who wants good tools. 










Enameled Iron 
Breastplate, Mal- 
leable Iron Frame, 
black enameled. 
Polished Hardwood | 
handles. Machine-cut 
geet teeth. Steel Pinions. 
wo speeds — with shift- 
erknob. Hardened end 
Spindle, running in cone i 
sy 3-jaw steel . 
chuck, for round shanks 
0 to 4 inch. 







No. 


is 16 inches long and 
. weighs 44% pounds 
List Price 


$6.20 















Goodell-Pratt make a complete line of automatic, Write for free 400-page illustrated catalog. See our 
hand, breast and electric drills, and other good current advertising in Popular Mechanics, Popular 
tools for carpenters, machinists and professional Science Monthly, Carpenter, Automobile Trade 
and amateur mechanics. No finer tools are to be Journal, Motor Service, American Machinist, 

had than those that bear the name of Goodell-Pratt. and Machinery. 





GOODELL-PRATT COMPANY °@rérnclhe, GREENFIELD, MASS. 


GOODELL PRATT 


1500 GOOD TOOLS 
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Suppose the Banker 
asked you 10%! 


OW you would protest! 


Yet it’s costing you at least 
10% carrying charges to keep stag- 
nant stock on the shelves! 
Besides it’s tying up capital that 
ought to be working! 


Restrict your stock to steady easy sel- 
lers! The secret of that is stock simpli- 
fication. As practiced by the Paint- 
Varnish Division of the Pittsburgh 
Plate Glass Company this gives you 
only colors and sizes that do move! 


Talk it over with our salesman! 





A 3986 


a ee _ " 





PITTSBURGH PLATE GLASS CO. 






Paint, Varnish and Lacquer Factories, Milwaukee, Wis. 












Newark, N.J., Portland, Ore., Los Angeles, Cal. 
PITTSBURGH Wes 
Products ti 


Glass-Paint-Varnish-Brushes 
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The Pipe says 
to TRIMO: 


TRIMO 
replies : 


The Dealer 
has his say: 


















TRIMO 


I knew they’d get you in before long. [ve 
been having the time of my life with these 
other pipe wrenches. Just refused to move. 
None of ’em could budge me. Some of ’em 
slipped; one broke clean off and sent the 
plumber on his ear. Then he sent his boy 
out hot-foot to the dealer to geta TRIMO. I 
knew the game was up then. 


You're right, the game is up. You’re going to 
move and move fast now, sonny. And there 
won’t be any slipping, either. These jaws of 
mine don’t do that, and if you and your pipe- 
friends wear them out, the boss can slip in a 
new set in a minute. As for breaking, my 
rugged steel frame never has pulled anything 
as childish as that. Let’s go! 


I’ve been pushing TRIMOS for years, and 
when that kid said his boss wanted one in a 
hurry, I knew I had signed up another regular 
TRIMO user. You see he’d heard about them 
before. Now when he sees TRIMO move that 
pipe, he’ll never use anything else. Hereafter 
he’ll ask for a TRIMO; not merely a pipe 
wrench. 


MEMO : 
When a man asks for a 
pipe wrench, 
he means a TRIMO 


‘-* 
" 
. ’ 
oT wee F TT e-,.. 
* 






~~ 


ROXBURY (BOSTON), MASS. 





For Sale at Hardware, Plumbing 
and Mill Supply Stores 







TRIMONT MANUFACTURING COMPANY 
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PEERLESS LEVELS 


The Mechanic’s Standby 


When you sell a PEERLESS LEVEL to a me- 
chanic, you supply him with a tool that really 
HELPS him in his everyday work. 


He is pleased with the large, white observation 
openings which afford him a clear view and permit 
a quick, easy reading of the vial glasses. 


This feature is appreciated when working in 
cramped places and holding the level in extreme 
positions; also on dark days, or in places where 
there is a poor light. 





¢ PEERLESS LEr, 
“a veo ta:. 
PEERLESS 
PAT. DEC. 3, 1918 
AUG. 22,1922 


STERLING. ILL: 





In PEERLESS LEVELS the Vials are set solid 
and protected by heavy crystals. This construction 
keeps out dust, dirt and water. 


The METAL SOCKETS are PATENTED and 
used EXCLUSIVELY by us. The accuracy of 
every PEERLESS LEVEL is absolutely guaran- 
teed. 


Our Levels sell well and return a liberal profit. 


Send for latest Catalog which describes our com- 
plete line of Wood .and Aluminum Levels for 
Masons, Brick Layers and Carpenters. 


The Peerless Level @ Tool Co. . 
Sterling, Illinois 


WIEBUSCH @® HILGER, Ltd. 
EXCLUSIVE SALES REPRESENTATIVES 
106 to 110 Lafayette Street 
NEW YORK CITY 
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= More than 3,000,000 
ith g \ 4 readers of | 
ie \ oe The Saturday 

| Evening Post 
will this fall learn of the 
oes world’s most advanced 






and beautiful Gas 
Heater. 







Are you prepared? 


—_ 
Beauty-+ Efficiency = Sales 


HERE is nothing to compare in safety, 

sustained efficiency, quick room-warming 
capacity, beauty and correct fireplace art, 
with this latest and most complete line of 
Reznor Orthoray Gas Heaters. 

Here is the old established and unequalled 
principle of Reznor heating’ built into the 
world’s most beautiful heaters. To be sold for 
you through a dominating massed campaign 
of color spreads in The Saturday Evening 
Post. 































You can profit by putting 
Reznor Orthoray on your floors 
now. Write, wire, telephone. 






REZNOR MANUFACTURING COMPANY 
MEnRrceER, Pa. 


’ 
, 
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4 a ; 
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Built like 


a slot machine 


Keeps your stock orderly and 
releases one box at a time. 


HE new Schrader ‘‘ Reddy Seller”’ is a red 

metal display cabinet, RED to attract at- 
tention — READY to increase your sales. 
Small, compact, convenient, attractive —a 
constant reminder to customers to buy 
Schrader products. Comes FREE with this 
small assortment of fast-selling items. 


3 No. 4996-A Balloon Tire Gauges .. .. . .$3.39 
1 No. 1561 Tire Gauge (for hig -— : 


1 No. 5186 Tire Gauge (for truck or bus 


tires) 1.25 
150 No. 4000 Valve Insides . 5.93 
75 No. 880 Valve Caps (for straight valves) 3.00 
25 No. 935 Valve Caps (for bent valves). 1.00 
Regular dealer’s price of contents 
purchased separately............... *$15.57 
Dealer’s price of the Schrader 
‘*Reddy Seller’? packed with above 
I ies ioc ho. 5 <a ask ve deood *$15.00 
*Subject to 2% Cash Discount. This as- 
sortment retails at $22.60. 
Get this assortment. Put the Schrader 
‘*Reddy Seller’? to work for you. Sign and 
send the coupon NOW. 


A.” SCHRADER’S SON, Inc., BROOKLYN 
cago Toronto London 
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A. Schrader’s Son, Inc., Brooklyn, New York | 


Please have my Supply House send me the new | 
$15.00 assortment of fast-moving Schrader items, 
packed in the new Schrader “‘ Reddy Seller’’ cabinet, 
which is to be included FREE. 





Name of Dealer 





Address 





Name of Supply House 





Address 
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Tati aoe BoJlatelice mmcilele) a S$ PARALLEL 


FOR és al , JAW 


FOR PIN aeiiasiicn oo | For Straight 


TRIMMING Self-Centering =) 5 me ele), e Piercing 


Handy, Universal Tool 
For Factory Use 


im the tool for those in charge of motor- 


driven bench machines, such as commer- 
cial sewing machines, in shirt, dress, cor- 
set and hat factories, special grinding heads, 
splining tools, etc.—most of which are driven 
by round belts. A complete belt splicer that 






saves much time. 


No. 120 
BERNARD 
PUNCH 


for 


ROUND BELTS 







Made in 5” and 6” sizes, for iy” and 34" 


round belting. 















. ° La 
The 6” size is for factory use. The 5” is 





a good size for home use, for repairing sew- 





ing machine, washing machine and ironer 


belts. It is light and powerful—easy for a 







woman to use. 


Packed six to a carton, to retail at $1.75 
for the 5” and $2.00 for the 6”. 


Your jobber should have them in stock. 
If he hasn't let us have his name and we will 
see that you get them. 


BERNARD 


TRADE MARK REG. 


PCIERS 


The Wm. Schollhorn Co., Dept. H., New Haven, Conn. 
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our Immediate ey 


Armstrong Dealer 


Save time by ordering from 
your nearest dealer’ instead 
of writing direct to the, 
factory. ‘ 


rw, ,;* iT T*,T"* TT TT rT FT- F* F 











Reproductions of three typical Armstrong Advertisements 
which have appeared in leading Class Publications. 


You Are the Dealer Referred To 


ARMSTRONG advertisements always refer users of 
GENUINE ARMSTRONG Pipe Tools to the nearest dealer. 


From a long chain of leading class publications every mechanic 
is reasonably sure to read our advertisement in at least one of 
these papers. YOU are the dealer referred to in your territory. 


Why not increase your sales with the Pipe Tools that are con- 
stantly increasing in popularity? 


Please order from your Jobber instead of sending to us. 


The Armstrong Manufacturing Co. 
Our Only Addresses 
Main Office and Factory 
Bridgeport, Conn. 
New York Office: 181 Lafayette St. 











U3 ARMSTRONG: 


STOCKS , DIES TER,GAS 4° STEAM FITTERS’ 
TOOLS AND THREADING MACHINES 
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The DAZEY Churn & Manufacturing Co. 


announces to the trade a new product 
of unusual merit. 







GAN OPENaAR 









Designed entirely different from all 
others. Opens round or square cans 
with amazing ease and freedom from 
jagged edges. Steel blade cuts can 
where top is joined to sides. Top lifts 
out completely, leaving no uneven 
overlaping edge to hinder emptying 
can. 


Actual Size 


Also an improved type bottle opener 
which solves the housewife’s vexing 
problems of removing tops from olive, 
pickle or relish bottles and similar 
type containers. 


Finished in nickel plate with attrac- 
tive enameled handle. 










Order From Your Jobber— Ee 
4 e250 TIP 
= | OPENER 


/ CAN 











This attractive card displaying six 
Red Tip Can Openers invites at- : 
tention and produces sales. Place I fs | g 
a trial order with your jobber. Two . _ . 
display cards of six each ina iF 
carton. 







DAZEY CHURN & MANUFACTURING CO. 
Warne and Carter Avenues, 
St. Louis, Mo. 
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Sell Four-Square © = Tools for 


Summer Home Repay 


Yaa -D , \y \ | 
So : \ Tar: 
= ™ j Vo 


vg 


Owners of cottages offer a big 
market for tools. The Stanley 
Four-Square line is just what 
they need. Moderate cost. Ex- 
cellent quality. Durable finish. 
Display these tools in your 
window. 





There is a Market for Four-Square Tools in Your Community 





1. Summer home owners, farmers, campers, boys and 
women—all need tools—good tools. 

2. Short line makes rapid turnover. There are only 32 ST A N | F Y 
popular tools in the entire line. 

3. Trade-mark and package immediately appeal to 
your customers. 





4. Attractive price for quality tools. FOUR-SOQUARE 
5. Attractive and durable black finish requires little TOOLS 
attention to keep tools in good condition. 
THE STANLEY RULE AND LEVEL PLANT Made right, packaged right, 
New Britain, Conn priced right for the 
. : household trade. 


New York Chicago San Francisco Los Angeles Seattle 


[ STANLEY ] 
(sw) 


STANLEY TOOLS 
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Duluth, Minnesota. 
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Mr. Hardware Merchant— 


Why not profit by the experience of 
the hundreds of successful hardware 
merchants who, like Prichards, are 
employing the “DULUTH” method 
with such gratifying results. 

Write today for our new catalog, 


“The ‘DULUTH’ Self-Serve System 


of Merchandising Hardware.” 


DULUTH SHOW CASE CoO. 


Manufacturers of the original Steel Drawer Nail Counter, Display Tables, 
Window Display Fixtures, “DULUTH” Self-Serve Equipment, 








BUSINESS ANALYSIS—STORE PLANNING—INSTALLATION—SAMPLING 
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100 feet of sash cord 
hangs 5 double windows 


17 








100 feet of ACCO Permanent Steel 
Sash Chain hangs 7 double windows 





Attachment for 
two-hole sash 


Hooks are supplied 
with every bag of 100 
feet < oe ne = 
cost. Simply chain 
through bore, - 4 hook 
onto end link and draw 
hook into lower hole 
tightly. Same hook at- 
taches to sash weight. 


Think how much this saving means when multiplied 
by the number of windows hung in a year! 


-Any carpenter can install ACCO No. 8 Sash Chain in 
far less time than cord, with no waste, no knotting, no 
time lost. 


No alterations in the window or sash are necessary, 
as ACCO No. 8 Sash Chain runs perfectly over regular 
round cord pulleys. Attachments are furnished which 
fasten the chain to the window and weights. 


Home owners ask for ACCO No. 8 Sash Chain when 
they replace broken cord. Be prepared to profit by 
this demand which is growing every day. Stock and 
display ACCO No. 8 Sash Chain—ask your jobber or. 
write us direct. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONNECTICUT CO 


In Canada: Dominion Chain Company, Limited, 
Niagara Falls, Ontario 





No. 23 <) 
Hook 


District Sales Offices: 


Boston, Chicago, New York, Philadelphia, AMERICAN 
Pittsburgh, San Francisco  tryour aby 





ACCO No. 
SASH CHAIN 














Attachment for 
one-hole sash 
Coil spring provides 
strong grip—cannot 
work loose. Supplied in 
three sizes at slight ex- 
tra cost—% in., % in., 
and lin. Slip coil into 
end link, give it a turn 
and insert in sash with 

thumb. 
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Copyrighted 1926. Pat. Applied For 


PEE GEE 
’ Color Selectors 


Each selector (one forexteriors 
and one forinteriors) by a sim- 
ple turn of the dial brings to 
view 15 attractive color 
schemes. They solve the prob- 
lem of color harmony and they 
help sell paint. There is no 
charge—just write. 














it ci 


Uncle Sam is one 


of the best Pee Gee salesmen 


E’S ready to work for you at any time and he’1ldoa good 
job. One hundred or two hundred or even more calls in 
a day—it’s entirely up to you, the number he makes. 


Pee Gee direct mail advertising material for your 
use is of a caliber that you will be proud to have carry 
your signature. It builds prestige for your store but 
even more important, it sells paint and that is what 
you afe interested in. 


There’s profit for you in the Pee Gee line. Our plan of 
co-operation with Pee Gee dealers is so complete that 
you have to make money—it’s up to us to see that youdo. 
T Here’s Your Opportunity 


If Pee Gee is not represented in your community, write to us. 
A Pee Gee exclusive sales franchise is valuable and requires but 
a very small investment. Our plan of sales promotion is unu- 
L_ sual and productive—to inquire about it doesnot obligate you. 





Peaslee-Gaulbert Co. 


INCORPORATED 
LOUISVILLE - ATLANTA - DALLAS - HOUSTON 
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Progressive Dealer is 
awakening to what 


Pure’’ on Varnish—one indi- 


customer confidence and profitable 
business, it is necessary for him 
cates quality as does the other. to offer his customers Varnish, as 


Until Martin’s 100% Pure Varnish ‘improved. Martin Varnish Co.isthe well as other merchandise, that 
was putonthemarketfifteen years Pioneer manufacturer of Varnish will stand the closest scrutiny. 

ago, there existed an element of labelled 100% Pure (manufactured The authorized agent for Martin’s 100% 
chance in buying Varnish, During ODly of Pure Fossil Gums, Pure Pure Varnish knows that he is offer- 
the last few years methodsofmer- Vegetable Oils and Pure Turpentine . ing the best of Varnish merchandise 
chandising and standards of qual- —No Benzine — No Rosin). to his trade. The customers know this, 








TERLING” onSILVER— ‘100% 





te ‘ : | : the formula of Purity is on every can. 
ity in Varnish, as in practically all The progressive dealer today knows Weinviteinguiry from progressivemer- 
lines of merchandise, have greatlyr’ that to establish, retain and develop ~ chants whocater to intelligent buyers. 


“Know What You Buy” 








~ MARTIN-SENOUR : 


ESTABLISHED 1875 











PURE PAINT 





(Pioneers of 


Pure Paint 
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“... has greatly 
stimulated 
sales .. .” 


There is only ONE Duco I 
DU PONT Duco 














REG. U.S. PAT. OFF 


CLEAR 


(For Interior Use Only) 


LAUGHS AT 
TIME 
DRIES FAST ANDLASTS 








EJ. pu Pont DE Nemours & Co. 
INCORPORATED 


oR 
WILMINGTON, DELAWARE 
MADE IN U.S.A. 
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a > 

UCO is the fastest selling spe- 
cialty we have ever had in our 

It has not only brought new 

customers to our store, but has 

greatly stimulated sales in other 

lines.” 


store. 


JOHN J. LAKE AND SON 
Richmond Hill, N. Y. 


Write for the du Pont propo- 
sition to E. I. du Pont de 
Nemours & Co., Inc., 3500 
Gray’s Ferry Road, Philadel- 
phia, Pa.; 2100 Elston Ave- 
nue, Chicago, IIl.; Everett 
Station No. 49, Boston, Mass.; 
569 Mission Street, San Fran- 
cisco, Cal. 








PAINTS — VARNISHES 


ENAMELS 


DUCO 
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Alabastine. 
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' 
No matter where you go, the word Alabastine is known. 
It is the superior, perfected wall coating. The home 
owner, the decorator, the builder, the rental agent—in 
fact, everybody knows Alabastine. 
; Think what this means to you, Mr. Dealer! Stock 
ss Alabastine, give it a fair amount of shelf space and 
. Co eS window display—then watch the profits roll in. 
See ile ae . — . 
| aE Remember that a national advertising campaign, con- 
Sos tinually telling more than 25,000,000 people monthly 
| ZZ about Alabastine, is behind you. We are sending cus- 
Snes tomers into your store by our extensive advertising. 
: eae : : 
See ae It builds profits for you as it does for every one of our 
: | Boe 30,000 dealers. Any jobber can supply you. 
| ZZ 
LEE 
Se Free To Dealers 
BELG Let us help you to make real profits, Mr. Dealer. Write 
Lone for our booklet illustrating attractive, new Opaline effects 
ey obtained with Alabastine—a revelation to you and your 
customers. Also ask for information concerning our 
special Stencil offer, and our free offer of high grade, 
all bristles, 7-inch wall brush. And at the same time 
Look for the Cross permit us to put you on our list, along with thousands 
and Circle of other dealers, to receive, without cost, our helpful 
Printed in Red and interesting publication, “Brush and Pail.” 


Alabastine Company - Grand Rapids, Mich. 
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Photo by Times Wide World 


You can’t 


“drown” Valspar! 


KEPTICAL people the world around 

have been trying to “drown” Valspar 
for a generation—without success. India 
tried to do it in the recent floods in Cal- 
cutta, as shown in the photograph of a 
Valsparred bus reproduced above. 


But you-can’t drown Valspar. Many 
days of water and mud failed to mar its 
brilliant lustre. It’s this quality of water- 
proofness in Valspar, clear and in colors, 
that has made it famous. Not even boil- 
ing water, can ever turn it white. And it 
stands the grinding service of hard wear 








Reg us Pat.Off 
The famous Valspar 


boiling water test 


in the home better than any other varnish. 
That’s why your customers like and want 
Valspar. | 


And Valspar simplifies 
your stock 

No need to carry one varnish finish for 
indoor and another for outddor use, one 
for floors and another for furniture, one 
for wood and another for metal, one for 
household and another for automobile 
finishing. Valspar and Valspar in Colors 
fill all these and many other needs—and 
fill them better. 


VALENTINE & COMPANY 





Anything worth VALENTINE’S 
varnishing 456 4th Avenue 
= LSPAR ..*""* 
Chicago Boston 





Valsparring 


The Varnish That Won't Turn White 


W. P. FULLER & Co., Pacific Coast 
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OU Can Meet the Popular Demand and Bring the Range 

Business of your community to’your store this fall if you of- 

fer your customers a range that in itself carries the proper 
appeal and one that sells at a price your customers are willing to 
pay. 

Expert Engineering designed the Bakewell, Riverside for Hard- 
ware Dealers who have felt the need of such a range. 

Since its introduction hundreds of good Hardware Dealers have 
enjoyed a good coal range business. 

It has everything that a woman loves in a cooking machine— 
rare beauty in design, fully porcelain enameled inside and out, per- 
formance in operation that will satisfy the most critical, luxury in 
appearance but priced for volume sales. It carries such a strong ap- 
peal that range prospects cannot resist it. A sample will convince 
you that it’s the range you need for present day demands. 


ROCK ISLAND STOVE CO. Rock Island, Il. 
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This reproduction of our full page, four-color ad 











appearing in May issues of National Magazines is but 
a single feature of the tremendous Consumers and 


a LVL Le . CCC 
Your Business Is 
from Women? 


Whatever it is now, it can be greatly in- 
creased by the proper tie-up with the 
Lucas Luco-Lac (Brushing Lacquer) cam- 
paign now running. 








































The reason lies in the unusual appeal 
Lucas advertising is making to women— 
such as the following paragraph from the 
ad shown herewith:— 


“YOUR SOCIAL DUTIES GO RIGHT 
ON 

“Would you think it possible to seat 
guests on chairs which had been 
painted but an hour or so before 
their arrival? It is possible with 
Luco-Lac.” 


But there is another important fea- 
ture of the ad shown, and that is 
the series of booklets. Their popu- 
larity has been proved by thou- 
sands of requests for them— 
mostly from women. Each of 
the series is on a_ separate 
branch of painting, and is 
packed with helpful informa- 
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tion for the householder. At- ogtang 
tractive covers give them a oe Wena eel. 
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warm appeal, and make them 
excellent window features. 


When the booklets are sent 
to the inquirer, the name 
of the most convenient 
Lucas dealer is mentioned. 
The dealer, in turn, is 
advised of the inquiry in 
order that he may fol- 
low it up. 





For reaching the other thousands who saw 
Lucas ads and would like the booklets, the 
dealer has a series of eight-colored painted 
displays, harmonizing with the _ booklet 
covers. Posters showing adapted enlarge- 
ments of advertisements such as repro- 
duced on this page, and placed in the win- 


dow, link up his store with the magazine 

advertising. This completes the tie-up. And Its Effect on Your 

All over the country live merchants have ° 

joined the Lucas Dealers’ Window Display Business for 1927 

Campaign. 

Then, too, every wide-awake dealer wants ri I i is 
pine See ety “wileomate dente, weeks 7 W te today for complete information on this 
help them answer customers’ questions interesting subject, and the facts about— 
intelligently. For clerks selling Lucas 

products, these booklets tell “how to do it” LUCAS SPECIAL SALES COOPERATION 
and specify the product to do it with. 

hie ed ig : fund of general painting FOR 1927. 

information i : 

preity that cover many practical Address Dept. H-5 


Let us show you—without obligation—the JoAn HLueas & Co..4ne. 


most comprehensive plan of Sales Co- 





a Wo rete off eg paint re- Paint and Varnish Makers Since 1849 
ailers. rite us to icu- 
— eo a PHILADELPHIA 
New York Pittsburgh Chicago Boston Oakland 











and Local Distributing Points 















































rea YF 


weer meek 





ee 





PRED LIMO MPO Ri on 5: 3° Where oe afta ver 


POR BLUE TT Ae 





HARDWARE AGE 





Stake your reputation on 


HQUID GRANTE VARNISH 


For beautiful, durable floors 


Some Buildings 
of Recent Construction 


in which Berry Brothers’ 
Finishes have been Used: 


NEW YORK CITY 
Roxy Theater 

Delmonico Building 
Trinity Court Building 
Fred F. French Building 
Loft Building 
Ritz Towers Apt. Hotel 


DETROIT 


Free Press Building 
State Theater 
Cass Theater 


CHICAGO 
Junior Tower Apts. 
Park Lane Apts. 
Viceroy Hotel 


OTHER CITIES 
Duke University, Durham, N. C. 
City Hall, Winston-Salem, N. C. 
oe an Bank, Charlotte, 


Homeopathic Hospital, Provi- 
dence, R. I 

St. Mary’s Church, Bristol, R. I. 

K. C. Building, Gary, Indiana 


Stadium Theater, Stores & Offices, 
Woonsocket, R. L. 
















UILD good will and greater turnover by 
pushing Liquid Granite Floor Varnish and 
giving your customers expert advice as to its use. 


New floors should have a coat of paste filler, of 
the desired color, and three coats of Liquid 
Granite. Such a finish will withstand millions 
of steps and years of service. 


A beautiful finish closely resembling a rubbed 
surface may, be obtained by blending Liquid 
Granite dull and Liquid Granite gloss. Any de- 
sired degree of luster may be provided. Three 
parts dull and one part gloss is a good formula, 


Liquid Granite is one of very few varnishes that 
can be blended successfully. Here’s a product 
on which any dealer can stake his reputation. 


B-D 


May 26, 1927 














ERRY BROTHERS 


B Varnishes Enamels Stains 


Detroit, Mich. Walkerville, Ont. 
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Turpentine—In Convenient (ans 


Bp mad the public buys where it can obtain things quickly, convenientiy, attractively packaged and plainly labeled. 
Hercules Steam-Distilled Wood Turpentine was first sold in barrels and drums. Then followed the five-gallon cans, the 
one-gallon cans and the five-gallon size in the tilting crate. These suited nearly all painters but none was small enough for 
the needs of the householder and the dealer who had to fill small orders. 

Now there is a new and smaller size: The one-quart, or as it is often labeled, the 14-gallon can. This can is so light 
and convenient it can be carried anywhere on a paint job. It contains enough turpentine for use in painting chairs, screens, 
doors, porch floors, benches, anything in fact for which a bit of paint and turpentine are required. 

The one-quart turpentine can eliminates the necessity of the dealer acting as a public filling station. It is a time saver 
and a convenience that most dealers will welcome. , 

And it makes new business for the dealer who handles it. Reason: It has a special appeal to the purchaser who is not 
a painter. There is no left-over material. Nothing to throw away and no money wasted. 

Hercules Steam-Distilled Wood Turpentine is a business builder. Every container is filled with pure, guaranteed spirits 
of turpentine. , 

The leading paint and hardware jobbers handle this established, nationally-known, well advertised product. It can be 
secured either in the cans pictured above or in fifty-gallon steel drums. 


HERCULES POWDER,COMPANY 


(INCORPORATED) 


956 Market Street Wilmington, Delaware 
MAIL THIS COUPON 


HERCULES POWDER COMPANY , 956 Market Street, Wilmington, Delaware 
GNCORPORATED) , 





Please quote on Hercules Steam-Distilled Wood Turpentine in 
One-Gallon Cans (10 in a case) 0 Five-Gallon Cans (2 in a case) 3 


Five-Gallon Cans in Tilting Crates OO Fifty-Gallon Drums 
One-Quart Cans (20 in a case) CO 


eerweeeeeneeeeoeeeeeeeeeeee eee eaeea eee eeaeer eee ee eee en ee FEE fe eee eeeeeeeeeeeeeeeeeeeeneere e#s#sf# #@#@e#eeeeeeeeeeeee 
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We Know How 
to Build Brushes! ae 


We know exactly what it takes to 
turn out a brush that painters buy, 
use, like and buy again. 











And we know how to do it so 
efficiently that there is always a 
generous margin of profit for the 
dealer. 


STAR BRUSHES are known 
everywhere to be fine enough for 
the master painter and reasonable 
enough for your neighborhood 


trade. 




































Let us send you a catalog, and the 
reasons why Star Brushes always 
make good. 
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STAR Brushes. 


STAR BRUSH MBG. Co. Inc. 
34-35th St. rooklyn, N.Y. 
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3 It is durable, noiseless, and it outwears all substitutes 

i [t is undoubtedly the most durable material for hanging windows 
: SAMSON SPOT Samson Spot Sash Cord 

a mh. rg mg << the —_ a ppg the size of cord and diameter of pulley 

: SASH CORD "Example; Seah weighs 36 Ibs. 5 Se weights are needed, and No. 8 Samson 

. nciesianialan ee ¢ ; sf # cnacited. ord and pulleys with a minimum diameter of 2 inches should be 

¢ € fac a or The number indicates the diameter in 32nds of an inch. 

mt some 60 years solid braided ee ai : 

it cotton cord has been the pre- 

b ferred material for hanging % 

: windows. Size No. 6. Diam. 3-16 in. 

4 This service requires a tough ar teen tam a ns eee or ee abd ein 

2 and durable cord, uniform in 


size, smooth and flexible, so as 
to wear well, and operate with- 









out the noise and friction of ’ a ae a? oe 
a : bs. . i ights 
metal substitutes. “Eee sss 1d ea Wiiciedeae Sante’ of guia akemekte, Ie te 
2 Only well made, solid braided Ge 
ul cotton cord can meet all of these = 
- requirements. 
= For more than thirty years . Size No. 8. Diam. 1-4 in. 
s SAMSON SPOT SASH CORD — a er Sons oe 44 > per y Borges a 
" has been the standard in this rom 12 to ° inimum diam. of pulley owable, in. 
: field. The colored spots (in 





2 any color) are a trade mark 

# which identify it. Architects Fe 

> and Builders look for them. It | Size No. 9. Diam. 9-32 in. 

; is solid braided of extra quality Taewke oan oelager pl Rocag> mab + Die in 


cotton yarn, spun in our own 
mills. It is free from adulter- 
ating material, and from im- 





perfections of braid or finish. 
You can back Samson Spot Size No. 10. Diam. 5-16 in. 
Sash Cord with your reputation About 44 Ibs. per doz.; about 27 ft. Ber Ib. Suitable for weights 
from 30 to 40 lbs. Minimum diam. of pulley allowable, 2'% in. 


because we back it with ours. 





Size No. 12. Diam. 3-8 in. 


About 60 Ibs. per doz.; about 20 ft. per lb. Suitable for weights 
from 40 to 50 Ibs. Minimum diam. of pulley allowable, 3 in. 





Illustrations show actual size of cord 
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HELPING YOU DOA BIGGER 
SPRING BUSINESS 


The Murphy Varnish Company knowshow This display ties up closely with our 
important your window displaysaretoyour _ big advertising campaign in The Saturday 
sales. Realizing this we have always taken Evening Post. It will be particularly valu- 
great care to have our display material as able if used during one of the weeks 
attractive as possible. Frankly, we have been when over two million readers of the Post 
proud of the quality of display material will see our striking, attractive advertise- 
which we have furnished our dealers in the ment carrying the same message about this 
past—an opinion borne out by the many remarkable new product—Murphy Brush- 
favorable comments our dealers have been _ ing Lacquer. 

good enough to make to us. We feel that We will be glad to mail you this dis- 
our new display on brushing lacquer is the __ play free of charge if you will send in the 
best that we have ever sent out. We wish attached coupon, or you can secure it 
we could reproduce it here in color asthe through our own salesmen or those of our 
black and white photograph shown above jobbers’. Send back the coupon today. 
fails to do it justice. 

The new Murphy Brushing Lacquer dis- 
play comes in five panels—enough to fill an 
entire large window with the help of a few 
cans and color cards. If your window is too 
small to accommodate the whole display you 
can use three, or even one, of the panels. 
Note the large variety of pieces of furniture 





MURPHY VARNISH COMPANY 
224 McWhorter St., Newark, New Jersey 
Gentlemen: 


I am a Murphy dealer. Please send me your free * 
window display of Murphy Brushing Lacquer. 


I am interested in Murphy Brushing Lacquer. a 
Please have a salesman call. 

















shown. Almost every one who passes your NAME 
window will see at least one article that will saree 5 
suggest something he can paint at home. 5—H. A. 


Murph 
BRUSHIN oF acquer 








MURPHY VARNISH COMPANY - NEWARK - CHICAGO - SAN FRANCISCO - MONTREAL 
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e you getting the 


ge finest trade in a dis- 
trict usually goes to one 
store. This store attracts the 
high-classcustomers— those who 
buy for quality. 

And it holds these desirable 
customers year after year, be- 
cause they know the store 
handles only proven, depend- 
able products. 

Such, a product is 
Dutch Boy 
white-lead. 
For genera- 
tions Dutch 
Boy has been 


the choice of 








New York, 111 Broadway 
Buffalo, 116 Oak St. 

Cincinnati, 659 Freeman Ave. Cleveland, 820 W. Superior Ave. 
St. Louis, 722 Chestnut St. 
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best trade’ 


ln many communities one 
store gets all the best 
trade—the substantial 
customers who bring per- 
manent patronage 


skilled professional painters, of 
discriminating home-owners, 
of important industrial firms. 
It is in constant demand. 

Dutch Boy white-lead is pure 
and uniform. It has long been 
recognized as standard. 

Let us help you cash in on 
Dutch Boy prestige. 
for any selling helps you may 
need—window displays, store 
hangers, folders, movie slides, 


Write us 


newspaper electro- 
types — they 
are all yours 
for the asking. 
Address our 
nearest 
branch. 


NATIONAL LEAD COMPANY 


Boston, 800 Albany St. 
Chicago, 900 West 18th St. 


San Francisco, 485 California St. 


Pittsburgh, National Lead & Oil Co. of Pa., 316 Fourth Ave. 
Philadelphia, John T. Lewis & Bros. Co., 437 Chestnut St. 


DUTCH BOY WHITE-LEAD 





Dutch Boy's 
Column 


About your windows 


OME of the boys are good at 

thinking up snappy display ideas 
to bring in more customers. And every 
once in a while they hit on a display 
that’s a knockout. 

No doubt about it. There’s many 
a clever display idea running around 
loose. 

That’s one way to get displays that 
dig up the dollars. Another way is to 
make use of the displays that are all 
worked up for you and come free-for- 
nothing. 

Try a Dutch Boy display, for 
instance. Hundreds of dealers find 
that it pulls the best trade, and pulls 
it hard. 

By the way, do you know what 
the graybeards have figured out? At 
least one third of the rent of retail 
stores goes for the windows. Think 
that over for a second. Then go out 
and take a look at your windows. Are 
they earning one third of your rent? 
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What’s in the 
Grab Bag? 


—not much in the way 
of paint satisfaction 


OTHING much ever came out of the 

grab bag. Remember how you used 

to reach in without knowing what you'd 

pull out. Quivering, eager, you tore open 

the package, expecting great things. Then 
. disappointment! 


Yet plenty of paint dealers still buy 
paint by grab bag methods. “All paints 
are pretty much alike”, they must imagine, 
otherwise they would give more thought 
to testing the quality of a line when buy- 
ing a paint stock. 


Whenever a dealer takes the time to 
find out something about paint, he learns 
there are amazing differences in paint 
values. Thus one dealer determined to 
find out the best flat wall paint tested 9 
different brands and found that Devoe 
Velour Finish led in these five qualities 
—beauty, ease of application, washability, 
durablilty and economy. 
































Devoe Quality the result 
of 173 years’ experience 


How amazing that such differences in 
wall paint should exist! But just as this 
test has proven the superiority of Devoe 
Velour Finish, other tests have proven time 
and time again how every Devoe Product 
excels, whether it is a varnish for the floors, 
a stain for the woodwork, an enamel for 
the furniture, or a house paint. Of course, 
leadership in quality is to be expected from 
Devoe, for Devoe with its 173 years of ex- 
perience, is the oldest paint company in 
America. 


Devoe & Raynolds Co., Inc. 


The oldest paint and varnish house in America 
173 years old—founded 1754 


General Offices: 1 W. 47th St., New York 


DEVOE 


Paints, Varnishes, Stains, 
Lacquers, Enamels, 
Brushes, Artists’ Materials 
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One book you cannot afford to miss 





Sign the coupon—for your copy and for a free regular size can 
of any one of these zew SAPOLIN products:— 


NOWLEDGE is better than SAPOLIN Brushing Lacquer Advestising in “The Saturday 
hearsay. That’s why over SApOoLiIn Polishing Cream Evening Post” and ‘Ladies’ Home 


15,000,000 families in 52 coun- 
tries now order and reorder 37 
different kinds of Sapolin Deco- | 
rative Specialties every year... Dealers who want 
their share of this business can do so for $200. 
That’s all it costs to open a Sapolin Department 
of Decorative Specialties (including Lacquers, 
Enamels, Varnishes, Stains, Gildings, Polishes, 
Waxes, etc.). 

The story of Sapolin is in the Sapolin Buyers 
Guide. You cannot afford to miss this book. 
It holds possibilities for new business in deco- 
tative specialties you cannot realize until you 
get it—and it’s free. 

You may get some idea from Sapolin National 


SAPOLIN Liquid Wax 
SAPOLIN Paste Wax 


Journal”—but not enough for 
you as a dealer. 

Along with the Sapolin Buyers 
Guide we shall also be glad to send you /ree a 
full regular size can of any one of the new 
Sapolin products listed in the coupon below. 
Clip it now, fill it out, pin it to your letterhead 
and mail today. 





SAPOLIN COMPANY, INC. 
Dept. E-6. .229 East 42nd Street, New York 


sample of:— (Check ones desired) Brushing Lacquer 
Polishing Cream () Liquid Wax () Paste Wax 0 


FRETS, LARC LOM ALI EPID IS OR 





SSS TT SF BRE LRT SEG Ef: REG A LNT Sa 


' J am a Paint Dealer. Send my copy of the Buyers Guide and a free 
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provides your customers with better paint protection for exposed 
surfaces at lowest cost per year of service. 


The Dixon Line of Graphite Paints fully meets their require- 
ments as to long life and economy. 


The pigment, flake silica-graphite, provides a tough, yet elastic, 
film that expands and contracts with heat and cold without crack- 
ing or peeling. The graphite and silica are naturally and not 
artificially combined, resulting in long life, efficient surface pro- 
tection, elasticity and resistance to dampness. 











Write for trade prices and Booklet 40-B 


JOSEPH DIXON CRUCIBLE COMPANY 
Jersey City D N New Jersey 


TRAGE 'W MARA 


1827 One Hundredth Anniversary 1927 
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LAMSON 


Putty Knives 


The Lamson line of Putty 
Knives comprises some twenty- 
four different patterns, made in 
beechwood, boxwood, cocobolo, 
and ebonwood handles, in stiff, || | “cade Wevnerc 

elastic, clip, and half-clip points. | é THE SHERWIN- WILLIAMS Co. 





Trade Mark Reg. CLEVELAND. 


All have the 


LARGEST IN THE WORLD 
Finest Forged | * } 
Steel Blades 


and a finish that adds to their at- | oe * 
tractiveness and does justice to their | 

ey SNIUCN-N-iit 
These Putty Knives are big sellers | 


to glaziers and home owners who THE NEW F/IN/SH 


— value and know that our name a 
on Cutlery insures getting it. | Ch ° N ] 
Your Jobber will supply you. | A ig Ps | m eC Product 


Send for Catalog. It shows com- Spreads easier than paint. Fin 
plete line. | : 


LAMSON & GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 


New York Office—36 Warren St. | rHE OHIO VARNISH COMPANY 


Boston, 7 Water St. Chicago, 1732 Republic Bldg. 
St. Louis, Victoria Bldg. San Francisco, Wells Fargo Bldg 
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Goop LACQUER DESERVES Goop BRUSHES 


BRUSHES 08 LACQUER? 


THE TWINS 


OF COURSE 


WHITING’S ADAMS 
RED KING VIKING 


T. M. REG. U.S. PAT. OFF. T.M.REG.U.S.PAT.OFF Bf 

















AND THEIR 
LITTLE BROTHERS 


AK A BRUSH CEDA LAKA 








TRADE MARK TRADE MARK 











” BRASS FERRULE STEEL FERRULE 
POLISHED HANDLE UNVARNISHED HANDLE 





ALL THESE BRUSHES ARE 
MADE FROM THE FINEST 
CHINESE BLACK BRISTLES 
PREPARED THE WHITING- 
ADAMS WAY—YOU KNOW WHAT 
THAT MEANS! THEIR IDEAL 
PRICE RANGE—FROM 25 CENTS 
TO $1.00 EACH—WILL ASSURE 
QUICK SALES 


ORDER YOUR STOCK NOW! 





























HAVE YOU SENT FOR YOUR WHI-TAD 
WINDOW DISPLAY? 





JOHN L. WHITING- J.J. ADAMS CO., BOSTON, MASS. 
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ODORLESS 


And here are 6 other points of 
Zapon superiority that win 
repeat business from the 
users of Zapon Lacquer 
Flowing Finishes : 


SAFE (no benzol); 

HEAVY-BODIED (hold more on a 
brush) ; 

HIDE BETTER (more cotton, gum 
and pigment) ; 

BRUSH BETTER (set up slow 
enough to permit brushing without 
laps; self-leveling) ; 

MORE DURABLE (truenitro-cellu- 
lose products—not spirit varnishes 
or haphazard varnishconcoctions); 

MORE BEAUTIFUL (the true lus- 
trous beauty of lacquer made with 
lacquer and lacquer pigments as 
only the world’s oldest and largest 
lacquer maker knows how). 


ZLAPON 
Lacquer 


The Zapon Company 

Stamford, Conn. 

Gentlemen: Kindly send to mea sample of Zapon Lacquer 
Flowing Enamel and Color Card. 








NAME 


STREET ° 
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Creating 


Buyers 





and Educating 





One of a series of five complete Practical Window Displays 
which Mc oll Butler Co., Inc. supply to 


May 26, 1927 
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their dealers free of charge t 
¥ Cw if 
. cDOUGALL-BUTLER have devoted 
} much thought to advertising at the ‘ 


e point of sale. 


3 me sonky onieingro window exhibits are } 


} selling factors in a store. They create { 


" and educate paint buyers. 





Plan upon request. 





that 


| P BUFFALO, N. Y. 


6, We'll gladly send information relative to 
the McDougall - Butler Merchandising 


Varnishes, Enamels and Paints 
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3 Refine Everything They Cover 


i EVANS, WATER AND NORTON STS, 
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Ask yourself this question 


“Does my Store Front do justice to 
the merchandise in it?” 


No MERCHANT anywhere can continue to grow without well- 
arranged show windows. Without one you pay for it many times 
over in profits lost to your competitor who has a correctly 
planned, modern front. More than 300,000 live merchants to- 
day are enjoying larger sales and profits with KAWNEER SOLID 
: Copper Fronts. They testify that it pays well to make such an 
. investment. 


E.. A. Parsons, Binghampton, New York, writes: 

“We consider the money spent on our KAWNEER FRONT 1s one 
of the most profitable investments we ever made. It has at- 
tracted widespread attention and has more than paid for itself.” 








/ 
cme / 
KawneEeErR Fronts are built to last a lifetime; adaptable to the rr epibd ee 
needs of your location and your business. Aw 
: / e 
Learn more of the power of display. Send for free book, “How y 7’ KAWNEER 
to Display Merchandise to Sell It.” a rpg wg A 
4 


7 NILES,MICHIGAN 

















ff Send free book for my 
line of business. 
OLID 1e 4 
ow. 106 7 Name - 
ys dd 
Address ER be ang SIM ee 
ft 
See reverse side for store fronts suitable for your line of business f/ City and State--—— 














/ 
/ Kind of Business 
/ 
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Plate Glass 
Protection 


The patented Kawneer re- 
silient (flexible) metal grip 
on the plate glass windows, 
prevents danger of break- 
age caused by vibration and 
wind pressure. This metal 
grip not only seals the joint 
but allows the plate glass to 
bend naturally under wind 
or other pressure. 


KAWNEER INSTALLATIONS 77 
Hardware Stores 


Whether your trade demands heavy hardware or shelf 
goods, modern window display facilities are a vital 
need. Telling is selling and showing your merchandise 
to people that pass your store is telling them your sales 
story in the most profitable way. The installations 
shown on this page are all typical Kawneer Store 
Fronts. They indicate the various designs selected by 
these merchants as best suited to volume sales and suc- 
cess in their location. 


THE 


cawneer 


COMPANY 


Nires, Micu1GANn 


The Cost is not 
Prohibitive 


Good display is essential to 
volume sales. The better the 
display, the more attractive 
is the merchandise. Lack of 
display facilities therefore 
is costly. It pays to invest 
in a Kawneer Store Front, 
because it pays for itself in 
extra sales in a short time. 
The cost is not prohibitive. 
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: = == ——by the keenest 
: se a buy i ng br ains in the country 


A originators of the Tubular and 

Clinch rivets and with a record of 

more than fifty years of successful ac- 

complishment behind us, we know that 

: cn this product cannot be made better or 

ae | — a priced fairer than we make them and 
PS price them. 


THAT 


TUBULAR RIVET & STUD 
cot neste COMPANY 


J. T. MeDEVITT 
Postal Telegraph Building 


San Franciseo, California BOSTON 
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Horse Shoes, Falling Stars, Swastika, The 
Far Famed Pin and Four Leafed Clovers 
have always profoundly influenced Man. 


Who so lucky, yet has not nailed a rusty 
horse shoe over his dwelling door? Or so 
fortunate, yet has not felt a rare thrill of joy, 
finding the much desired four leafed clover? 


And who so brave, yet has not known a 
satisfying sense of security, possessing a Swas- 
tika Charm? Or who so serenely satisfied, yet 
has not been startled into a hurried “wish” 
when suddenly a falling star blazed its 
sparkling, silvery way across the face of inky 
night, a brilliant beacon of good fortune? 
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ET of all Good Luck Symbols there is 

none which excites fewer mysterious 
chills or fervent wishes, yet represents greater 
good fortune, than HARDWARE BUYERS 
CATALOG. 

There it hangs on or alongside the Hard- 
ware Buyer’s desk representing More Dollars 
in Greater Convenience, Time Saving and 
Added Sales, than all the other good luck sym- 
bols rolled into one, have or ever will— 


Is IT THE “GOOD LUCK SYMBOL” OF YOUR BUSINESS? 


HARDWARE BUYERS CATALOG 


239 WEST 39th STREET, NEW YORK 
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Pipe 
Wrench 
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Screw 
1819 Driver 
You can assure your customers that if 
‘it’s a PEXTO” you have sold them a tool 
Original that is of highest quality, fully guaranteed 
Snip as to workmanship and material and a tool 
that is designed to do properly the work 


# 
F for which it is intended. 


The PEXTO line covers a great variety 
of Mechanics Hand Tools and if you do not 
have our No. 26T Catalog on your desk or 
Pe in your file we would be glad to furnish you 
with one. 





The Peck, Stow & Wilcox Company 
Southington, Conn., U. S. A. 


Worth While Co ols 


No.8010D 

















Samson 


Wrench race 
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AMERICAN 
SCREW 
COMPANY 











Wood Screws Machine Screws 
Stove Bolts Tire Bolts 
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Largest Stock 
Greatest Assortment 


Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Illinois 
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The World’s F 
Axe & Tool Co. 


Charleston, W. Va., U. S. A. 
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TEMPER 
“5 APRIL 29" 1889 . 
KELLY AXE MFG CO 
Sey, 


Ts 


PERFECT 
The best known 
and known as 
THE BEST 
MAY 7 
CHARLESTONWVA. 
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—for the home and garden 


There will be more HANDIE-BAROS sold this year than ever 
before. 


Home gardening is becoming more popular year after year. The 
ranks of home owners are steadily growing and this is a wheel- 
barrow built especially for the home. Not too small nor too large 
for any member of the family. Its load is so balanced over the 
wheel, that in a load of 200 pounds only 36 pounds come on the 
handle. 


This Sterling HANDIE-BARO comes to you complete in knock- 
down form in a compact sealed carton ready for delivery to your 
customer. It is easily set up. It weighs but 35 pounds and takes 
up but little room. 

A large number of these barrows can be stocked in a very small 
space giving a distinct saving in space plus the good margin of 
profit this barrow carries. 


W rite today for literature and prices 


Be the first in your territory 
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For SUMMER SALES,» 


PYREX 


T. M. Reg. U.S. Pat. Of. 


ICED-TEA SETS 


Handsome Optical Design 
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PYREX Iced-Tea Set, very rich in appear- beg | 

ance, yet highly suited to the actual prepa- B Gee 
4 ration of the tea. a. | 
3 Many housewives have learned that iced-tea | : 
is fresher, more wholesome, when made by aay x: 
2 pouring hot tea over ice. It may be prepared this 
% way in the PYREX Iced-Tea Set without fear : 
E of breakage. { 
: The PYREX Iced-Tea Set is the only heat- 
= proof Iced-Tea Set on the market. Sold in sets 64) For 60c more retail, your customer 
2 only. Order from your jobber at once to get may have a No. 706 Tile with this set 
- middle-of-June deliveries. 
. PYREX SALES DIVISION 
E CORNING GLAss WorRKS 


Corning, New York 


*Slightly higher in the West—$9.00 in Canada 
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Sizes: 6 to 21” 


The mechanic, motorist, garage owner, motor-boat 
owner, handy man, home owner, farmer, and others, 
all find the Coes Wrench a dependable tool for the 
work on which it is intended to be used. 


The Coes serves many users for many uses, and while 
some may prefer a Knife-Handle and others a Steel- 
Handle, they know the Coes will give unfailing ser- 
vice in every instance. Sizes: 6” to 21”. 


Ask your Jobber to supply you. 
COES WRENCH COMPANY 


“In business since 1841”’ 
Worcester Mass. 
SELLING AGENTS 


ee J. C. McCarty & Co. ............253 Broadway, New York 
fatalog John H. Graham & Co. .... .113 Chambers Street, New York 


Fenwick Freres ; _...8 Rue de Rocroy, Paris, France 











Summertime 1 is Showertime 


—Here’s Bathroom Protection 
of Unusual Beauty 


PLASHING water, unless confined, keeps bathrooms 

untidy during this busy season, and sometimes ruins 
plastering. Zouri Shower Bath Doors will save much of 
the bother of cleaning up after the bath. They add, more- 
over, to the bathroom’s cheerfulness with their bright 
mirrored surfaces, substantially framed in extruded 
bronze material and furnished in a satin bronze finish or 
a highly polished duplex nickel plated finish. This door 
is also made from solid nickel silver material and is 
furnished with a highly polished nickel silver finish. 


Investigate this high quality Zouri fixture which is of 
the same high grade workmanship that has made the 
Zouri Key Set Store Windows famous throughout the 
country and thereby reap additional profits for your 


Summer trade. 


Send for ‘“‘Shower Suggestions,’’ a free circular 
giving hints on dressing up the bathroom. 


Standard sizes carried in 


7 Rn D stock for prompt delivery: 
1 2’ ide x 6’ high 
OU Urey. aScik 2’ 3” wide x 6” high 


2’ 6” wide x 6’ high 
Factory and General Offices With or without grille. Special sizes 


1608 East End Ave., Chicago Heights, III. made to order. 
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No. 04810—Case 1% in. high, 
1% in. diameter. 


No. 04811 (Illustrated)—Case, 
114 in. high, 1% in. di- 


ameter. 


A Lock to Baffle 
Any Invader 


Sell your customer who is looking for real protection 
the Eagle Pin Tumbler padlock, No. 04810 or 04811. 


You'll know that this lock will staunchly uphold your 
judgment—and will give service for a lifetime. 


Mechanism of the lock is contained in a solid brass block 
surrounded by a heavy brass jacket. This forms a solid 
case that cannot be crushed or wedged apart. Outside 
case highly polished. 


Shackle is of case hardened steel, nickel plated. Shackle 
is locked in case by a double rotating bolt which engages 
in two notches at both ends of the shackle. All in all— 
the lock for safety! 


The Eagle Quality Line 
Night Latches Front Door Sets 
Cabinet Locks Store Door Sets 
Trunk Locks Padlocks 
Wood Screws 


Eagle Lock Co. 


General Sales Office 
Greeveerern 26 Warren St., New York «e<«ve worn 





Branches—521 Commerce St., Philadelphia, Pa. 
177-179 N. Franklin St., Chicago, Ill. 
114 Bedford Street, Boston, Mass. 
Works at Terryville, Connecticut 
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Slam! Ban 


OMEN welcome the Rose Screen 

Door Check as a boon to tired nerves. 
Gives relief from the constant slam! 
bang! they have always had to endure 
from screen doors. The low price, with 
its effectiveness in stopping the noise, 
makes easy sales. A real profit item for 
the dealer—and most every sale is for 
two or more—one for each screen door. 
Attractively finished and long lasting. 
Keep your stock up through the season 
and be sure to get this demonstrator for 


your counter. 
Ask Your 


Jobber 


Rose Screen Door 
Checks are _ supplied 
through your jobber. 
Ask for the wonderful 
counter demonstrator 
You get it free with 
an order for only a 
dozen checks. Get it 
on your counter now! 











This Counter DEMON- 
erepemee — ’ 
Free! HASTINGS, NEBR. 


FRANK ROSE MFG. 
COMPANY 


ROSE 


SCREEN DOOR 
CHECK 
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Quality Fittings Mean Hose Efficiency 
THE SHERMAN WROUGHT BRASS HOSE FITTINGS 


have reached the highest level of quality in garden hose acces- 
sories through years of experience and research in manufac- 
turing. It is to your advantage to carry the best. 


Sherman Hose Couplings are made of 
heavy wrought brass— accurate ma- 
chine cut threads—deep, clean corru- 
gations. A high quality item. Made 
in hose sizes—%%”, 14”, 5%” and 3%”. 
In cartons for stock. 


H. B. SHERMAN MFG. CO. 


The New Diamond Nozzle. Surpasses 
any nozzle heretofore offered to the 
Trade. It is larger and will throw a 
stream farther and more even. A per- 
fect spray is always assured. Made in 
3%” size only. 


. Battle Creek, Mich. 











AUGERS, BITS, SMALL TOOLS 


That lead their own way through 

When you sell Snell Boring Tools 
you make satisfied customers. They 
depend on your good judgment in 
choosing tools that stand the test! 
Have you a complete assortment to 
offer them? 

Send for the Snell catalog today! 


Now ready 


RED ROVER 
a new fast-selling 
electrician’'s bit 
that stands the gaff 
of severe service. 
Send today for des- 
criptive cireular. 


Snell Manufacturing Company, Fiskdale, Mass. 


Sales Representatives 
John H. Graham & Co, 113 Chambers ‘St., New York City 


NATIONALLY ADVERTISED 


Approved by Leading Testing Laberateries 
Guaranteed Quality—Popularly Priced 


li i 
a 1”: yy )} ~ 
- 2— ae & 

nO. 22 z/aN “0. 33— 
7 
soc ca. AJAX sockets PLucs 78¢ EA. 

TWO OR THREE CONNECTIONS FR ONE SOCKET 
Leaves Lemp in Position oe sonng-4 Use of 


Ordinary Shade Moider; Screws int » Resesteston 
Without |! With Deer INSIST ¢ AJAX. 


75c List 


“‘B’’ Heater Cord Set Heater 
Piegs end Parts. 
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= '| 60c List Ww 











**B” Extension Set Standard 
and Special. 
Manufacturers and Jobbers Supplied Complete or in Parts to Allow 
beral Discount for Profitable Resale. 
AJAX ELECTRIC SPECIALTY Co., St. Louis 
Complete Price Sheets on Request 

















Garage Door Bolt 
Specially designed for 
garages, factories, ware- 
houses and fire doors, 
Locks and unlocks top 
and bottom bolt with 
one turn of handle. 











i if Garage 
iy | Door 
Holder 





Prevents accidents, broken headlights 
and bent up fenders. Operates by 
hand or foot. 

For prices and further information 
write today to 


Phenix Mfg. Co 











032 Center Street Milwaukee, Wis. 





Established 1857 
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‘Bought "Because 


DETROIT TORCH & MANUFACTURING CO. - Detroit, Michigan 


New York Office, B.S. Alder Co. . 45 Warren St. 
William P. Horn Co. - Rialto Bldg., San Francisco 
- = += 23 Main St., Hartford Conn. 
es 627 Washington Blvd., Chicago 
415 Metropolitan Bidg., Toronto 


SAFETY STRAPS 
LAG WRENCHES 
TREE TRIMMERS 
SLEEVE TWISTERS 


TACKLES 

CLIMBERS 
PLIERS TOOL BAGS 
BELTS WIRE GRIPS 
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What a Difference 
A Few Cents Make 


T enables us to buy the best 
materials and employ the 
most skilled workmen in 
the manufacture of our 

goods. It gives you the most per- 
fect tools that can be made, tools 
that almost sell themselves, stay 
sold and require no service if prop- 
erly used. 

It gives the user tools that give 
entire satisfaction, do their work 
perfectly, and that stand up. 

Yes, there are only a few cents 
difference between good tools and 
junk, but what a difference other- 
wise. 

Our goods are listed in the 
Hardware Buyers Catalog, but we 
have just issued a new bulletin 
with full information which we 
shall be pleased to send you a 
copy of upon request. 

Our experience is that a line 
such as ours is most economically 
distributed through Wholesalers, 
so that we will ask our retail friends to order from 
their regular wholesaler. If he does not carry our goods 
we shall be glad to furnish the mame of the nearest 
one who does. 


CHAS. MORRILL, Inc. 


102 Lafayette St., New York 


























“The Blade With the Reputation” 


Makers Since 1883 


CLEMSON BROS., INC. 
Middletown, New York 
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The Oscillating Plunger 


Is an Exclusive Feature 





Pistol Grip 


SAW SET 


No. 695 





Patented 
April 8, 1924 


HE plunger can be set to the pitch of the tooth mak- 
_& ing it easy to set the teeth on both sides alike. This 
is a feature that users appreciate and one of the reasons 
why it makes a ready seller. 


Manufactured by 


E. C. STEARNS & CO., INC., Syracuse, N. Y. 
Makers of good hardware since 1864. 
Lawn Mowers, Lock Fast Gates, Saw Vises, Clamps, Floor Scrapers, etc. 
Sales Representatives 
W. R. Voorhees & Co., 417 Market Street, San Francisco. 


Thomas A. Troy, 150-152 Chambers Street, New York. 
Deveney & Palmour, 707 Fourth National Bank Bldg., Atlanta, Ga. 


Canadian Representative 
George J. B. Ramsden, St. Thomas, Ontario. 
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Standard of theWorld 





for Overa Quarter @ntury 





A quarter century, and more, of S8u- 
premacy is the proud record of Grand 
Rapids All Steel Sash Pulleys—the prod- 
ucts of thirty years of specialization. 













An overwhelming majority of all buyers of 
pulleys use ‘“‘Grand Rapids’’ exclusively 
because they are unmatched in strength, 
ease of operation, longevity and economy. 


The Grand Rapids All Steel line is Com- 
plete—in this line only can you obtain 
the large Lubricated Cone Bearing Pul- 
leys, sé@if-aligning and nolseless. 


Let us prove why you, too, should stand- 
ardize on the Grand Rapids Line. 


Grand Rapids Hardware Co. 
558 Eleventh St. 
Grand Rapids, Mich., U. 8. A. 
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What Reliable Dealers 
Are Saying— 


“We are new dealers in this neighborhood and have built 
up a good battery business through the fine workmanship 
of your products, 


Bright Star Radio Batteries 
Super Power B & C Types 


e ri Star Super ° . 
ener Geataamen tie Have handled other makes of Radio batteries for more than 


Power Combination B&C 


Battery—of variable rolt-. , 
eee aan eight years but we find your Heavy Duty Battery No. 30-60 


either or service i 
ther B or C service. far surpasses any we have ever handled. 


B & H Radio Shop 
2568 East Tremont Avenue 
New York City 


The Long-Lived Dry Cell 


Start selling Bright Star Dry Cells now—and within a short time 
their high quality will bring you the same satisfactory Radio bat- 
tery business, as indicated in above excerpt from B & H Radio 
Shop’s voluntary letter. There is not another line of Radio bat- 
teries on the market that can compare with these honestly built 
Bag Type Super Power Bright Stars. Due to the high standard 
of manufacturing processes which obtain throughout our immense 
see age new plant, you are assured of absolute satisfaction when these 


Bag type construction 


i Pl Hayes ml batteries reach the consumer. Better Radio Battery profits are 


quality and service for 


7 le ae ee assured the dealer who handles Bright Star Batteries because of 
the satisfaction they give and unqualified recommendation of one 


/ 











user to another— 


L272 — 
eS i —S¥ Write Us For Complete Details 
———_= —S> > SZ Our proposition to Distributors makes it possible to 
ee pay their salesmen better commissions and naturally 
this results in a larger volume and turnover—Bright 
Star Batteries have become leaders in communities 
where introduced... Don’t fail to write for complete 


information of our proposition. 


BRIGHT STAR 


<CRadio Batteries & Flashlights 




















Supreme SP CEv In Every Test 
we 


The Super Power Bright 


Star B Battery costs much 


less, per operating hour, Chicago, Ill. Hoboken, N. J. San Francisco, Cal. 


than small B Batteries. 


SEVENTEEN YEARS BUILDING THE QUALITY LINE 
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® Location of 
Wholesale 
Distributers 


FTER trebling in volume in the 

two years ending September 
30th, 1926, the next six months end- 
ing April lst saw Mansfield Tire sales 
again double from Maine to California. 


Can you think of any other brand 
of tires that has anything like such a 
record growth in sales in the past two 
and a half years? 


Wouldn't you like to be part of such 
a rapid growth in volume of tire sales? 


It’s good healthy growth, too— 


HARDWARE AGE 


Double Your 


Tire Business 


————— « 
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based on better tires—a new high 
standard of quality and service made 
possible by a lower cost of distribution. 


There is a hardware wholesaler 
near you who no doubt supplies you 
with other automobile accessories 
who can also promptly, efficiently, 
economically supply you with Mans- 
field Tires. Ask his representative 
about it the next time he calls. 


Or write us for any information 
you desire about Mansfield Tires. 


THE MANSFIELD TIRE & RUBBER COMPANY, MANSFIELD, OHIO 


Balloon Cords Truck Cords 








Heavy Duty Cords 


Regular Cords Fabric Tires 


The Cost of Distribution is Lower—The Standard of Quality is Higher 


MANSFIELD 


Built — Not to Undersell, but —to Overserve 
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Scooters 
Velocipedes 
Automobiles — 
Coaster Wagons 
Express Wagons 
Tot Bikes 

Hand Cars 

Toy Auto Trucks 
Race Cycles 


Sales Offices: 


NEW YORK 
A. S. Ferguson Co.. 215 Fourth Ave. 
Jacobs & Kassier, 9-11 E. 16th St. 
Joseph Davidson, 5 East l7th St. 


PHILADELPHIA 
Thos. E. James, 45 N. Third St. 


BALTIMORE 
Harry Ainsworth, 218 N,. Gay St. 


BOSTON 
The Ezekiel! Co., 27 Haymarket St. 


SAN FRANCISCO 
Geo. P. Paine, 718 Mission St. 


DENVER 
Theo. P. Maus, 212 Tabor Bidg., 
16th & Curtis Sts. 


LOS ANGELES 


Theo. P. Maus, 418 Wilcox Bidg. 





40th 
year! 
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N planning your Children’s Vehicle display keep in 
mind the Blue Streak Line of “‘Bull Dog’’ Indestructi- 
ble Toy Auto Trucks. 


The larger children want the real thing in which they can 
sit and ride. But don’t overlook the little tots. They are 
keen for the same things on a smaller scale. 


| 


i 


In addition to the big selling line of last year we have just 
added two new numbers that are ten strikes. 


‘ No. 50 Coal Truck and No. 53 Chemical Fire Truck, the 
latter illustrated above. These are the last word in toys, 


strongly made, completely equipped and beautifully 
finished. 


The complete line of Blue Streak ‘‘Bull Dog”’ Indestruc- 
tible Toy Auto Trucks is composed of eight numbers, 
every one a seller. 


You can display them all in small space and such a dis- 
play will make many sales. 
Our new 1927 catalog, illustrating and describing the complete 


line is now ready. Ask for a copy and get in touch with the 
nearest jobber handling the Blue Streak Line 


SAA AAA EAA gh 


= he TOLEDO METALWHEEL C0. %oledo, 0: 


= Distinctive Children’s Vehicles Since 1887 
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Harbison Yahn’s Hygrade Lamp Sales 
Increase Over 300 per cent 
in Five Years. 


There are two reasons for this display table shown in the illustra- 
increase—a‘ Quality Reason and a tion. The customer sees the lamps 
Merchandising Reason. —feels them—handles them—tests : 

The Quality Reason is the per- them—and sells them to himself. , 
sistent high quality of Hygrade The Hygrade lamp _ business | 
Lamps themselves. , of Harbison Yahn 
Customers who once _—h—CU has increased over 


300 per cent in five 
years.» How selling 
costs and overhead 
would be cut if 

every item in- 

creased. the 
same _ percent- 
age | 


buy Hygrade Lamps 
develop the very 
profitable habit of 
buying them a sec- 
ond time. 

The Merchan- 
dising Reason is , 
the simple open 





HYGRADE LAMP CO 


GENERAL OFFICE 
AND FACTORY (\ SALEM Mass 





ca 
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Our Galvanized Hardware Cloth Is Durable 


When you sell a roll or a piece of Wickwire 
Brothers Galvanized Hardware Cloth you are rea- 
sonably sure to see the customer back for more of 
the same brand. Durability is the reason. 





One reason for this durability is because the 
wire Is 


Made from Open Hearth Steel 


produced in our plant where every operation is 
under our personal supervision. 


We use only Full Gauge Wire and this wire is 
thoroughly galvanized after it is woven. 


Made in 2, 2%, 3, 4, 5, 6 and 8 mesh. Standard 
widths, six inch steps 12 to 48 in. Special widths 
made to order. Put up in 50 and 100 lineal foot 
rolls. 


Miscellaneous 


Wire Nails and Brads 


Don’t overlook the fact that we manufacture a 
very high grade line of Miscellaneous Wire Nails 
and Brads. 


Made in all sizes from 3/16 inch. No. 24 gauge to 
a 12 inch spike, with special heads or points, 
barbed or smooth. Put up in handy packages of 
%, Y% and | pound quantities. These packages 
are shipped in cartons. 


Also obtainable in 5, 10, 25 and 50 pound boxes 
and in kegs. 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 

Screen Cloth 
Poultry Netting and Staples 





Write your Jobber for full information 
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‘Attaining NEW HEIGHTS 
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BOOK 


TOWER 


DETROIT, Micu. 
(Now Building) 
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Reproduction of the _beau- 
tiful Gendron Plaque com- 
memorating 55 years of 
ingenious service, 
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UST as the new Book Tower * in Detroit 
emphasizes the highest engineering achieve- 
ments of man,'so does the Gendron " Pioneer 

Line” emphasize the highest achievement in its 

field of endeavor. 


The summit of perfection in the wheel goods craft, 
as in all industry, is the intangible heights to which 
the leaders aspire. Gendron is acknowledged 
pacemaker in its field, and Gendron therefore is 
continually reaching new heights—in design, 1 

variety, in manufacture! 
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Send for the complete catalog and for our book 
1927 Sales Ideas,” and surely see the next page. 


~€, The Gendron Wheel Company 
= .—  ,TOLEDO, OHIO 


— | New York Office: 7 E. 17th St. 


After 55 YCATS ~~ ~ 
still is leader 
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IN THE GENDRON LINE ONLY FIVE SHOWN HERE 


HIS vehicleisthe outgrowth- 

¢) the final result of 55 years ot 

impovement on the world’s 

original velocipede built by Pierre 

Gendron in 1872. Obviously it is 
without a peer. 


Even from the picture one feels” 
the aristocratic finess that stamps 
a well-balanced, quiet -running 
machine. On the sales floor it is 
invariably singled out in prefer- 
ence to its keenest rivals. 














Showing ball bear- 
ing housing on | 
front axle: all | , 
wheels are thus Y 
equipped. Note t/ 
precision of recip- 

rocating parts. 




















Adjustable Kelly handle bars 
highly polished; fitted with long- 
shank grips. 


Exclusive Gendron Velocipede Brake, a 
new idea. Slight foot pressure stops 
machine quickly. 


The Pioneer Line of Great Variety 


No. 22 Tot Bike 





No. 40 Pioneer Coaster No. 146 Juvenile Auto 


‘Pioneer Line” 
“Cehicles for Children 
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Identity 


There is only one OPAL Wire Screen Cloth. 
This is a trade name and trade mark registered 
in U. S. Patent Office and applies only to the 
special high quality, zinc-coated-after-weaving 
product of the New York Wire Cloth Co. 


Even if OPAL does cost a few cents more for 
each hundred square feet than some other 
brand, the difference in cost is insignificant 
when compared with the very great difference 
in value and satisfaction to.dealer, screen- 
maker and user. 


See that the trade mark name OPAL is on the 


label and on the identity tag attached to end of 
each roll. 


zinc-coated and black enameled screen cloth- 






NEW YORK WIRE CLOTH CO. 


Manufacturers of golden and antique bronze. bright copper. 


442 MADISON AVE. NEW YORK Works -York.Pa. 
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SAYS 


» MR. HAPPY MAN: 


“In these days of h. c. of doing busi- 
ness no hardware merchant can 
afford to stock cheap saws, and as I 


have said before— 


Incidentally pays hardware men a 


The saw that 
“Chews” may 
cost less— 
BUT 
The Saw To 
Choose is an 
ATKINS— 


It cuts—and 


fair legitimate profit. 


Ask for Atkins Saws, Nos. 53, 65, 400, 
401, two-way taper ground, damaskeen 
and mirror polish; fitted with Im- 
proved Perfection (Patented) handles 
of apple and rosewood—prevents 
wrist strain. 

Other popular patterns (old style 
handle) Nos. 50, 51, 52, 54, 64 or 72, 
etc., same polish and finish as the 
others, regular or narrow ship pat- 
terns, skew or straight back. 





“Pointers,” “Saw Sense,” and 
“How To Sell A Saw” free on 


request. 








Sell ATKINS icv SAWS 
AND BE HAPPY 


“A PERFECT SAW FOR 
EVERY PURPOSE” 


E.C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N.Y. 


Branches Carrying Complete Stocks In The Following Cities: 


Atianta San Francisco 
Memphis New ate Seattle 

Chicago neat mee tY Paris, France 
Minneapolis Portland,Ore. = Vancouver, B.C. 


ATKINS 
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Boomerangs and 
Boomerangs 


rE our school books we read 
that only the Australian bush- 
man can throw a boomerang 
so that it kills a bird and re- 
turns to.Jum without self in- 
jury. Often we hear this point 
mentioned in conventions, where 
it has been interpreted as a 
moral to discourage knocking 
one’s competitors. The compari- 
son 1s good. Knocking 1s 
morally wrong. Every knock 
will boomerang back to you to 
your disadvantage. 

There are also constructive 
boomerangs which may be cast 


to your 2 eteg advantage. 
Constructive merchandising, 
honest sae eb courteous and 


prompt attention, knowledge of 
your lines and devotion to your 
community needs, will act as 
boomerangs starting from your 
store empty handed and return- 
ing with greater patronage from 
new’ and old customers. 

Which kind of boomerang 
do you cast? 


What Our Readers Say— 


Ve enjoy your paper, and all our 
clerks and ourselves read wt from 
cover to cover. 

l’ery truly yours, 
JAMES McPHAIL, 
Marshall, Tex. 


The articles im gy ARE AGE, 
especially those by Mr. Norvell, are 
always first read and always read 
by me, 

(Signed) E. Opocensky, 


Burke, S. 1D. 
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Simply insert: in place of old knobs and spindle 


&vervbody can use the 


NOB-LOC 


OB-LOC picks up business 

whenever it is shown. Its 
application is so simple; 
its Operation so interesting; its 
security so certain— that every- 
body seems to have a dozen 
uses for it right away. 


When the key is turned and 
the door locked the outside 
knob merely spins. Its security 
is so simple and complete that 
it is almost irritating. 


When the door is unlocked 
both knobs operate the latch in 
regular fashion. The application 





\ 


(1T'S A KNOB AND | 
NIGHT LATCH 
ALL IN ONE 


for 
ENTRANCE DOORS 
GARAGE DOORS 
APARTMENT DOORS 
WARDROBE DOORS 
SCREEN DOORS 
BEDROOM DOORS 
OFFICE DOORS 

and 
OUT BUILDINGS OF 

EVERY NATURE 


McKINNEY MANUFACTURING COMPANY 


Pittsburgh, Pennsylvania 


Offices: 


BOSTON, NEW YORK, BALTIMORE, CHICAGO, SAN FRANCISCO 





is a three-minute job. No tools 
required. Just remove the old 
knobs and spindle and insert 
the new Nos-Loc — and the 
job is done. 


Contains a cylinder lock. 
Fits any door. Sold with two 
keys. Finished in dull brass. 
Lists at $2.50. 


Order an adequate supply im- 
mediately. Obtainable through 
your regular source of supply. 








McKinney Manufacturing Company, 
Pittsburgh, Pennsylvania 


Please send me complete information 
about Nos-Loc. 


Name 











5/26/27 H. A. 
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Hotel Peabody, Memphis, Tenn.. 
where the convention of the 
Southern Hardware Jobbers and 
the American Hardware Manu- 
facturers Association was held. 
Below: Familiar scenes of the 










south 








WHO MET 


1. Southern Hardware- Jobbers’ Association 


2. American Hardware Manufacturers’ 
Association 


PURPOSE 


To discuss and discover more efficient meth- 
ods of distributing hardware and kindred 
products, particularly as applied to the terri- 
tory below the Mason-Dixon Line. 





’ Convention Facts in Brief 


(THE FULL REPORT OF THE CONVENTION APPEARS IN THIS ISSUE) 


DATE 
May 9-13, 1927. 
PLACE 
Hotel Peabody, Memphis, Tenn. 


NEW OFFICERS 


Leslie M. Stratton elected president of the 
Southern Hardware Jobbers’ Association. 
Vice-presidents, R. J. Ogilvie and Thos. R. 
Frazer. Manufacturers elect officers at the 


Atlantic City convention in the fall. 
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Left to right—L. L. Sullivan, Irwin Auger Bit 
M 


fg. Co., C. 


TRESSING the need of obtaining 

more members and the equally im- 

portant duty of keeping present 
members actively interested, D. A. Merri- 
man, American Steel & Wire Co., presi- 
dent American Hardware Manufacturers 
Association, outlined at the Memphis con- 
vention some of the many enterprises of 
this organization. Mr. Merriman em- 
phasized the possibilities of the group plan 
reported in full elsewhere in this issue. 
Speaking of membership and association 
activities, he said in part: 

“Industrial research and intensive 
tistical work are not within the province 
of this organization, and properly are left 
to the technical units which exist in almost 
every line of manufacture. The primary 
aim of the American Hardware Manufac- 
turers Association is to increase the sales 
and territorial scope of members, and it 


Sta- 





is upon this service that we frankly claim | 
the support of the manufacturers. How- 
ever, there is a certain amount of economic 
research, including statistics of interest to 
various individual groups, which might be 
with perfect propriety included in our 
work. Then, we may send out occasionally 
questionnaires on important subjects, such 
as “Influence of the Tariff,” “The rela- 
tive volume of business in comparison with 
other periods,” and other conditions sur- | 
rounding trade that would be of mutual in- | 
terest to every manutacturer. 

“Abundant testimony to the practical | 
value of our service may be had from the | 





many concerns who have been with us | 
continuously during the twenty-six years | 
of our existence. It is a known fact in| 


any undertaking that a man takes out in 
direct ratio to what he puts in, and those | 
who, by constant attendance, take full ad- | 
vantage of our convention offerings, find | 
no tault with results. | 

jut the benefits of membership are in 
no wise confined to the tangible results of | 
trade contacts. 

“The complex conditions of present-day | 
business are ever raising problems, for the | 
solution of which there is neither precedent | 
nor parallel. “Two heads are better than 
one,’ and the composite judgment of many, | 
better than either. Frank discussion and | 
interchange of experience and opinion on | 
these perplexing questions at our meetings, | 
bring out new thoughts, and no man who | 
heeds can fail to benefit. | 

“And then the Hardware Council—com- | 
posed of representatives from each of the 


three great branches of the industry— 
manufacturers, jobbers and_ retailers— 


formed that the best interests of each may 
be served by mutual consideration of each | 
other’s problems. Its efforts are directed | 
to the study of trade problems of major | 


Co., A. A. Devlin, Penn Hardware Co., P. S. Yewdale, J. H. Yewdale & Sons Co., John C. 


President Merriman Urges Increased Member- 
ship—Announces Some Activities for 1927 


importance and common interest, that 
waste in distribution may be minimized, 
the economic position of the entire hard- 
ware trade be strengthened and the public 
be better served at lower cost. 

“Under the title, ‘Trade Betterment,’ 
recent reports and recommendations of the 





D. A. Merriman 
Manufacturers’ President 


council have been compiled in a most at- 
tractive volume, which has been distributed 
not only to our members, but also to the 
wholesale and retail hardware organiza- 
tions. These reports on questions of cur- 
rent vital importance to all concerned indi- 
cate careful study of the various problems. 
The recommendations are the combined 
wisdom of the representatives of the entire 
hardware craft, and as such, should have 





Old Guard Contributes $650 
for Flood Victims 


Checks aggregating $650 were 
subscribed to the American Red 
Cross fund for flood relief, by mem- 
bers of the Old Guard at the annual 
dinner, Monday, May 9, Hotel Pea- 
body, Memphis, Tenn. 
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Finch, Tower 
R. Richards, Kelly Axe & Tool Co. and R. E. Greenwood, J. E. Kelly and Selon Rogers of Simonds Saw & Steel Co. 





the careful attention of every manufac- 
turer. We commend this report very high- 
ly. 


“Very tangible evidence that the work 
of the Hardware Council is receiving de- 


served recognition is found in the an- 
nounced plan of Illinois manufacturers, 
jobbers and retailers to form a_ local 


council, following the structure and meth- 
ods of the National Hardware Council. 

“Is is an error to assume that a mem- 
bership once established may thereafter 
be neglected. It should be less difficult to 
retain an old member than to secure a new 
one, but this can be accomplished only if 
the member is made to take an active in- 
terest and to recognize that membership 
has value. 

“We feel that sufficient importance has 
not always been attached to this member 
cultivation. We have a splendid nucleus 
of companies who recognize the value of 
the association, but the -turnover indicates 
that. some have undoubtedly been lost 
through inattention. 

“Having this in mind, it has been ar- 
ranged that during the year the secretary 
shall visit as many members as may be 
practicable, to establish real personal con- 
tact and to permit an active ‘follow-up’ of 
our general membership campaign. 

“The expense of travel will not greatly 
exceed what previously has been expended 
in other methods of stimulating member- 
ship. Itineraries will be carefully planned 
to secure maximum results, and this in- 
tercourse should bring from members con- 
structive criticism or suggestions that in- 
evitably will be helpful in shaping asso- 
ciation policies and activities. 

“Even though research and statistics be 
left to the several crafts, there are other 
questions vital only to manufacturers of 
kindred lines which might well be handled 
by smaller groups within our organiza- 
tion. During the life of the American 
Hardware Manufacturers Organization for 
War Service (formed by your associa- 
tion) a similar plan was followed with 
success, and its value both to the govern- 
ment and to the manufacturer was well 
recognized. In later days a modification 
of this scheme made possible interesting 
group meetings with the distributors. 

“To my every appeal for cooperation, the 
response has been immediate and cordial, 
and in our common effort to increase the 
influence of our organization, I am sure 
that this spirit will continue. If, as his 
contribution to the general good, every 
member would but add a new one, the 
American Hardware Manufacturers Asso- 
ciation would have the prestige of numbers 
that it rightfully should enjoy.’ 
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President Lyons on Future Activities 
of Southern Jobbers’ Association 


OMMENTING on the outcome of 
the litigation en the Southern 
Hardware Jobbers’ Association and 

the government in the executive session at 
Memphis, Wednesday morning, May 11. 
President Mark Lyons spoke briefly on the 
future activities for the association, saying 
in Part: 

“We realize, of course, that the future 
activities of the association along certain 
lines have been very materially curtailed, 
but I am one of those who believe there 
is much work that the association can do 
in the future, and while it is absolutely 
impossible for us to advocate, stand for or 
encourage, either directly or indirectly 
certain principles for which we have stood 
in the past, there are many important mat- 
ters which can legally and lawfully be ad- 
vocated by the association in its future ac- 
tivities. We have not given sufficient con- 
sideration to the problems of those closely 
allied with us and upon whom we are 
largely dependent. Our customers, the re- 
tail hardware trade, are very largely de- 
pendent upon the farmer for their liveli- 
hood. Have we in the past given that sub- 
ject the thought and consideration that it 
deserved, and have we, as an association, 
given sufficient consideration to the interest 
and problems of the farmer? 

“This association is not enjoined from 
working against any existing legislation 
which they deem unwise and unsound and 
out of date and detrimental to the best 
interest of the country. 

“We have heard much talk of ,the 
Capper-Kelly Bill. It has evidently been 
decided by those advocating the passage 
of this bill (and, of course, this associa- 
tion is heartily in accord with the bill), 
that it would fail of passage as originally 
proposed, and so a substitute for the 
Capper-Kelly Bill has been drawn and is 
being very strongly advocated by the 
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American Fair Trade Association. This 
bill is now in the hands of the Interstate 
and Foreign Trade Committee and will 
probably be presented at the next meeting 
of Congress. In brief, the object of this 
proposed Bill is to enable the purchaser or 
owner of an article sold under a distin- 





John Donnan 


Secy. Southern Jobbers Assn. 


guishing trade-mark, brand or name, to 
offer his product to the public at a specified 
price. 

“With the thought in mind that the 
object and principles of the great majority 
of the trades associations in this country 
are largely in accord, I believe there should 
be a great central body composed of a rep- 
resentative from the various trades asso- 
ciations of the United States.” 

The president referred to deaths among 
the members during the year and read the 





following : 





63 





Mark Lyons 


President, Southern Jobbers Assn. 


“As each year slips by, the Great Un- 
seen Hand stalks among our ranks and 
takes from us fellow-members and friends 
of our association. During the past 
twelvemonth, the following have gone to 
their Great Rewards: W. M. Tatum, W. 
M. Tatum Hardware Co., Corsicana, 
Texas; R. L. Haynie, Penick- Hughes 
Hdw. Co., Stamford, Texas; S. W 
Tucker, Fones Bros. Hdw. Co., Little 
Rock, Ark. I would also like to mention 
the following, who, while not members, 
were true friends of the association: John 
Townley, Townley Hdw. & Metal Co., 
Kansas City, Mo.; T. James Fernley, 
secretary-treasurer, National Hdw. Asso- 
ciation; F. S. Kretsinger, American Fork 
& Hoe Company. 

“These men, by their charming person- 
alities, the bigness of their hearts and their 
outstanding manhood, not only endeared 
themselves to the people of their communi- 
ties, but shed lustre upon the associations 
with which they were connected. Let us 
stand for a moment in silence, in memory 
of these departed friends, as a token ot 
our respect.” 


President Donlevy Brings Greetings of 
National Hardware Association 


RINGING the cordial greetings of 

the National Hardware Association 

to the joint convention at Memphis, 
Walter H. Donlevy, Carter, Donlevy & 
Co., Philadelphia, Pa., as president of the 
N. A., expressed his pleasure at be- 
ing present. His greeting at the opening 
session follows in part: 

“It is indeed both a pleasure and privi- 
lege to have the opportunity of meeting 
such a splendid gathering as the members 
of the Southern Hardware Jobbers’ Asso- 
ciation. 








country today that is, in my opinion most 
American. I believe you have preserved 
the ideals of the founders of our republic 
to a great extent, from which you should 
derive much satisfaction. With your cot- 
ton, steel, oil, coal, lumber, rice, sugar, 
tobacco and many other products, you have 
contributed tremendously to the necessities 
and the comforts of our own country and 
foreign nations as well. The development 
of the Southland in the last decade has 
been tremendous, and should you further 


You represent a section of ourdiversify your crops and add to your in- 


* 


H. V. Smithson, 
N. N. Powell, 
C. B. Wells and 
T. E. Wharton 
all of the Mem- 
phis District, 
Remington 
Arms Co., N. 
7. & 








The Iron Hat Brigade; Murray Sargent, 
Fayette R. Plumb and Frederick H. 
Pavne 


dustries, I believe the future has in store 
for you still greater prosperity. 

Your organization is the oldest Hard- 
ware Jobbers’ Association in existence, and 
I congratulate you upon your long and 
successful career. I bring you greetings 
from the National Hardware Association, 
and sincerely trust that your convention 
will be an exceptionally prosperous one, 
and successful.” 
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Left to right—A. R. Sisson, G. W Eckhardt, L. C. Frazer of the Henry Disston & Sons Co.. John W. Hartsook, E. C. Atkins & Co., W. C. Sullivan, 


Sargent & Co., John Budge, Palm Beach Merc. Co., Arch L. Hager, C. Hager & Sen Hinge Co. and E. C. Estwing of the Estwing Mfg. C 


Is Southern Jobber Carrying Adequate Stock? 
Thursday Theme in Open Meeting 


HURSDAY’S joint session of the 
Memphis convention was devoted to 
an open forum on the question, “Is 
the Southern jobber carrying an adequate 
stock to meet local requirements?” Presi- 
dent Lyons and President Merriman pre- 
sided. W. R. Moody, Orgill Bros. & Co., 
Memphis, Tenn., opened the discussion, 
saying in part: 
“I do not see how any one of us can 
answer that question, for the jobbing in- 
terests of the South as a whole. I think 





D. S. Brisbin 


Columbus-McKinnon Co. 


it is a matter that each of us will have to 
answer for himself. I could not begin to 
tell you the average turnover of stocks in 
the hands of jobbers in the South. You 
know that we all attempt to get what we 
think is a proper turnover in our stocks. 
I think that is the thing that we will have 
to determine—whether or not we are car- 
rying adequate stock. If we get a turn- 
over of four or five times in twelve months 
then I will say we are carrying adequate 
stocks. If we are getting a less turnover 
than that 
—I would say that our stock is larger than 
we should carry. If we are getting more 








Left to right—L. S. Pickup, The Stanley Works, D. W. Macomber, Ames Shovel & Tool Co., Clyde Wells, Remington Arms Co., Jos. Orgill, Orgill 
Bros. and Co., H. O. Forker and W. C. Perkins of American Chain Co., and A. M. Wooster, A. M. Wooster Co. 


a less turnover than four times | 








i 
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than four or four and one-half, we are 
probably not carrying quite as much as we 
should. In other words, I feel that a job- 
ber should turn his stock over at least four 
times each year—that his volume should 
be four times the amount of his average 
stock. Anything less than that I believe 
would be unprofitable in the majority of 





Geo. B. Durrell 
American Fork & Hoe 


Co. 


instances. Anything less than that might 
indicate that he was not stocking the goods 
as he should. There is probably no ques- 
tion that is of more vital importance to 
the jobber than carrying the proper amount 
of stocks. There is nothing that we watch 
more closely than the turnover on the dif- 
ferent items that we carry. 


Should Watch Turnover 


[ think it behooves all of us to watch 
that very closely. I am sure it is a sub- 
ject that we can discuss with a great deal 
of interest, and one that the manufacturers 
can tell us a good many things about. 
They watch very closely along that line. 
I know that our small orders are increas- 
ing tremendously from jobber to manufac- 





' own methods, 





turer; that it entails a very heavy expense 
on the manufacturers in caring for orders 
that are inadequate. I believe that we 
should anticipate our needs sufficiently so 
as to aid the manufacturers, so they can 
make satisfactory preparations well in ad- 
vance of our needs for shipment of those 
goods. It is hardly reasonable for us to 
expect the manufacturer to give us the 
best that he has in the shop on too many 
small insignificant orders, and if we expect 
from him the cooperation which we feel 





J. G. Ralston 
Reynolds Wire Co. 


we have a right to expect, and which in 
most cases we get, it behooves us to take 
that feature of the matter into considera- 
tion along with our own interests, and I 
am simply going to suggest that each of 
us take stock of our own standing and our 
sO we can measure up to 
the mark of cooperation that we have a 
right to expect and which we generally get 
from the manufacturer. 


Oversold on Turnover 
| oo 


Alverson, Greenlee Bros. & Co., 


| Rockford, IIL, said: Speaking as a manu- 


facturer, Mr. President, I, for one, believe 
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Left to right—Harry S. Wilson, M. Klein & Sons, A. E. Alverson and J. E. Haviland of Greenlee Bros. & Co., Perry G. Wall, Mayor of Tampa, Fia., 
F. M. Cooper, Irving Sills, Knight & Wall Co., J. R. Guildener and W. Bromley of American Screw Co. 


that in the days since the war we have all 
been thoroughly oversold on the question 
of turnover. 1 do not belittle the desire 
for an increased turnover of stock in a 
year, but I submit, if you do not have the 
goods to make a sale, you are likely to lose 
substantial profit. When a jobber sends to 
a manufacturer for a direct shipment, he 
has lost some of his percentage as a dis- 
tributor. He has lost most of his profit 
and the manufacturer has lost his profit 
because the cost of handling the small items 
eliminates the profit. I have in mind one 
case that I believe I have mentioned before, 
but to me it is an illustration of the point. 
One of our northwestern jobbers gave me 
an order one day for a particular. ship- 
ment of a one and one-half inch nut auger. 





H. S. Graham 
Snell Mfg. Co. 


A one and and one-half inch auger, I think, 
should be a part of a man’s stock as much 
as an eightpenny nail, and when he or- 
ders a one and one- -hal f inch auger for 
direct shipment the postage would wipe out 
the profit. As I recall the figures, the 
postage was about 17 cents and the possi- 
ble margin that the jobber might have 
made out of the deal would be 10 or 12 
cents. I have in mind a jobber in the same 
section whose frequency of direct ship- 
ments since the war days have been marked 
by ourselves and other manufacturers, and 
his attention was called to the fact that 
by increasing his orders in quantity, and 
making less small direct shipments his 
profits would be greatly increased. 








Jobber Must Decide 


R. J. Ogilvie, Thomas-Ogilvie Hdw. Co., 
Shreveport, La., said: “This is a big 
question—bigger perhaps than any of us 
can attempt to cope with, except to say 
that the manufacturers, of course, realize 
the jobber should carry a larger stock. Of 








Chas. H. Ireland 


course, the jobber has to decide that ques- 
tion. Although I may be mistaken in my 
impression, I think the policy of the hard- 
ware manufacturer is to carry no catalogs 
to speak of. The gentleman who preceded 
me spoke of the little profit on the goods 
we did not have in stock. I have observed 
in placing orders, in spite of the tremen- 
dous increase in the potential manufactur- 
ing capacity, that invariably you have to 
wait until the manufacturer enters that 
order in his manufacturing schedule—not 
perhaps that specific order, but an aggre- 
gate of orders on that particular article or 
articles. The experience with us has been 
that the manufacturers are not in position 
to bill orders promptly. I have made a 
personal study of the cost of the out-of- 
stock items. I have a very definite record 
of it. My record shows 92 per cent of all 
orders were filled on the first effort; 5 per 
cent were filled by back orders and 3 per 
cent were lost altogether. 

“T want to urge the American manufac- 
turers to meet the jobber on the question 
of making a reasonable effort, at least on 
those items that are sold the year round, 





that they would make a definite calcula- 
tion, regardless of whether the Mississippi 
River i is out of its banks or not, or whether 
cotton is likely to be a good crop—to re- 
alize that a certain percentage of those 
items is going to be called for, and they 
should arrange for their production in 
such a way that the jobber can expect those 
orders to be filled promptly. 


Meet Current Conditions 


W. D. Biggers, Continental Screen Co., 
Detroit, Mich., said: 

“Our policy has always been to carry a 
stock of goods so that the jobbers calling 
on us could get the goods they want. We 
think that we have reached the place in 





W. D. Biggers 


Continental Screen Co. 


the history of our business, both as job- 
bers, manufacturers and dealers, where it 
is not necessary to carry the stocks that 
we did six to eight years ago. Then man- 
ufacturers were away behind in filling or- 
ders, and there were delays on the rail- 
roads in delivering goods and we all had 
trouble with car shortages, and it made it 
necessary for both jobbers and dealers to 
carry a very large stock and buy quite a 
way ahead. I think we realize those con- 
ditions have changed. But I do not think 
it should be the policy for the jobbers to 
buy in such limited quantities that some 
of them do at the present time, but we 
have got to realize that conditions have 
changed and we have to meet the condi- 





Left to right—T. W. McAllister and Robert S. Martin of Southern Hardware Journal, H. J, Miller and George Jones of Pittsburgh Steel, R. M. Surpless, 


Surpless, Dunn & Ce., E. R. Northrup, Bryden-Neverslip Ce., C. E. Reber ts, Gillett Rubber Co. 


and A. L. Mackay of the Corbim Cabinet Lock Co. 
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tions as they are and not expect something 
that is not necessary. I believe that every 
jobber in carrying a limited stock, or a 
conservative stock, and is serving his best 
interest, and if he is serving the best in- 
terest of the association and the merchants 
at large in doing so. If he can cut down 
a tremendous stock and a tremendous in- 
ventory, I think he is keeping in a better 
condition. I think we have to prepare for 
those conditions. I think it is the part of 
a manufacturer to carry a fairly limited 
stock of all merchandise so the jobbers can 
call on them and expect prompt shipments, 
and they can get prompt shipments, so far 
as the railroads are concerned; and there- 
fore our interest has always been to have 
goods so jobbers can call upon us and 
get prompt shipments. That is more true 
in the seasonable lines than in_ general 
lines. I have never found the jobbers en- 
tirely lacking in agreeing to carry their 
load. I think the jobbers have handled 
their part of the business in a general way 
very fairly and in a broadminded way. I 
think they can help the manufacturers in 
distributing goods to a greater extent than 
they are possibly doing in using show cards 
and literature, catalogs and things of that 
kind that manufacturers go to the expense 
of preparing for them. 

“As traveling men we call on the er 
bers and try to give them the details «¢ 
certain merchandise, and they in turn face 
transmitted that to their salesmen, sales 





HARDWARE AGE 


managers and their sales department. Now, 
if these things are presented in a concrete 
form it seems to me that every jobber 
should send that literature to the salesmen, 


G. A. Trumbull 
Huey & Philip Hdw. Co. 


giving the salesman an opportunity at least 
to post himself thoroughly. That gives 
him material to present to his customers, 
and that is the only way we can present 
the various lines of merchandise clear down 
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the line through the buyer, the sales man- 
ager and salesmen to the retail buyer, and 
we have got to get those points to the re- 
tail dealer before any line of merchandise 
becomes wanted. We have to change with 
the times. That refers to builders’ hard- 
ware. Things that were in effect two or 
three years ago are obsolete today, and it 
is so with all of our lines. We have got 
to expect help from the jobbers in mer- 
chandising our goods, and if the jobbers 
would give the manufacturers concrete 
suggestions or ideas about catalogs and cir- 
culars or advertising help, things of that 
kind, I think the manufacturer would wel- 
come it, because all we are trying to do is 
to hit all the three lines of distribution, 
so it will carry merchandise from manu- 
facturer to the consumer. That is all we 
are interested in doing, and that is what 
we are trying to do. We need the assist- 
ance of the jobber, and I think the jobbers 
need the manufacturer, and we have to 
work together, and we never have found 
any great lack of cooperation from the 
jobber. There are none of us perfect in 
the handling of our particular lines of 
business. Every locality has its particular 
problems, and a central office cannot out- 
line a policy that will suit every territory 
silent advice from the jobbers of each 
particular territory. I think it will be a 
long time before the hardware distribu- 
tion will be handled through any other 
channel than through the jobber.” 





Relation of Profit to Cheaper Grades Subject of 
Thursday’s Open Forum 


OLLOWING the discussion on ade- 

quate stock for jobbers the 

day afternoon open forum 
the question “Does the sale of low grades 
reduce profits?” Frederick H. Payne, 
president, Greenfield Tap & Die Corpora- 
tion, Greenfield, Mass., referred to a large 
jobber who had been buying certain goods 
in his line, in large quantities, but for 
some reason had discontinued the practice 
and had been buying in small lots. In- 
vestigation followed and it was found that 
the customer was buying similar articles 
of a cheaper grade from another source. 
Mr. Payne then arranged to furnish a 
similar grade of goods and in this way 
held the trade of this jobber. 

Mr. Payne said no one would argue that 
low price items were as profitable as high 
priced and high quality goods, but as a 
demand had been created for the lower 
priced goods he believed jobbers should 
advise their manufacturing sources of this 
demand and have them supply such mer- 
chandise. 

“The jobber should play ball with the 
manufacturer who sells only through the 
‘neck of the bottle’ and he will find it most 
shenoease he said. 


Left to right—R. F. Jordan, Sterling Wheelbarrow Co., W. A. 


Thurs- | 


took up | 4 
P | Buhrman-Pharr Hardware Co., Texarkana, 





Gives Jobber’s View 
Taking the jobber’s angle F. E. Pharr, 


Ark., said he would prefer to handle high- 


Frederick H. Payne 
Greenfield Tap & Die Corp. 





grade goods for several reasons; that they 
could be sold at a_ better profit ed 
cheaper grades and give better satisfac- 
tion to the trade. He referred to seeing 
in a store handling cheap grades of goods 
certain articles, such as_ pliers and 
hatchets, being offered at very low prices. 
He said that one reason why customers 
buy this class of goods in large quantities 
was because they were on display where 
customers could handle them without difh- 
culty; that he favored goods being placed 
where they could be easily inspected by the 
buyers. 

Mr. Pharr favored the sending out by 
jobbers advertising matter so the sales- 
men could become familiar with the merits 
of the goods offered. 

The Hon. T. H. Caraway, U. S. Senator 
from Arkansas, was the noontime speaker. 
He urged business men to take a greater 
interest in politics and the selection of 
political office holders. The Senator 
severely criticized the present administra- 
tion in general and scored the veto on the 
McNary-Haugen bill. In the expressed 
opinions of many delegates the talk was 
full of politics and had little of interest 
to business men. 


Gordon, The Akron Barrow Co., G. W. Stephens, J. S. Wainwright, John Connors of 


Mansfield Tire & Rubber Co., Ray Hare, Hare-Bailey Co., E. L. Mead owecroft, Fraim-Slaymeker Co. and R. J. Ogilvie, Ogilvie Hardware Co. 


See page 71. 
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Left to right: 1—H. A. Squibbs, American Steel & Wire Co. 2.—Miss M. B. Francis, Sec’ys Office, Chas F, Rockwell, Sec.-Treas., American Hdwe. 
Mfrs. Association and Mrs. Crane. 3.—T. W. Fox, Hercules Powder Co.. E. C. Griswold, Corbin Cabinet Lock Co. and R. R. Wendt of Phoenix 
Horse Shoe Co. 4.—Rebert Jones, Clyde Cutlery Co. 5.—Sol L. Levy, Black Hardware Co. 6.—Bob Raymond, Evansville Tool Works. 7.—KR. A. 
Sundvahl, Cerbin Screw Corp. 8.—W. B. Dodge, Norton Door Closer, K. E. Hormann, Penn Hardware Co., R. G. Stronach and Z. G. Shaw of the 
Norton Door Closer Co. 9.—W. A. Parker, Beck & Gregg, T. W. Gully, National Enameling & Stamping Co., J. W. Patterson, American Steel & Wire 
Co. and E. I. Thomas of Tampa, Fla. 10.—W. T. Earl, Oneida Community, Ltd. 11.—R. C. Murphy, Fairmount Tool & Forging Co., J. W. White 
of the W. F. Robertson Steel & Iron Co. 12.—W. 8S. Konold, Warren Tool & Forging Co. 13.—R. W. Shapleigh, Shapleigh Hardware Co. i1— 
Frank G. Drew, Winchester Arms Co. 15.—W. H. Shepard, Kelly Axe & Tool Co. 16.—J. P. Cotchett, American Chain Co. 7.—S. S. and A. 5S. 
Vaughan, Vaughan & Bushnell Mfg. Co. 18.— J. McR. Williams, Landers. Frary & Clark. 19.—Frank L. Clark, Iver Johnson Arms Co., W. B. Joslin, 
Edward W. Simmons Co. 20.—W. C. Holleyman, Beck & Gregzg Hdwe. Co. and A. P. Van Schaick, American Chain Co. 
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Left te right—Winfield Partridge, Winfield Partridge Co., O. H. Hager, Columbus-McKimnon Chain Co., Tillman Cavert, Cavert & Lipscomb, Richard 
G. Hager, C. Hager & Sons Hinge Mfg. Co., Dan E. Farrar, The Corbin Screw Co., C. H. Hildebrandt, The — Works, George Simmons, Geo. B. 


Evans of the Chas. F. Baker Co. 


Hardware Business A Profession Mark Lyons Tells 
Opening Session—Comments on Flood Relief 


DDRESSING the opening joint 


session of the Memphis convention, 
Lyons, 


Tuesday, May 10, Mark 
McGowin-Lyons Hardware Co., Mobile, 
Ala., president of the Southern Hardware 
Jobbers Association and présiding officer, 
reflected briefly on the many changes that 
have taken place in the hardware business. 
He commented, also, on the flood situa- 
tion and needed relief. In part, Mr. Lyons 
said : 

“Even a great many of us ‘young men’ 
in the business can recall when the hard- 
ware man was commonly known as the 


John B. Smiley, President. 
Remington Arms Co. Inc. 


man who sold only pots, pans, stoves and 
plows. But consider the highly technical 
requirements of the progressive and suc- 
cessful hardware man today. Gasoline 
motors, electrical equipment in a myriad 
of varieties, automobile parts and ac- 
cessories, radios and what not. Who will 
hazard a contradiction to the statement 
that we shall soon be stocking airplane 
parts and accessories. 


Left to ae K. Zust, Camillus Cutlery Ce., T. D. Haubner, R. K. Carter Co., Jas. Hutchinson, The Stanley Works, P. 
Meyers, Gendron Wheel Co., W. H. Benson, Toledo Metal Wheel Co. and Roy Webster, Sands Level & Tool Co. 


heel Ce., J. C. 





“In truth the hardware business, as I 
see it, is as near a profession as any mer- 
cantile business can be. What the future 
holds we hardly dare forecast, but for my 
part, I believe the young man today who 
would prepare for the hardware business of 
the future, should acquire a_ thorough 


J. E. Stone 
Stanley Works 


knowledge of engineering. The trend 
the times is undoubtedly in that direction. 

“But to get back to the present. The 
conditions under which we meet tonight are 
not, generally speaking, as auspicious as 
they have been in the past few years. There 
is the pleasure of meeting old friends and 
the opportunity of making new acquaint- 
ances ; the privilege of being able to work 
together for the upbuilding of business 
conditions, not only in the hardware in- 
dustry, but in every other line. However, 
mingled with this happiness is a deep touch 
of sadness—sadness due to the great dis- 
aster that has spread itself over the fertile 
Mississippi Valley. 

“It was even suggested that we postpone 





or defer our convention, and turn certain 
funds over to the flood sufferers. Your 
committee gave the suggestion mature 
thought and the answer was apparent— 
more than ever we must. bring as many 
representative men as possible into this 
territory to acquire at first hand knowl- 
edge of exact conditions. The question of 
funds, while vital, is secondary. All is 
being done that money can do, and that 
God-sent organization of self-sacrificing 
men and women—The American Red 
Cross—if they need more money, have but 
to ask. This splendid spirit of generosi- 


W. C. Thomas 
Tampa, Fla. 


ty toward unfortunates is an inborn trait 
of Americans. 

“No, money is not the main issue. What 
is needed is brains to find the cure for 
this great evil, and governmental action 
to place those plans in immediate and ef- 
fective operation. Some plan to insure the 
future security and happiness of the people 
in the Mississippi Valley must be devised. 

“If it is to be reservoirs, let it be. If it 


Gendron 


H. Reynolds, 
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Left to rizht—Will J. Feddery, HARDWARE AGE, R. J. Compton, J. P. McKinney, Russ Smith of the McKinney Mfg. Co., Wilson Oliver and Jas. H. 


Oliver, Oliver Bros., L. Williams, Daisy Mfg. Co., and Jerome Merritt, 


is to be greater and higher levees—give 
them to us. If it is to be a series of spill- 
ways, by all means place in motion the 
necessary machinery at once. 

“In one instance at least, it seems feasi- 
ble to divert a vast flow of water through 
an artificial confluence of the Tennessee 
and Tombigbee Rivers. Through absolute- 
ly controlled flood locks, this plan would 
send great volumes of much needed water 
through the fertile fields of Tennessee, in- 
crease the hydroelectric energies of Ala- 
bama and open a vast waterway system to 
the Gulf of Mexico and the world through 
Mobile Bay. In some quarters, this project 
has been frowned upon because the benefits 
to accrue to the nation’s commerce did not 
seem commensurate with the amount of 
construction involved. I hold that ma- 
terial benefits of the Nation’s commerce 
are secondary. The vital problem before 
us is to protect the lives, homes and happi- 





F. H. McelIsaacs 


Lamson & Sessions 


ness of our fellow-men, and any questien 
of “What Price” ‘- strictly overruled. 


No Reason for Despair 


“In the present situation, there is no 
reason for despondency or dark despair. 
It is usually mighty easy to fall into lax 
methods when prosperity is smiling bright- 
ly. But when diversity prods us a little, 
we dig in to make up for lost time and 





Left to right—N. A. Gladding, E. C. Atkins & Co., F. 
Walter Huff, Macon, Ga., Fred M. Huggins, Lalance 





usually enearth latent assets that we did 
not know were there. Only the bare sur- 
face of the South’s resources has been 
scratched and it is a safe risk of judg- 


ment to say that the years to come will see 


an increasingly large amount of capital 
coming into the South to exploit her na- 
tural advantages. 

“However, there is no use being like an 
ostrich, with our heads up to the hilt in 
the sands of unfounded optimism. The 
thing for us to do, as I see it, is to face 
the situation squarely and frankly and 
put into operation every idea and plan for 
the advancement of our Southland that we 
can devise. Today is a time for ideas, 





G. H. Jantz 
Lovell Mfg. Co. 


plans, action. The best known method of 
originating worthwhile suggestions and 
plans, and making them operative is 
through the medium of helpful cooperative 
associations, and to that end and with the 
hope of bettering conditions generally, not 
ps as concerns the hardware jobber, but 
the manufacturer, the retailer and _ the 
consumer as well, I now declare the an- 
nual convention of the Southern Hardware 
Jobbers Association in session.” 


Mayor Paine Welcomes Guests 


The Hon. Rowlett Paine, Mayor of 
Memphis extended to the convention the 
official welcome of the city and praised 
the association’s local company and in- 





Memphis Builders Hardware Co. 





dividual members. Dean I. H. Noe, St. 
Mary’s Episcopal Church delivered the in- 
vocation. Singing was led by Walter 
Jenkins, International Rotary Song Lead- 
er. 

The chairman introduced D. A. Merri- 
man, American Steel & Wire Co., presi- 
dent, American Hardware Manufacturer’s 
Association; Walter H. Donlevy, president, 
National Hardware Association and L. M. 
Stratton, Stratton-Warren Hardware Co., 
then vice-president and now president of 
the Southern Hardware Jobber’s Associa- 
tion. Mr. Stratton introduced the Hon. 
Kenneth D. McKellar, U. S. Senator from 
Tennessee. 

Mr. Merriman, on behalf of the -manu- 
facturers, responded to President Lyons’s 
greetings and welcome, expressed sympathy 
for the flood sufferers and continued in 
part: 

“The Southern Hardware Jobbers’ As- 





J. D. Moore 
Moore-Handley Hdwe. Co. 


sociation, as Mr. Lyons has mentioned, has 
been established for thirty-seven years— 
when I was a mere child—but for more 
than 25 years I have attended every 
one of these meetings, and I remember, 
with a great deal of pleasure, being here 
in your city of Memphis in the year 1905, 
I think it was, and I have noticed, as all 
of those who come from the North and 
East and the South and the West, the 


(Continued on page 77) 





E. Pharr. Buhrman-Pharr Hardware Co., K. W. Atkins, E C. Atkins & Co., Levi Joy, Memphis, 
& Grosjean Mfg. Co., Henry D. Archer, Electric Hose & Rubber Co. and Phil F. Toman of 
Peerless Electric Co. 
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Frank L. Campbell 
U. S. Chain and Forging Co. 
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J. P. McKinney, Jr. 
MeKinney Mfg. Co. 
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S. Horace Disston 
Henry Disston & Sons 


Manufacturers Form Group Organizations 


NE very important announcement at 
the convention concerned the authori- | 


zation tor organization of the mem- 
bership of the American Hardware Manu- 
facturers Association into kindred groups. 
At the January meeting of the Execu- 
tive Committee, a committee was appointed 
composed of S. Horace Disston, Henry 
Disston & Sons, Frank L. Campbell, U. S. 
Chain & Forging Co., J. P. McKinney, Jr., 
McKinney Mig. Co., and Secretary Rock- 
well, to formulate a plan for the group 
organization. 
This committee gave the matter very 


serious consideration, with the idea of ac- | 


complishing the grouping with the maxi- 
mum of benefit to the individual manu- 
lacturer. 


As a result of the committee’s investiga- | 
tion and recommendations, the Executive | 
(‘ommittee authorized the tmmediate for- | 


mation of seven groups as follows: 

l. Mechanics Tools—(Tools for work- 
ers in both wood and metal ) 
Agricultural Implements — ( Lawn 
mowers, lawn hose. wheelbarrows., 
road scrapers, pumps, spray pumps, 


etc., to be included in this classifica- 


tion ) 
3. Builders’ Hardware—(To include also 


4. Household 


cabinet hardware, store fixtures and 
show cases ) 


Supplies and 


shovels, pokers, stove pipe, enameled, 








Manufacturers’ Association 


Votes $1000 to Red Cross 


The American Hardware Manu- 
facturers’ Association in session 
Wednesday, May 11, Memphis, 
Tenn., voted an appropriation of 
$1,000 to be given the Memphis 
Chapter, American Red Cross for 
Flood Relief Work. The check to 
be presented through L. M. Stratton, 
newly elected president of the 
Southern Hardware Jobbers’ Asso- 
ciation. 


Cutlery— | 
(Stoves, gas and electric, coal hods, | 








aluminum and tin ware and such gal- 
vanized ware as wash tubs, etc.: 
coffee mills, egg beatefs, churns and 
kindred goods; step ladders, flat irons, 
washing machines and kindred goods; 
brooms, brushes, freezers and kindred 





goods ; lanterns and kindred goods; all 
cutlery, silverware, horse and _ toilet 
clippers and sheep shears ) 

5. Sporting Goods and Guns and Gun 
Goods 

. Automobile Accessories 

. Heavy Hardware — (Bolts, nuts, 
screws, rivets, chain, tacks and kin- 
dred goods; nails, fencing, poultry 
netting, roofing, bars, horse shoes, etc., 
and electrical supplies ) 

Due to his being on several committees, 


| Frank Campbell was an exceedingly busy 


He found 


man during the convention. 


| time, however, to outline the group or- 
_ganization plan for HaArpware AGE and 
| explain its importance in helping the in- 


dividual manufacturer obtain the greatest 


| possible good from his membership. 


The group plan will go into effect with 


separate meetings of the individual groups, 
'at the Atlantic City convention in October. 
|The meetings will be confined to manu- 


facturers, and any special recommendations 
pertinent to the association as a whole will 
be carried to the regular association meet- 
ings. 

It is predicted that this plan will add 
greatly to the iiterest of the forthcoming 
conventions, and will prove of great prac- 


' tical value to the industry. 





REPRESENTATIVES OF THE REMINGTON ARMS CO. INC. N. Y. C. 


Standing, left to right: T. E. Wharton, W. T. Laslie, J. 
left to right: A. D. Harmon, J. G. Heath, J. 


B. Wallis, W. L. Kamps, N. N. Powell and C. J. Smithson. 
B. Smiley, H. J. Strugnell, C. B. Wells and R. E. Mann 


Seated, 
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Stratton Elected President Southern 


Hardware Jobbers’ Ass’n 





Thos. R. Frazer 


John L. Keith 


Hardware Co., Memphis, Tenn., 
@® was elected president of the 
Southern Hardware Jobber’s Association 
at the closing session of that organization's 
convention with the manufacturers in 
Memphis, Tenn., held the week of May 9 
to 13. Mr. Stratton succeeds Mark Lyons, 
McGowin-Lyons Hardware & Supply Co., 
Mobile, Ala., twice president and the pre- 
siding officers of the 1927 convention. 
Thomas R. Frazer, King Hardware Co., 
Atlanta, Ga., was chosen first vice-presi- 
dent and R. J. Ogilvie, Thomas-Ogilvie 
Hardware Co., Shreveport, La., is the new 


] UM. STRATTON, Stratton-Warren 








Thos. R. Frazer and R. J. Ogilvie, New Vice-Presi- 
dents—Directors Are C. H. Ireland, EK. A. Peden, 
F. E. Pharr, and Walter Pinder 





L. M. Stratton 


second vice-president. Former second vice- 
president John L. Keith, E. L. Wilson 
Hardware Co., Beaumont, Tex., asked to 
be relieved of further office due to ill 
health. 

C. H. Ireland, Odell’s, Inc., Greensboro, 
N. C., heads the executive committee of 
which he is a life member, Others chosen 
for this body are E. A. Peden, Peden Iron 
& Steel Co., Houston, Tex., F. E. Pharr, 











R. J. Ogilvie 


Morrison 


Buhrman-Pharr Hardware Co., Texarkana, 
Ark., and Walter Pinder, Virginia-Caro- 
lina Hardware Co., Richmond, Va. 

The always genial and ever efficient sec- 
retary-treasurer John Donnan, W. S. 
Donnan Hardware Co., Richmond, Va., 
will of course continue the good work. 

Mr. Ireland was chairman of the 
nominating committee assisted by Joseph 
Orgill, Orgill Bros., & Co., Memphis, 
Tenn.; F. G. Speer, Speer Hardware Co., 
Fort Smith, Ark., and A. C. Cade, Allen 
& Jemison Co., Tuscaloosa, Ala. 

W. A. Cortez and T. R. Frazer formed 
the auditing committee. 
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J. A. Gammon Best of All Convention Golfers 


A. GAMMON proved best of all 
the golfers assembled for the 
@ American Hardware Manufac- 
turers’ Association and Southern Hardware 
Jobbers’ Association at Memphis, Tenn, 
Gammon brought some rare golfing ability 
down from Providence, R. I., and shot a 
29-40—79 over the Colonial course, con- 
sidered unusually good for a golfer unfa- 
miliar with the links. Forty players com- 
peted in the tournament staged as a part 
of the program for visitors at the con- 
vention. Charlie Brown, pro at the 
Colonial course was in charge. 








W. A. Parker, Jr., of the Beck & Gregg 
Hardware Co., Atlanta, Ga., with a 39-45 
—84, handicap 14, had a low net score. 
Other prize winners were: 

J. F. Kenyon of the Tremont Nail Co., 
Wareham, Mass., low net score on three 
blind holes 5-4-5—14 on four, seven and 
14. 

S. A. McDonald of The Bourne Fuller 
Co., Cleveland, Ohio, for taking 15 putts 
on the first nine holes. 

K. W. Atkins of the FE. C. Atkins & 
Co., Indianapolis, Ind., for taking the same 
number of putts on the last nine. 








C. A. Schoen of the Gendron Wheel Co., 
Toledo, Ohio, for having the most par 
holes, six in the total round. 

H. T. Knight of the Wabash Screen 
Door Co., Chicago, Ill, for having high 
score 161 for 18 holes. 

E. C. Griswold of the Corbin Cabinet 
Lock Co., Philadelphia, Pa., for the least 
number of putts on 18 holes, 33. 

A. C. Cade of the Allen & Jemison Co., 
Tuscaloosa, Ala., for low score on one 
blind hole, a two on 15. 





Left to right—Jas. N. Mackin, E. C. Atkins & Co., Thos. E. Parnell, Crucible Steel Co., Geo. F. Smith, Heller Bros. Co., W. T. Bailey, Chattanooga 
Implement & Mfg. Co., S. A. Mitchell, Irwin Auger Bit Co., J. H. Holeombe, Lamson & Sessions Co. and W. C. Phiegar of Summers Hardware Co 
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Secretary Rockwell Emphasizes Value of Trade 
Contacts—Praises Work of Hardware 
Council—Outlines Problems 


YB 


MPHASIZING the value of trade 

contacts at joint conventions as the 

most tangible inducement for joining 
an association, Chas. F. Rockwell, secre- 
tary-treasurer, American Hardware Manu- 
facturer’s Association, at the Memphis con- 
vention, reported the affairs of that organ- 
ization as being financially sound, and said 
that relations with other associations were 
most cordial and that nine new members 
had been added to the roster. He said that 
the reports and recommendations of the 
Hardware Council are increasing both in 
influence and importance and that if the 
standard of “Trade Betterment” is con- 
sistently maintained the Hardware Council 
will be recognized as an invaluable insti- 
tution to every branch of the hardware in- 
dustry and the important connection of our 
association with this clearing house for 
merchandising problems will become a de- 
cided asset. 

Mr. Rockwell outlined the recent plans 
for group work within the organization, 
stating that skillful organization of the 
membership into kindred groups will prove 
a vitalizing force for individual members 
and a stimulation of interest in all asso- 
ciation activities. Seven groups have been 
authorized by the executive committee. A 
special committee, composed of S. Horace 
Disston, Frank “ Campbell and J P. Mc- 
Kinney, Jr., prepared the plans for this 
organization work. A more detailed re- 
port on this activity is reported elsewhere 
in this issue. 

Mr. Rockwell continued in part: 

“From these group discussions will in- 
evitably emanate constructive thought and 
suggestions applicable to the broader 
phases of our work. As the groups de- 
velop, there logically will the real basis 
of association program be laid. 

“Subjects for discussion will not be lack- 
ing, for in every group new problems of 
distribution, advertising or trade promo- 
tion expense, merchandise returns, abuse of 
warrants and similar matters constantly 
arise and are of common interest. 

“As a concrete example of a matter 
currently interesting a considerable num- 
ber of our members and which might to 
advantage be considered by certain groups, 
is the following: 

“About eighteen months ago, an indi- 
vidual in a large Western city conceived 
the idea or rejuvenating retail hardware 
stores by rearrangement of stock and the 
installation of display panels featuring 
certain lines, a considerable part of the 
expense entailed to be borne by the makers 
of the products involved. Little progress 
was said to have been made until the ap- 
proval and cooperation of one of the State 
Retail Hardware Associations was ob- 
tained. It is reported that this particular 
association then sanctioned the use of its 
letterheads in soliciting this business from 
members, following which a number of 
manufacturers acquiesced in the plan. 

“According to the reaction reaching this 
office, some at its inception regarded the 
proposition with favor, while others, seeing 


possible objections to the plan, gave but 
reluctant acceptance. 
“To quote from one manufacturer: 
‘*The proposition is to charge $3.50 per 
panel and $6 for supervising the installa- 
tion of the same. The manufacturer 


Chas. F. Rockwell 


mounts the tools on the panel and pays for 
the painting. In other words, the cost to 
the manufacturer is about $10 per board, 
which we ourselves could supply for less 
than $2. It is apparent, therefore, that 
this proposition is netting either the re- 
tail association or the promoter a very neat 
profit, and all the burden is being carried 
by the manufacturer. We understand that 
this movement is likely to spread from the 
State in question to other States and if 











Fayette R. Plumb Praises Sec. 
Rockwell, Voicing Opinion 
Held By Members 


Voicing the opinion of the membership 
Fayette R. Plumb, Fayette R. Plumb, Inc., 
Philadelphia, offered in open session the 
following complimentary comment on the 
intelligent and diligent work of secretary- 
treasurer Charles F. Rockwell. 

“I think that that is the best report 
that the secretary of this association has 
ever made to an association meeting. There 
is a lot of constructive thoucht in it: a 
lot of things we can think about and I 
hope before we adjourn that if anyone 
has any ideas contrary to the recommen- 
dations made that they will get up and let 
us have the benefit of their advice. This 
group plan of course is a decided change in 
the affairs of the organization. If any- 
one thinks the plan might run us into 
difficulties or might not be an efficient way 
to organize the association, now is the time 
to say. I move the adoption of his report 
with sincere thanks to the secretary for his 
able presentation.” 





as many as one hundred thousand of these 
boards were placed around the country, it 
would ultimately mean a tax of approxi- 
mately a million dollars upon the manu- 
facturers of tools.’ 

“Another large manufacturer writes: 

“ “We have had several requests for these 
sample boards and have furnished them. 
However, in looking into the cost we found 
the price excessive as compared with a 
board secured locally, and equally as good. 
When freight and the packing charge made 
by the Western people are considered, we 
paid about double the cost of the local 
board. We will put out no more 
boards except those we ourselves furnish.’ 

“Still another says: 

“*My objection to the proposition is that 
the board is not put out on a cost basis, 
but that a nice profit is added. If the idea 
is sound merchandising, it should be put 
on a cost basis and my feeling is that be- 
fore any State association goes into a 
scheme of this kind, it should first have the 
approval of the National Retail Hardware 
Association. Personally, I feel that if this 
proposition spreads it is bound to cost the 
manufacturers considerable money and that 
it should be carefully investigated.’ 

“As opposed to the above quotations, the 
secretary of the State retail association in 
question writes to this office as follows: 

“*We will say that Mr. is asso- 
ciated with this organization in the 
district. His work is to make store ar- 
rangements, planning and act with the 
member in arranging panel displays with 
the manufacturer. The cost to the manu- 
facturer is very nominal in view of the 
service rendered. The members pay for 
the goods displayed on the panel. The 
manufacturer simply pays for the panel 
through Mr. There are a number 
of members of your association who have 
already adopted the plan through Mr. 

and we believe are obtaining satis- 
factory results. The panel department 
sees that the panels are properly installed 
for the proper display of the goods 

“*Perhaps it might be interesting to 
you to know what lead up to this plan of 
uniform display of manufacturer’s prod- 
ucts, rather than the miscellaneous no- 
plan method that has heretofore been in 
vogue, each manufacturer sending out a 
sample mounted on a board to be stood. 
on the dealers’ counter or show case, very 
much to the disgust of the dealer and to 
the customer, and interfered materially in 
merchandising. The panel display of man- 
ufacturers, as outlined by our panel de- 
partment, is much more satisfactory all 
around, increases the sale of merchandise 
and at a nominal expense to the manu- 
facturer for the results obtained, and elimi- 
nates for the manufacturer the old meth- 
ods which were an annoyance to every- 
body concerned. 

“*You will kindly keep in mind that this 
association, as an association, is not in the 
merchandising game. The only object of 
furnishing, through the association, panels 
or display counters or shelving is to gain 
uniformity, reduce the cost to the retailer 
and to increase the amount of business for 
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Snapshots at the Convention 


Left to right: 1.—Mrs. Henry Helcombe, J. M. Wood, Waterbury Co. 2.—Mrs. M. J. Lacey, M. J. Lacey, Pyrex, Mrs. Leslie Stratton, Memphis. 
3.—A. B. Peck, American Screw Co. 4.—Marie McLenden, Social Secretary of Hotel Peabody. 5.—C. A. Miller, E. C. Sohrweide, Aluminum Goods 


Mfg. Co. 6.—H. B. Webster (back), Pittsburgh Steel Co., J. S. Bonbright, Pennsylvania Lawn Mower Co. 7.—Jos. W. Hettell, Delta File Works 
Co. —W. A. Denlevy, President National Hardware Association, George A. Fernley, Secretary, National Retail Hardware Association. 9.——J. M. 


Hedges, Harris Hdwe. Co., F. M. Smith, Monroe Hardware Co., N. A. Gladding, E. C. Atkins & Co., Henry M. Wilson, John K. Wilson & Co., J. M. 
Huntington, Harris Hardware Co. 10.—Mrs. J. Biiley Gordon, J. Bailey Gordon, “The Dixie Line.” 
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Left to right—Mark Palmour, Arthur H. Deveney & Palmour, R. L. Rogers, The Payson Mfg. 
Co., George T. Bailey, Oliver Iron & Steel Corp., W. A. Cortes, Bering-Cortes Hdw. Co., Houston Budley, Geay & Budley Co., and W. 


Mfg. 


which means to increase the 
the manufacturers.’ 


the retailers, 
business of 


Should Jobber Share Advertising 
Costs 


“Another manufacturer in discussing and 
commending the mauguration of the group 
plan, has this suggestion to make for pos- 
sible later discussion: 

‘Would it not be in selected sales cam- 
paigns to the interest of the jobber himself 
to assume a reasonable portion of the 
special advertising expense involved? 

‘‘In this connection reference is not 
made to general trade publicity, but rather 
to the specific form of advertising which 
in a special drive assists the jobber to 
“put over” certain items in unsual volume. 
For example, let us assume that a saw 
manufacturer approaches a jobber with a 
special display. The display costs the 
manufacturer $1; his regular price to the 
jobber on the particular saw is $12 per 
dozen, to sell to the retail trade at $15. 
By emphasis on this special display, the 
jobbers is, perhaps, enabled in a thirty-day 
period to sell several hundred dozen saws 
he has a quick turnover on his investment 
and has made a nice profit. But the entire 
expense of the display which has made 
possible this quick profit to the jobber has 
been borne by the manufacturer.’ 

‘To further quote this particular writer, 
who, by the way, is not a saw manufac- 
turer : 

‘‘Would it not be reasonable that the 
jobber should stand a part of this display 
expense? It would seem so, yet I ap- 
preciate that such a suggestion may be re- 
garded as revolutionary, so accustomed 
have distributors become to modern sales 
promotion methods, freely offered in some 
lines. But is it not due to this policy that 
other manufacturers in increasing 
bers are forced to solicit the retail trade 
direct? Would not manufacturers gen- 
erally be able to do more for the jobber 
were he to take a more liberal attitude? 


num- | 
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Orgill Bros. & Co 


I appreciate, of course, that matters of this 
kind would have to be decided on the 
merits of the individual proposition.’ 


Sees Assault on Tariffs 


“In times of peace, it is good business 
and better judgment to prepare for war. 
That the world war of business is prac- 
tically upon us is evidenced by the almost 
daily reports of foreign economic legis- 
lation, and so far as this country is con- 
cerned, it is recognized that the assault 
largely will be directed against existing 
tariff laws. Complacency leads to a sense 
of false security, and the ignorance and 
indifference of the average American 
manutacturer to the vital importance of 
the tariff is not short of amazing. 


“We are discussing the subject not at all 
from the standpoint of politics, but because 
of positive knowledge that a fight is just 
ahead and that every manufacturer, re- 
gardless of his line, will be in some re- 
spect or to some degree, affected. It is 
unescapable. 

“Revenue legislation is not enacted in a 
day, and usually is preceded by months of 
public discussion. Yet in a long tariff ex- 
perience [| have seen manufacturers of lines 
to whom protection meant life or death, 
rush to Washington on the very eve of the 
final passage of a tariff bill, absolutely 
without facts or figures upon which to lay 
their claims, even if the time for such 
presentation had not long before expired, 
and in desperation seek relief which their 
neglect alone had denied them. 

“There are manufacturers, alert and 
competent in all other respects, who are 
even today without knowledge or concern 
as to where their products stand with 
reference either to existing rates or foreign 
competition, present or potential. Mostly 
they give no thought until too late. 

“Only recently, one of this class, who in 
the past had frequently asserted that the 
tariff never bothered his business, woke 
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Weatherall, Memphis, Gene Raue, The i eager 
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up to the fact that foreign competition had 
begun to bother him to the extent that it 
was his chief concern. Without stopping 
even to ascertain the revenue classification 
of his product, he sought immediate re- 
lief at Washington because of his some- 
what vague understanding that the Presi- 
dent might, under the so-called ‘flexible 
tariff provisions’ raise or lower a duty not 
to exceed 50 per cent. He forthwith de- 
manded the full 50. per cent, stating even 
that would be inadequate. You may well 
imagine his chagrin when informed that his 
product now was on the free list and that 
50 per cent of nothing continued to be 
nothing. 

“Inquiries have recently been made as 
to what immediate action can be secured 
under the flexible features above referred 
to. There is little present hope of ob- 
taining any such relief. Before a recom- 
mendation involving the change of a rate 
can be made to the President, there must 
be a long and tedious examination of fact 
by the Tariff Commission, already crowded 
with many petitions yet untouched. 

“There is little likelihood that general 
tariff revision will be seriously. considered 
before the election of 1928. Immediately 
thereafter, however, regardless of the party 
in power, the whole question will be 
thrown wide open, with the powerful in- 
fluerice of international banking interests 
clamoring for reductions all down the line. 

“It. therefore, behooves every individual 
manufacturer and every group of manu- 
facturers to get their statistical houses into 
early order, for facts and figures covering 
long periods are the first requisite in your 
defense, and the appointment of industrial 
tariff committees should be made months in 
advance. And I cannot too strongly stress 
the fact that the representatives presenting 
your case before Congress should them- 
selves be manufacturers, not attorneys or 
paid representatives. These latter seem- 
ingly may save you time and trouble, but 
they will not get you rates.” 


Representatives of the Yale & Towne Manufacturing Co. 
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Old Guard Lives Up to Its Traditions— 


Contributes Generously to Flood Sufferers 


HE Old Guard Southern Hardware 
Salesmen’s Association is an outstand- 
ing organization in the hardware in- 
dustry. Its membership comprises only 
those men who have sold hardware in the 
South for at least fifteen consecutive years, 
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New President 


and have covered not less than five South- 
ern States. In its ranks are the well known 
salesmen of the South who stand high in 
the esteem and confidence of the entire 
hardware trade. 

Each year during the convention period 
of the Southern Hardware Jobbers’ As- 
sociation and the American Hardware 
Manufacturers Association, the Old Guard 
holds its annual dinner and business meet- 
ing. This meeting ranks as one of the 
high lights of the convention week. 

This year the annual dinner was held 
on Monday evening, May 9, at the Hotel 
Peabody, Memphis, Tenn. Approximately 
fifty members and guests were present. 

President F. Herbert Smith presided, 
and the banquet, followed by the regular 
annual business meeting, left nothing to be 
desired. It was a red letter evening for the 
Old Guard. 

N. A. Gladding, whose official title was 
Impresario Extraordinary, looked after 
the musical part of the program, and 
ushered in the old songs so dear to every 
heart. As a song leader “Gus” has no 
rivals. 








At the close of the banquet proper, 
President Smith called upon the invited 
guests of the evening for short talks. The 
first to respond was President Mark Lyons 
of the Southern Hardware Jobbers’ Asso- 
ciation. 

Mr. Lyons paid high tribute to the Old 
Guard organization, its personnel, its ideals 
and its accomplishments. He touched upon 
the years of faithful service as proof of the 
integrity and ability of its membership, and 
expressed his appreciation of the honor 
that membership entails. It was a fitting 
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tribute, and coming as it did from a man 
as prominent as Mark Lyons, it was re- 
ceived with a hearty round of applause. 
President Smith then introduced Llew 
S. Soule, editor of HARDWARE AGE, who 
compared the present Old Guard with the 
famous Old Guard of Napoleon, of which 
he said, “With a hundred thousand such 
as these I could conquer the world.” He 
declared that the members of the organiza- 
tion had proved their worth by their years 
of service, because, he said, if they had 
not been men of the highest calibre, their 
customers would themselves have repudi- 
ated them long ere the fifteen years’ ap- 
prenticeship had been served. “You men,” 
he went on, “have responsibility as well as 
honor in your charge. The younger gen- 
eration of salesmen look to you for their 
ideals; they look to membership in the 
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Old Guard Banquet at Memphis 





Old Guard as the acme of their ambitions. 
It means the continuance of the high ideals 
which are so much a part of the Old 
Guard; it calls for work within and with- 
out the organization, and for that high 
standard of service which is a recognized 
factor of its membership.” 

James Skelly then presented the situa- 
tion of the flood sufferers to those as- 
sembled, and within a few minutes the 
amount of $650 had been subscribed by the 
members to be turned over to the Red 
Cross at Memphis in the name of the Old 
Guard. 

The organization then took up its regular 
business meeting, with reports of various 
committees and other routine work. At 
this session Llew S. Soule was_ highly 
honored by being elected an honorary mem- 
ber of the organization. It was also voted 





F. Herbert Smith 
Retiring President 


to accept the invitation of the Texas 
Hardware Jobbers to meet with them at 
Galveston in July. 

1e following officers were elected to 
serve during the coming year: President, 
H. A. Dean; first vice-president, George 
H. Hillman; second vice-president, N. A. 
Gladding ; secretary-treasurer, R. P. Boyd. 
Executive Committee: Thos. -arnell, 
Clyde L. King, James S. Bonbright, James 
M. Wood, Hugo Widemann, James T. 
Skelly, chairman. 
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Plenty of Entertainment for Convention Guests 


The entertainment committee did a good 
job in planning the recreation for the 
many representatives and their wives who 
found little time hanging heavy on their 
hands. On Tuesday evening, directly after 
the first session, the folks gathered in the 
Italian Rooms of the Peabody and spent 
several pleasant hours dancing, to the 
strains of a fine orchestra. The ladies of 


the convention had a brief respite from. 


their spouses on Wednesday noon when 
they were entertained at the 19th Century 
Club. In the evening they had another 
chance to renew acquaintances at a bridge 
party at which beautiful prizes were 
awarded. Wednesday evening, P. M. 
Warren provided a great entertainment for 
the men. Several splendid boxing bouts 
and the ever interesting and amusing 
Battle Royale took place. On Thursday 
the ladies were driven out to the Country 
Club for an enjoyable hour or so and for 
a cup of tea. Thursday evening brought 
the formal ball, held in the Grand Ball 
Room of the Peabody. This affair was 
well attended and immensely enjoyed by 
all who were there. 





There were many impromptu parties and 
luncheons; among the hosts were George 
N. Jones, who entertained at the Peabody 
for luncheon on Wednesday. The presi- 
dent of the Great State Corp., Richmond, 
Inc., Mr. Nickell, was host at a luncheon at 
the same time. 

Immediately after the boxing and Battle 
Royale on Wednesday evening, a surprise 
was uncovered when an old Camp Meeting 
was staged in the Hotel Peabody. To those 
who had never seen or heard a Camp Meet- 
ing it proved to be a scene never to be 
forgotten. 

Leslie M. Stratton was the executive 
chairman of all local committees. Other 
chairmen were: P. M. Warren, entertain- 
ment; W. J. Moody, finance; Joseph 
Orgill, reception; B. M. Gladding, pub- 
licity; W. A. Lee, secretary, and George 
Harper, arrangement. 

The ladies’ committee was headed by 
Mrs. Adele Orgill, chairman; Mrs. Phil 
M. Warren, Mrs. S. R. Montgomery, Mrs. 
B. M. Gladding, Mrs. William Orgill, 
Mrs. J. W. Gladding, Mrs. Joseph Orgill 
and Mrs. Leslie M. Stratton. 
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Jobbers’ Transportation Problems Discussed 
at Wednesday Afternoon Session 


hardware jobbers in the South came 

up for discussion at the Wednesday 
afternoon executive session of the South- 
ern Hardware Jobbers’ Association with 
President Mark Lyons presiding. 


Secretary-treasurer Donnan, read his 
annual report. His report dealt with rou- 
tine matters and also referred to the settle- 
ment of the litigation in which the asso- 
ciation had been engaged with the govern- 
ment. He also recommended the passage 
of the Capper-Kelly Bill referred to in 
the report of the president. 

A telegram was read from George Beers, 
son of H. H. Beers, to the effect that his 
father was very ill and the doctors had 
given up hope. It was moved, seconded 
and carried’ that a message of condolence 
be forwarded by the association to his son. 

The committee on transportation sub- 
mitted its report, signed by Allen C. Ran- 
kin, chairman. In part the report read: 

“Transportation continues with us to be 
a problem of serious consequence. As 
pointed out in former reports, there is con- 
stantly going on in the southern territory, 


V itaraware transportation problems of 





revision and readjustments of rates on 
articles handled by the hardware jobbers. 
Since our last meeting, there has been a 
general revision of rates on iron and steel 
articles in carload quantities from all 
southern producing points to all destina- 
tions. This revision was made under a 
uniform mileage scale which had the effect 
of removing the so-called long and short 
haul violations and discriminations. between 
communities and brought State and inter- 
state rates into conformity with each 
other so far as the States of Alabama and 
Georgia are concerned. Outside of these 
two States, there is not any important 
movement in carload quantities wholly 
within the Southern States. This revision 
applies to all of that territory lying south 
of the Ohio and Potomac Rivers, and east 
of the Mississippi River. Just a few days 
ago the Interstate Commerce Commission 
issued another decision covering the rates 
on these articles in the territory west of 
the Mississippi River known as South- 
western territory. This new revision is to 
take the place of the one made several 
years ago by the Interstate Commerce 





Commission in the same Southwestern 
territory. This revision covers practically 
every article handled by the hardware 
jobbers in that territory. 

“The recent Congress passed a law which 
we, as shippers and receivers of freight, 
have long desired and that is, giving us 
the right to bring suit in the courts against 
the delivering lines in respect to loss and 
damage claims. As you know, heretofore, 
it was the originating line that the law 
required that we sue whenever the rail- 
roads declined to pay our legitimate loss 
and damage claims. 

“Another matter which your committee 
wishes to impress upon the membership, 
and that is, in the case of loss or damage 
to freight, we have a right to recover on 
the market value of the commodity at 
destination at the time it should have ar- 
rived in good condition, although the rail- 
roads have contended and some still con- 
tend, that we are limited in recovering the 
invoice value. The highest court in the 
land has determined that it is the market 
value at destination and not the invoice 
value which furnishes the basis for claims 
on freight lost or damaged in transit.” 





Hardware Business a Profession Says Mark Lyons 


wonderful progress in every way that you 
have made your splendid public buildings, 
this magnificent hotel, that compares with 
any in the United States; yqur wonderful 
boulevards, fine schools, highways and 
everything that leads to progress; every- 
thing that indicates education and culture, 
the best there is in American civilization. 





(Continued from page 69) 


“The American Hardware Manufac- 
turers’ Association, represented here, | 
think, is the finest manutacturing industrial 
group there is in the United States, and 
we think the Southern Hardware Jobbers’ 
Association and the National Hardware 
Association to which most of the Southern 
jobbers also belong, represents the finest 





The 800,000 Boy Scouts of America can bring you a great deal of business, espec- 


ially now that camping and hiking season is commencing. 


Bring the boys into 


your store through such a window display as this one by Belcher and Loomis 
Hardware Co., Providence, Rhode Island. 





element in American business life; but, 
as Mr. Lyons, your chairman, has told 
you, this is really our spring meeting, but 
the principle thing we have to do here to- 
day, is to extend to you and all the people 
of the South, our sincere sympathy, be- 
cause of the terrible disaster which has 
appalled the entire nation—the destruc- 
tion caused by this flood in the Mississippi 
Valley. Everywhere the people of this 
nation, are really distressed about it. 
It is this nation’s duty, and it is the na- 
tion’s problem to see that this can never 
occur again, and I feel sure that Congress 
will amply provide so that nothing of this 
sort will ever happen again; but the South 
can, and will meet this crisis and they 
will come similingly through, and carry 
on and they will grow and develop bigger 
and better in every way.” 


Defends McNary-Haugen Bill 


In his talk on farm relief Senator Mc- 
Kellar defended eloquently the McNary- 
Haugen Bill recently vetoed by President 
Coolidge, maintaining that the government 
has entered into the business of all classes 
except farming—that there are immigra- 
tion laws, railroad laws, tariff laws and 
other measures to help business, but that 
farmers have no legislation to help them 
in their problems. The Senator said the 
farmer buys everything on a_ stabilized 
market ably assisted by the government, 
yet must sell in competition with the en- 
tire world. He prefaced his remarks, 
stating that the entire nation and it’s pros- 
perity was dependent upon the farmers 
who comprise only 30 per cent of the 
population and as individuals have an aver- 
age annual earning of $730 against the 
average annual earning of $1,415 among 
the other 70 per cent of the population. 
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Turns $3000 Worth of Paints and Brushes 
5% Times Annually in Town of 600 


RED F. FREITAS, hardware merchant, Walnut 

Creek, Cal., a town with a population of about 600, 

turns his stock of paints, brushes and varnishes, 
valued at $3000, five and one-half times a year. He ad- 
vertises in the local newspaper. He demonstrates paints 
and varnishes in his store, and he goes out among the 
farmers in the surrounding country to solicit their busi- 
ness and to demonstrate his paint on the barns, furniture 
and fences of the farmers. Also, he operates a special 
paint information bureau which brings trade to him. 

Freitas 1s a nat- 
ural salesman. He 
likes to sell. And 
he likes especially 
to sell paint. He 
has a natural color 
sense which is a 
great benefit to 
him in connection 
with his paint 1n- 
formation bureau. 
(Of course, most of 
the information he 
has about pre- 
pared paint was 
secured from the 
manufacturer of 
the particular 
brand of paint 
that he sells so 
successfully. 

“Selling paint is 
easy,” he recently 
told a representa- 
tive of HARDWARE 
Ace. “And it’slots 
of fun,” he added. 

T he important 
points that Freitas 
emphasizes in his 
sales talks are 
worth noting. He 
stresses the fact 
that paint both in- 
side and outside a 
house makes 
homes more artis- 
tic and cheerful 
and easier to keep clean. He points out to prospective 
customers, especially women, that so much can be accom- 
plished with a judicious choice of paint, that dark and 
cheerless rooms can be made bright and attractive. By 
painting with correct colors, small rooms can be made to 
appear larger, while large or awkwardly-shaped rooms 
can be made much more homelike and their defects, or 
objectionable features, can be made less noticeable. 

Kvery month a representative of the paint manufac- 
turer from whom Freitas buys his paints and varnishes 
visits Walnut Creek and calls on a list of people whom 
Freitas believes are prospective customers. Freitas and 
the manufacturer’s representative call together on these 
prospective customers. Invariably demonstrations are 
given by the factory man, who, incidentally is a master 


Display of Eagle-Picher white lead products by Vandervoort Hardware Co., 
Lansing, Mich. 


painter as well as the sales-demonstrator in this instance. 

These demonstrations frequently result in the prospec- 
tive customer ordering some paint while Freitas and his 
demonstrator are giving the demonstration and sales talk. 
Sometimes no sale is made, but a favorable impression is 
usually created which, more often than not, results in 
more paint be.ng sold in the territory served by Freitas. 

For example, Freitas and the demonstrator will call on 
a farmer. If he is out in the fields a demonstration will 
be given to the farmer’s wife. The demonstrator will 
paint a chair, or he 
will paint the 
porch steps or the 
mail box, or some- 
thing else that will 
be conspicuous but 
not objectionable. 

Of course, ver- 
bal permission is 
always secured 
from the farmer’s 
wife before a sin- 
gle brush-stroke is 
made. But this 1s 
seldom hard to 
get, Freitas says. 

People who have 
asked Freitas 
questions about 
painting; ques- 
tions which he has 
found difficulty in 
answering, are 
called on when the 
paint demonstra- 
tor is at Walnut 
Creek. 

Some persons 
might object to 
this method of 
selling paint on 
the ground that it 
requires time and 
money. But so 
does advertising, 
properly done. 
And that is exact- 
ly what Freitas 
and the paint manufacturer charge this kind of demon- 
stration-selling to, namely, to the advertising budget. At 
any rate, it enables this particular merchant to turn a 
$3000-stock of paints’ five and one-half times a vear. 
Figure it out for yourself whether it is worth the effort. 

Remember, the mail order house has a well-dressed, 
well-informed representative in the homes of your cus- 
tomers and those who might be your customers. It is 
their handsomely illustrated catalog which shows colored 
views of houses that have been painted with mail-order 
paint. If you are located in a community where it 1s 
practicable to get out among these prospects for paint, 
accompanied by a demonstrator, or even without one, it 
will certainly help to bring your share of the business of 
that locality to your store, where it belongs. 


~~ 
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Everybody’s Business 


By Floyd W. Parsons 
Making Money 


N the windows of many 

banks are attractive signs 

extolling the virtues of 
compound interest. To most 
people an interest rate of 3 or 
4 per cent, compounded every 
month or every quarter, ap- 
pears to be a very low return 
on capital in this present day 
of record prosperity. Where 
we used to talk in thousands, 
we now speak in_ millions. 
Everything is on a grand scale 
and our ideas about earning 
and saving have undergone a 
radical change. The stories of 
sudden fortunes have devel- 
oped in us a desire to “go and 
do likewise.” 

An era of prosperity very 
often is like a ray of the sun 
that the least shadow can in- 
terrupt. It is a time when 
the fires on many altars go 
out; when folks let go the 
bridle; when a minimum of 
attention is given to the mend- 
ing of faults; when the curtain is drawn aside disclosing 
hidden character. Truly it takes strong legs to support 
prosperous days, for it is so easy to forget that abundance, 
whether it be gold or knowledge or power, is matched by 
its responsibilities. In accumulating the things that money 
can buy, there is always the likelihood of losing the things 
that money cannot buy. 

Money is a universal agent, for it speaks every tongue 
and is the soul and sinew of world business. As one has 
said, “The best labor-saving device of all is a good fat 
bank account.” But when earthly goods rise as high as our 
hearts, they begin to bury us alive. When we let ourselves 
believe that money can do everything, we have put our- 
selves in a position where it is easy to do everything for 
money. When we have accepted the notion that 4 or 5 per 
cent interest is not worth talking about, we have indicated 
clearly our disbelief in the proved principle that it takes 
ten times as much wit to keep wealth as was required to 
accumulate it in the first place. 

We turn our eyes to the spectacular achievements and lose 
sight of the thousands of failures. We forget that the great 
lesson of history is that the profit on the sum total of the 
world’s capital is very small over a long span of years. The 
combined wealth of all peoples now amounts to nearly a 
thousand billion dollars. Of this, gold represents only a 
small part. In fact, all the gold mined since the commence- 
ment of history would only make a solid sphere 50 feet in 
diameter. A thousand billion dollars in gold would make 
a globe 170 feet in diameter. 

If the world’s wealth 4000 years ago had been one dol- 
lar and this amount had been compounded annually at 4 
per cent up to the present time, the calculated amount of 
money expressed in gold would make a sphere having a di- 
ameter more than a billion times the distance from the earth 
to the sun. Over centuries of time the world’s wealth in- 





creases at a rate that approxi- 
mates no more than one-sixth 
of one per cent annually on a 
compounding basis. If a Ford 
or Rockefeller fortune could 
be kept intact and increased at 
a rate of 4 or 5 per cent in- 
terest for a half century, the 
resulting accumulation of 
money and property would be 
stupendous. 

It is such romances as that 
of Mr. Ford’s which develop in 
many a contempt for methods 
that build success surely but 

“slowly. Henry Ford headed 
the list of the 13 original Ford 
stockholders with a subscrip- 
tion of $25,500, and Miss R. V. 
Couzens came last with a sub- 
scription of only $100. Alex 
Malcomson, who _ received 

~ a } $25,000 worth of stock for 
x =. guaranteeing $7,000 worth of 





_ == bills, later sold out to Ford for 
se ee de $175,000. If he had held on, 
his shares would now be worth 
$250,000,000. James Couzens, who put in $2,400, took out 
$39,500,000, and Miss Couzens, his sister, finally got $355,000 
for the stock that cost her $100. John Dodge and his brother 
Horace each put in $5,000 and took out $35,000,000, while 
the attorneys, Rackham and Anderson, got $17,000,000 for 
their original stock that cost $5,000. Albert Strelow sold his 
$5,000 worth of stock for $25,000 and then lost this money 
in a gold mine in British Columbia. His original invest- 
ment would now be worth $50,000,000. 

Then there is the fairy-like tale of the development of 
the chain-store idea here in America. It is an amazing fact 
that if in 1912 one had put $10,000 into our ten largest com- 
panies operating chain stores, placing $1,000 in each of the 
ten, this investment today would be worth $277,000. In ad- 
dition, the owner of these shares of stock in Woolworth and 
the nine other companies would have received more than 15 
per cent a year in dividends on the ‘money originally in- 
vested. It is no wonder that so many have come to believe 
that the road to fortune is a crowded highway with an easy 
footing over all of the steep places. 

Of course, there is much to be said for the idea of sitting 
tight and waiting for large returns when an investment has 
been well placed. A friend of mine who has been quite 
successful in his investments and small speculations in the 
stock market over a period of years told me that his profit 
in buying and selling stocks last year was $2,500 on $30,000 
of capital employed. He estimated that he had given at 
least 100 hours of attention to all of the matters concerned 
with his trading operations. On looking over his books, 
he was astonished to find that if he had held on to the 
first three stocks he bought and never made another trade 
all year his profit for the period would have been nearly 
$6,000, or more than twice what it was. He would have had 
less worry and a release of much time to employ with profit 

(Continued on page 122) 
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NEW ORLEANS 


By Saunders Norvell 


Y earliest recollections are of New Orleans. My 

father was a cotton merchant. We spent the 

winters in New Orleans and the summers at 
beautiful Pass Christian, on the Gulf of Mexico. The 
“Pass” has a long, white shell road following the line of 
the coast. This road was built on a sort of levee o1 
dike and back of this dike in those days were rice fields 
Now most of those fields are covered with summet 
homes. I remember as a child a terrific storm or tidal 
wave. The waters of the Gulf came up over the dike 
and flooded the rice fields. After the storm, the shore 
was littered with sail boats and the wreckage of piers 
and bath houses. At another time with quite a large 
party of older people, I was taken on a sailing cruise 
around Ship Island. A heavy fog rolled in from the 
Gulf. The wind went down and I can remember rolling 
all night in that open sail boat while the wet fog, like 
a solid wall, hemmed us in. 

k * * 

From New Orleans, our family moved to St. Louis. 
With all of our household goods, we made the trip by 
steamboat. This was my first acquaintance with the 
great Mississippi. How full of romance and wonder 
this journey was to a boy of ten! That was before the 
days of electric searchlights. The steamers burned wood 
and the wood was cut by contractors and stacked up on 
the banks of the Mississippi. Never shall I forget the 
picture as the steamer would stop at night at these land- 
ings. The huge gang-plank would be lowered. Burning 
pine knots in iron baskets supplied a weird flickering 
light. The negro roustabouts of the steamer, whipped 
into action by the eloquent profanity of the second mate 
(“mud clerk,’’) would form a line carrying the wood on 
board. Their shadows flickered in the waving light of 
the pine knots. The red flames were reflected in a thou- 
sand points of color in the black water below. The 
bare feet of the negroes slip-slapped in time on the 
decks as they did that Devil’s Dance. Never shall | 
forget the singing of these deck hands in their deep, 
rich voices as they worked. Negroes from the planta- 
tions brought baby alligators in paste-board boxes, and 
sold them to us for a few pennies. 

Under the top deck of the steamer, hundreds of 
bunches of bananas were hung, each bunch wrapped in 
green mosquito netting. Piled up under these bunches 
was the surplus baggage of the passengers. It was not 
long before the children on board found how to climb 
up out of sight on top of these trunks, lie on their backs 
and eat bananas! Many of us ate until our parents 
thought that a strange disease had broken out among 
the children! We had terrible tummy-aches! Finally, 
some one let the cat out of the bag. The trunks were 
moved and then the terrific depredations we had made 
in the banana crop were discovered ! 

* * * 

Many times afterward, it fell to my happy lot to make 
this journey by boat up and down the Mississippi. Many 
times, as a young man and in later life, I visited the 
romantic and hospitable city of New Orleans. Now 
that this beloved city is threatened with the worst flood 
the Mississippi has ever known, probably it may not be 
out of place for me to write of some of my cheerful 
memories of New Orleans that have come to me as | 


have daily read the newspaper articles about this terrible 
flood of the Mississippi. 


x OK 

As you know, I live in far-away New York. This 
city is the melting pot of the nations. Here on Union 
Square you can hear many foreign languages, and pos- 
sibly the parents of four persons out of five that one 
meets on the streets were born in foreign lands. The 
mass of the people living in New York do not know and: 
could not understand the native, pure Americans who 
dwell on the banks of the Father of Waters. The re- 
ports of this flood mean just as little to the average 
newspaper reader in New York as an account of a flood 
of the Yangtze River in China. To the great mass of 
the inhabitants of New York, all of the United States 
west of New Jersey is a terra incognita. Their ideas of 
the location of states and of cities, as well as the charac- 
ter of the people, are just as vague, if not vaguer, than 
our ideas of Abyssinia. However, to one who knows 
the Mississippi, who has traveled up and down its broad 
bosom, who has lived with the happy, generous, hospit- 


_ able people who inhabit the cities and the country along 


the river banks, the present disaster brings a feeling 
of profound sympathy. 
kx x 

Let me attempt to describe New Orleans. This city, 
as we all know, was originally settled by the French. 
The charm and social instinct of old France, the leisure, 
the joy in eating and drinking and all the good things 
of this life, have been handed down from generation to 
generation. Therefore, New Orleans, unconsciously 
resisting the encroachments of modern commercialism, 
has retained its unique andividuality—a city that stands 
as a law unto itself, a city different from any of the other 
standardized cities in this country. 

In later years, when well-meaning citizens of New 
Orleans have taken me in high-powered automobiles to 
show me modern and up-to-date skyscrapers, large busi- 
ness blocks, mills and factories, etc., I must admit I 
have been filled with a feeling of sadness. They were 
showing me only what I have been accustomed to seeing 
in other American cities. What held my affections was 
the old New Orleans that I have loved so well. When 
I saw frame houses with wrought and cast iron porches, 
when I saw the long French windows with their green 
shutters, when I saw the water cisterns, like big round 
towers against the backs of these residences, it gave me 
a catch in my throat because I was reminded of the 
happy days of my childhood. 

xk * x 

I can even remember when New Orleans was cursed 
with a yellow fever epidemic. This was before it had 
been discovered that yellow fever was carried by a mos- 
quito. All of the open cisterns in New Orleans were just 
breeding places for these mosquitoes. Now one will 
see every cistern carefully covered with wire mesh and 
of course, thanks to science, yellow fever is now only a 
memory of the past. 

ie 

One afternoon, a dear aunt of mine in New Orleans, 
who was trying to inculcate a love of art, of beauty and 
of higher things in my young and materialistic soul, drove 
me out to lovely Tulane University. Here in the chapel 
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we sat and studied a wonderful stained glass window. I 
must admit I have forgotten the subject. Was it the 
scene where Christ met the woman at the well? Renan, 
in his “Life of Christ,” states that at this point in His 
teachings, Christ reached the very highest peak of his 
development. Do you remember that the woman ex- 
pressed surprise that Christ would speak to one of her 
tribe, but with honest pride she told Jesus that her 
ancestors, according to their faith, had worshipped God 
in those mountains for countless years? Did not Christ’s 
answer reach the loftiest flight of religious idealism when 
he replied that men should worship God not alone in 
temples but in spirit and in truth! 
x * x 

At Tulane University, the Medical Department were 
carrying on a battle with malaria, having developed a 
standard quinine treatment which is supplied through 
the Health Departments all over the Southern States 
and also in South and Central America. 

So this relative of mine, a native daughter of this 
rare city, and her young guest, talked of religion and of 
art and of science and of the healing of the sick, and 
in the evening we drove to her home, one of those quaint 
old New Orleans houses, with palm trees in the garden. 
Then, what a feast for Lucullus—fried chicken, corn 
bread, delicious coffee and, here at her table, I blushed 
when I attempted to eat my first artichoke, but this aunt 
affectionately guided me in the operation. Nevertheless, 
I have always felt, with an artichoke, like many other 
things in life, that the game was hardly worth the candle! 

. os 

Mardi Gras is the great week! I have never known 
any other American city to achieve the carnival spirit 
like New Orleans. I have attended carnivals elsewhere, 
but the people, somehow, can not forget themselves and 
become un-selfconscious as they do in this city. An 
entire city turns itself over to a week of pleasure, and 
still, there is no rowdyism. This could not happen in 
New York. It can take place only in a city such as 
New Orleans, with ancient traditions. 

, eS 

One night I was fortunate in being assigned to the 
pleasant duty of taking a lady of New Orleans to join 
a party at the exclusive Rex Ball. However, she had 
an engagement in the early part of the evening. I was 
to call for her at her home at midnight. This was the 
night of the great parade. I happened to arrive at her 
home rather too early. The entire place was deserted. 
I stopped at the high, wrought iron fence surrounding 
her home and rang the bell. I could hear it tinkle far 
off in the distance. After a long time, an old colored 
mammy came to the gate, unlocked it, and when I told 
my story, admitted me. I was of course in evening dress. 
Every servant in the large house, except this old woman, 
who was almost blind, had gone to see the parade. I was 
courteously shown into the library, where I took a seat 
and waited. Around me, on the walls, were the pictures 
of the ancestors of this lady. Finally, I heard quick 
foot-steps approach. A young man in evening dress 
entered. His manners were too polished for him to show 
the slightest surprise at finding a stranger sitting there. 
When I gave an account of myself, he laughed merrily, 
produced a box of cigars, mixed a highball and enter- 
tained me until his sister arrived. Now, I tell this story 
simply to indicate the courtesy of this city. I am afraid 
that here in New York, a young scion of the family 
under similar circumstances would simply have sug- 
gested that I make myself at home and would have 
turned on the radio to entertain me! He would not have 
felt the responsibility of a host. I learned afterward, 
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at the ball, that this young man had kept a charming 
young girl waiting just because he stopped to act as host. 
At last, with a flutter and many apologies for being a 
few moments late, my hostess arrived. She had been 
to dinner with some friends and saw the great Mardi Gras 
parade from their house. Now she must slip into her 
ball gown and we would be off. 

k * x 

All this time, my deep sea-going hack, with my colored 
driver, was waiting outside of the iron fence. ‘Taxicabs 
in those days were not to be had in New Orleans. We 
gave our directions to go to the Opera House, where the 
ball was being held. From time to time, I glanced out 
of the window and it seemed to me that we were driving 
in a very peculiar manner. Once or twice, we almost 
collided with street cars. However, the streets were 
crowded with masked people in costume. We supposed 
our driver was simply attempting dexterously to avoid 
running over some of the crowd, for they did not confine 
themselves to the sidewalks, but streamed out into the 
streets. After what seemed an unusually long and ser- 
pentine drive, our carriage came toa standstill. I stepped 
out. We were in front of The Pickwick Club—not the 
Opera House. I looked up at the box, and our driver 
was fast asleep! 1 shook Uncle Remus by the arm. 
He was very sorry. He had not had any sleep for 
several nights. Would I accept his apologies? He 
would now try to keep awake until he drove us right 
straight to the Opera House! I took another chance 
with him and we arrived without further adventure. 

k * * 

Then we saw the grand ball and all the youth and 
beauty of the gayest city in America If you never visited 
New Orleans in those old days, let me tell you about it. 
If you have visited that city of charming and hospitable 
people, you will be delighted just to be reminded of 
these places I will recall to your memory. Now, my 
dear stenographer, you who recently wrote me about 
always writing on the subject of drinking, please remem- 
ber that in those years, New Orleans was possibly the 
wettest of all wet cities of the world—and I have even 
heard rumors to the effect that it is still wet! It took 
a real drinker to visit New Orleans in those days and 
live to depart and tell the tale! 

~ 9 

There was Sazerac’s, the place of cocktail fame. Have 
you heard of the Sazerac Cocktail? Here is where it 
originated. Every traveler who wished to really drink 
in the atmosphere of old New Orleans went to Sazerac’s. 

The next place was Romos, célebrated for its gin 
fizzes. These fizzes have a world-wide fame. I have 
met men in Central Africa who would talk with tears 
in their eyes about the gin fizzes at Romos! 

Then there was the old Absinthe House. This build- 
ing has stood for a hundred vears. It was celebrated for 
its Absinthe Frappe. On a marble slab was a goose- 
neck fountain. So frequent were the calls for glasses 
of Absinthe that this fountain was never shut off. It 
constantly dripped. One glass was filled and another 
took its place. To this day, in this place hallowed by 
its ancient memories, you will see the marble slab, worn 
away by the constant dripping! 

7.02.6 

And there was a restaurant called by a name that 
sounded like “Malay’s.” This is the English pronuncia- 
tion. I do not remember the French spelling. When 
you desired to take dinner at this unusual place, it was 
necessary to reserve your seat in advance because only 
one dinner was served, and only a certain number of 

(Continued on page 118) 
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Childrens Day- 


To be Observed Satur- 
day, June 18th 


HILDREN'S DAY 
will be Saturday, June 
18. Coming as it does 
at the close of the 
school term, it starts 
the vacation period oft 
with a bang. It mau- 
vurates a new eiit sea- 
son for children, and 
falls in line with the 
all - year - round mer- 
chandising of toys and 
other children’s gift items carried 
hy the hardware store. 
In the inauguration of Children’s 
Day, various leaders in welfare 
work among children were consulted, with the result 
that Children’s Day was set for the third Saturday in 
June. The first actual move was the formation of the 
“Better Play for Children League,” which has rece.ved 
the prompt and earnest support of a number of well 
known educators and workers among children. (ther 
organizations are being interested, a campaign of 
wide publicity has been opened, and posters have 
been distributed throughout the country. The re- 
sponse has been immediate. 

Here is a real opportunity for the retailer to build up 
his sales of juvenile requirements. Mothers will respond 
to the display of toys and playthings at this time when 
children are more of a care than when school dut es keep 
them occupied and more or less out of danger. 
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Mational Event 


Retailers throughout the country are 
making use of this event to stimulate 
this department of their business. J. 
Altman, of The Stearn Co., Cleveland. 
Ohio, writes : 

“It is the opinion of the writer that 
if the stores all over the country, which 
maintain a year ‘round toy department, 

would spend a__ little 
money on advertising and 
offer specially priced 
items for this event, in 
order to popularize the 
idea and familiarize the 
public with the purpose 
of the Day, that the re- 
sults would be much bet- 
ter than anyone would 
ever anticipate. 

‘‘As far as we are con- 
cerned, we expect to 
make quite an event of 
this Day, and shall be 
glad to make the experi- 
ment in order to see 
what results are obtain- 
able. 

“The date strikes us as 
exceptionally well chosen, 
for the reason that it 
comes at a time when 

there are a number of summer 
tovs which hold the public’s in- 
terest. With this in mind, we 
are sure that our sales will be 
more than satisfactory, if proper 
effort is made in displaying and advertising toys carefully 
selected to be in season for this event.” 
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This event is receiving the cooperation of other indus- 
tries serving the children’s trade, as well as that of many 
municipalities. The manufacturers and jobbers can and 
will aid in every way possible in making the movement 
a success, but the final success rests with the retail mer- 
chant. There are many things he can do to achieve this 
desired result. Plans may be laid for a Children’s Day 
demonstrat:on which would call for the cooperation and 
sanction of the local authorities and the newspapers. 
Such a demonstration should be conducted with real en- 
thusiasm and not left to the newspaper entirely. Adver- 
tising in generous spaces and by direct mail methods 
will react in many ways to bring success to the venture. 

Children’s Day does not 
confine itself to the toy de- 
partment. Practically every 
department of the store 
will benefit either directly 
or indirectly, and the event 
is deserving of the cooper- 
ation of the whole store. 
The tool department is the 
logical step when gifts for 
the boys who have out- 
grown playthings are being 
considered. Good practical 
tools will be appreciated 
and put to use, incidentally 
going a long way toward 
making a useful citizen by 
occupying the boy’s mind. 

There are so many ap- 
peals by which you can 
make Children’s Day a 
success for your store and 


community that allow it to you should not be passed up. 

Says the bulletin issued by the Toy Fair Chamber of 
Commerce: 

The idea of a special day for children has taken the 
country by storm. From Maine to California and from 
Oregon to Florida, merchants of all classes are recog- 
nizing the wonderful possibilities of this special day. 
June 18, 1927, will mark a new era in. the toy industry, 
as well as in the lives of children throughout the entire 
country. 

The Childhood League, of New York, is now fully or- 
ganized and working enthusiastically to secure the co- 
operation of municipal and school authorities all over 
the country for the observance of this day. 

The vivid Children’s Day posters, which were such a 
feature of the Toy Fair in New York, have been mailed 
to thousands of stores. Copies of this poster will be 
mailed upon request, by the Toy Fair Chamber of Com- 
merce, 200 Fifth Avenue, New York. 
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Of course, Children’s Day is not merely a toy day. It 
is a day on which the attention of the entire country is 
focused upon childhood and its needs. It is a day for 
the children; a day of their very own, and on this day 
many activities for the welfare and development of 
children will take place and many gifts, useful as well 
as entertaining, will be provided. 

Retail stores should feature Children’s Day through- 
out the entire establishment. Of course, the Toy De- 
partment will be the center of attraction, but in the 
general plan should be included all other departments 
which provide merchandise of any kind suitable for boys 
and girls of all ages. There are items for all of them. 

Many stores have had ex- 
perience in featuring special 
days, but frequently these 
features have been handled 
in a desultory fashion and 
there has been no_ unified 
plan. On Children’s Day, 
the schools, playgrounds, 
Boy Scouts, Camp Fire 
Girls, Rotary Clubs, Ki- 
wanis Clubs and Chambers 
of Commerce can all unite. 
l.ocal newspapers should be 
provided with information 
and their cooperation § se- 
cured. 

Activities of many kinds 
are suitable for Children’s 
Day. Special window dis- 
plays and newspaper adver- 
tising will be a feature. In 
the Toy Department there 
are numerous activities 
which are suitable. Enter- 
tainment for children of 
different ages should be 
provided. A tea party for 
the girls, served, perhaps, in 
special toy dishes and with 
a balloon or some _ other 
souvenir, could be ar- 
ranged; for older children, 
a demonstration of camp- 
ing equipment or a juvenile 
automobile show. 

Children of all ages, as 
well as grown-ups, are familiar with Peter Pan. ‘This 
character has been adopted as the “Playfellow of Chil- 
dren’s Day.”” When asked who and what he was, Peter 
said: “I am youth. I am joy.” Could any character in 
folk-lore, history or fiction be more suitable to represent 
a day devoted to childhood? Any store could arrange 
to have one of the sales girls or a bright boy dressed in 
the costume of Peter Pan, and welcome the children on 
Children’s Day. 

Cooperation of the motion picture theaters for Chil- 
dren’s Day or Children’s Week should be secured. Get 
them to feature films such as Peter Pan, Cinderella, Our 
Gang Comedies, or some of the many other films which 
are known and loved by children. 

These suggestions are only a start. There are so many 
things which can be done, so many ideas which will oc- 
cur to different people, that Children’s Day will undoubt- 
edly be a day of infinite variety and countless events. 
The basic and most important thing is to let the people 
of your own town know about Children’s Day and when 
it comes. . 
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A Neighborhood Hardware Store ran along in its 
regular routine for fourteen years, then suddenly 


Reached Out and Took a Large Share of 


the Builders Hardware Business of Detroit 


FTER having been established 
fourteen years in an outlying 
business district of Detroit, the 

Arcade Hardware Company suddenly 
stepped out about two years ago and 
proceeded to make the most of an op- 
portunity that had been right there all 
the time, just waiting for the Arcade 
Hardware Company or any other 
company to accept it, and in two years’ 
time built up what is probably the 
largest volume of builders’ hardware 
business done by any concern in the 
territory. 


How Business Was Developed 


In other words, the Arcade Hard- 
ware Company, located at 5170 Grand 
River Avenue, Detroit, has been estab- 
lished sixteen years. During fourteen 


of those years it did a nice, sub- 
stantial neighborhood hardware busi- 
ness, such as might be expected of a 
hardware store located nearly three 
miles from the retail shopping center 
of the city. It handled builders’ hard- 
ware in a small way during much of 
this time, but it did no estimating jobs. 

Numerous other hardware stores in 
the city competed with one another 
and with several jobbers and manu- 
facturers’ representatives for the big 
contracts for builders’ hardware, but 


By D. G. BAIRD 


in Sales Management 


the management of the Arcade Hard- 
ware Company doubtless thought 
their store was too far from the cen- 
ter of things, or was too small, or too 
something else for them to go after 
these big orders. At any rate, they 
went along in the usual hum-drum 
routine of serv-ng the neighborhood 
in their true capacity ; that of a neigh- 
borhood hardware store. 

Then, after fourteen years, this 
neighborhood store suddenly reached 
out and took the builders’ hardware 
business of Detroit. Oh, it didn’t 
take all of it, of course, but it took 
some mighty nice jobs that older and 
larger firms in the business, including 
some wholesalers, would have been 
pleased to secure. There was the 22- 
story Industrial Bank Building right 
downtown, for example; a 22-family 
apartment house; three high schools, 
five grade schools, and numerous oth- 
ers that the Arcade company got just 
recently. One of these schools alone 
took $7,000 worth of builders’ hard- 
ware, and the other jobs mentioned 
all ran into the thousands. 

And remember that the Arcade 
Hardware Company began taking 
contract jobs for builders’ hardware 
only two years ago! 

What is the secret of this sudden 


Only the materials suited to the buyers specific needs are exhibited before 
him in this sample room. 


awakening of an old _ established, 
neighborhood hardware store ? 

That is just what E. J. Slow, gen- 
eral manager, was asked to reveal, and 
he insisted that there is no secret 
about it. 

“Secret ?” he countered, simulating 
surprise. “There is no secret about 
it. Anybody else can do just what 
we're doing.” 

“Do others do the same _ things 
you're doing?” 

“Not everything—no.” 

“What, for example ?” 

“Well, follow up their jobs and 
make sure that everything is all right. 
There are a lot of carpenters these 
days who don’t know the top of a lock 
from the bottom, and there are a lot 
of others who know, but who don’t 
care particularly. If you should go 
out and question fifty so-called car- 
penters at random, you would be 
amazed to learn how few of them 
know how to install a cylinder lock 
properly—or how to do anything else 
properly, for that matter. We show 
them how to install our hardware, 
then we follow them up to make sure 
they do it the way we show them.” 

“That takes a lot of time, doesn’t 
it °”” 

“Oh, yes—occupies the full time of 
one man. We have an outside service 
man who does nothing but follow up 
our jobs from the time the orders are 
filled till the buildings are completed. 
He goes from one job to another, 
showing the workmen how to install 
our hardware, seeing that they have 
everything needed, that they put 
everything where it belongs, that they 
do the work right, and, in general, tak- 
ing care that when a job is finished it 
will be finished right and there will be 
no come-back on us. Nearly all the 
grief in builders’ hardware is occa- 
s:oned by improper installations; we 
take care that our hardware is proper- 
ly installed and thus avoid the grief. 
Our customers usually have had ex- 
perience with other firms that con- 
sider their duty discharged when they 
deliver the hardware according to con- 
tract, and they appreciate the special 
service we give them.” 

This serv.ce man, it was explained, 
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is a skilled mechanic, as well as a spe- 
cialist in builders’ hardware, and he 
has full charge of every job after the 
contract is signed. 

Estimates are typed in triplicate, 
one copy for the general contractor, 
one for the carpenter foreman, and 
one for the store. Where an archi- 
tect has charge of the job, extra copies 
are made for him and his foreman. 
The store copy is immediately turned 
over to the outside service man, who 
uses it to familiarize himself with the 
kind of job, kind of openings, kind of 
hardware specified, and so on, and to 
guide him in having the order put up. 
Thereafter, when any reference of 
any kind is made to that. particular 
job, he knows all about it. 

The specification sheet lists every 
item for each opening separately and 
numbers them, and the items for each 
opening are wrapped separately and 
labeled. This label is a gummed, 
blank form which provides spaces for: 
Job, Schedule, Item Number, Open- 
ing, and a list of items in the package 
to which it is attached. 

These items are packaged and the 
packages shuffled post office fashion in 
bins provided for the purpose in the 
stockroom. Then when it comes time 
to deliver the goods, they are taken 
out in order and placed in the truck, 
carried to the job, unloaded in order, 
and so stored that each package is al- 
ways first out when needed by the 
Carpenters, 

How much confusion, delay, and 
aggravation this system forestalls can 
best be appreciated by the builders’ 
hardware man who bundles all hard- 
ware of a kind together and delivers 
it in the order most convenient to him, 
depending on the carpenter foreman 
to find what he needs when he needs 
it. 

After the hardware is delivered, the 
service man follows it up by visiting 
each job from time to time; some of 
them daily. He is on practically the 
same footing as an architect’s foreman 
and he doesn’t hes'tate to correct any 
improper installations or careless 
workmanship. 

All estimates are kept permanently 
on file, whether or not the firm secures 
the job. They not only are sometimes 
wanted for reference, but they have 
other uses. For example, a contractor 
telephoned R. E. Hossack, manager 
of the builders’ hardware depart- 
ment, the other day and said: “Re- 
member that job you figured on with 
me about a year ago? Well, I want it 
duplicated and I’m going to give you 
folks the business.” The Arcade com- 
pany had not secured the previous job, 
but when the contractor was ready to 
duplicate it and offered them the busi- 
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HERE are a lot of car- 

penters these days who 
don’t know the top of a lock 
from the bottom, and there 
are a lot of others who know 
but who don’t care particu- 
larly. If you should go out 
and question fifty so-called 
carpenters at random you 
would be amazed to learn 
how few of them know how 
to install a cylinder lock 
properly, for that matter. 
We show them how to install 
our hardware, then we fol- 
low them up to make sure 
they do it the way we show 
them.—E. J. Slow, General 
Manager, Arcarde Hard- 
ware Co. 











ness, they already had the estimate all 
written up. 


Receive Special Training 


Speaking of Mr. Hossack: two 
years ago, he was the only employee 
in the builders’ hardware department. 
Today, there are two outside men call- 
ing on contractors, two calling on 
architects and the outside service man 
referred to, besides the inside men 
who take care of the counter business 
and the two or three helpers who 
put up orders. 

This brings up another unique thing 
this store is doing, too. In view of 
such rapid growth, one would expect 
that trained men would have been 
brought in, but none has. Everyone 
of them has been trained by the store, 
with the cooperation of the factory. 

“One of them was a candy sales- 
man,” Mr. Slow said in his matter-of- 
fact manner. “He wanted to learn 
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this business, so we gave him a job 
unloading trucks. Then we put him 
to getting out orders, then to waiting 
on trade in the store, then we sent him 
to the factory for six months to learn 
all about builders’ hardware.” 

Further questioning brought out the 
fact that this store has given four of 
its men factory training and is send- 
ing two others to “school” this win- 
ter! 

There’s a lot to be learned about 
the hardware business, Mr. Slow has 
found. “I’ve been in the business 
since | was a lad and I learn some- 
thing new every day. We want our 
men to be thoroughly trained and we 
have found that they can get better 
training and get it quicker at the fac- 
tory than anywhere else. Incidentally, 
when they complete the factory course, 
they are so enthusiastic over the line, 
they just can’t help selling it. Why, 
we sent our head man to a factory 
sales convention for a few days last 
summer and he learned more on that 
trip than factory representatives could 
have told him in fifty trips here.” 


Men Sent to Factory 


Mr. Slow said he makes a practice 
of sending one or more men to the 
factory every winter, during the dull 
period. The store pays the men their 
regular salaries, while the factory en- 
tertains them there. They pitch right 
in and work in the factory, going 
through a course that takes them from 
beginning to end of the manufactur- 
ing process, including designing and 
other phases of the work. 

“We figure that if an employee is a 
good man without such training, he 
will be twice as good with it,” Mr. 
Slow said. ‘“‘We have now given four 
of our field men factory training and 

(Continued on page 120) 





Developing the display value of the bulkier types of builders’ hardware 
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PAINT 


Lacquer Opens Up New Selling Field and— 


Hallett Sells $5,000 Worth 


Mr. Hallett has built his lacquer sales up to $5,000 a 
year, or 50 per cent of his entire paint sales. 

‘here are many ways to bring lacquer into use today. 
Hardware stores in many localities are suggesting its 
use On unpainted furniture and some find this unpainted 


J. HALLETT, junior partner and active mana- 

ger of E. J. Hallett & Son, Pontiac, Mich., has 

* built his paint department up to a point where it 

represents the largest department in sales in the store. 

last year paint sales were in excess of $10,000—a turn- 
over of better than four times. 

Mr. Hallett gives credit for this rather enviable sales 
record to consistent and continual advertising. Last year 
a total of $300 was spent in newspaper space alone and 
coupled with this is the store’s policy of frequent paint 
windows throughout the year. Paint at the Hallett store 
is an all the year around proposition with high points in 
sales coming in the spring and fall. 

According to Mr. Hallett, the recent introduction of 
lacquer for household use has done much 1n’ boosting 
paint sales. Formerly it was only the home owners who 
were interested in paint and they were primarily inter- 
ested in outside paint with occasionally inside paint and 
varnish requirements. Lacquer has opened up a field of 
home furniture refinishing which appeals strongly to both 
the home owner and the renter and with the owner, a 
refinished chair or breakfast set usually calls for a re- 
varnished floor or refinished woodwork. 3 

By tying his store up in his local advertising with the 
national advertising done by the lacquer manufacturers, 


furniture a good line to stock. Breakfast sets, magazine 
racks, waste baskets, lamp shades, vases and many re- 
lated articles are attractive items when given a coat of 
brushing lacquer and placed on display. These brightly 
colored articles seldom fail to attract the attention of 
customers in general and women in particular. Such 
lines as these are most important in view of the fact that 
they bring to the store people who are interested in keep- 
ing their homes in a state of good repair. They are the 
people who use household items that number in the hun- 
dreds. 

The window pictured above is one of the attractive 
displays which E. J. Hallett & Son have arranged to 
encourage the purchasing of lacquer. It was prepared 
with articles from stock and a few well displayed signs. 
The flowers on the wall add a pleasant touch to the 
window. <A free demonstration by a factory expert 
brought many customers into the store. This new field 
ought to be extremely lucrative for the dealer as new 
uses are constantly being found for lacquer. 
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The MAN BEHIND the COUNTER 
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YRON T. HERRICK, one time governor of the 
state of Ohio, was in his early days « sewing 
machine salesman. That was in the early years 

of the sewing machine, when a salesman trying to intro- 
duce them was liable to have the dog set on him by the 
housewife. If she spared him the dog, she might chase 
him off from the premises with a broom, or even empty 
a kettleful of boiling water at him. The mere thought 
of all the poor women the sewing machine was going to 
put out of work was enough to enrage people. 

sut Herrick was one who had the right stuff in him, 
and he stuck until he succeeded. ‘Pretty soft!” the 
salesmen of those days, in any line, would say of the 
hardware store selling job of today. 


He was busily engaged doing something back of the 
counter where I could not identify his occupation. After 
waiting a few minutes for him to favor me with a glance, 
| spoke to attract his attention. 

Flooie! He didn’t say a word, but evidently I was 
guilty of a faux pas or of some terrible social error. And 
I found him a hard bird to get any information out of. 
I didn’t really find out whether he was the boss of the 
joint or just a clerk. I know he wasn’t a salesman. 

I hadn’t thought of that incident for years until I was 
reading about the Chinese practice of ornamenting the 
roof or ridgepole of the house in many cases with a lit- 
tle plaster image supposed to bring happiness. Into the 
plaster of this image, while soft, they stick hundreds of 
needles, points outward, to keep the crows from destroy- 
ing it. That clerk was just as unapproachable as one of 
those needle-protected images. 

** OK *K 

To the young man who thinks he has learned the 
hardware business may be commended the reply of the 
president of Trinity College when a student just gradu- 
ated told him he had completed his education. “Indeed,” 
returned the president, “I am just beginning mine.” 

7K Kk 2 

The salesman was showing a farmer a sprayer and 
some potato spray to kill potato bugs. 

“How far will a five-pound box of that stuff go?” 
asked the farmer. 

“Why, I don’t know,’ 
a good ways.” 

‘Well, I'll see,” the customer decided after a moment. 
“T’ve got about ten rows of potatoes, probably seventy- 
five yards long, and I don’t know how much spray I'd 
need. Maybe I can find out from one of my neighbors 
before I come in again. There ain't any hurry.” 

The neighbor very likely said, “I got my spray at a 
different store and I just told the man how much I had 
planted to potatoes and he figured it right out for me 
how much stuff I’d need to spray ‘em. Why don’t you go 
there and get fixed out right?” 


’ 


was the reply. “It ought to go 


Some years ago I heard a man say, “When I was in 
Chicago I visited the establishment of Sears, Roebuck 
and Company. They have a man who they pay a good 
salary just to stand at the head of the stairs leading to 
the entrance, greeting people. And that man’s smile and 
handshake and general appearance are something won- 
derful. He makes you feel at home.” 

I don’t know whether that man is still shaking hands 


® 


for that concern, but I know that almost any hardware 

man can make such an impression upon a customer, up- 

on most customers, if he will try hard enough to do so. 
x *k * 

Can you explain the psychology of this? 

A merchant who was troubled by his salespeople com- 
ing in late in the morning decided to have each one who 
was late write out an explanation of the reason for the 
tardiness and hand it to the manager. Just as soon as 
this rule was put into effect tardiness decreased 8/14 
per cent! 

2K kK ok 

It is rather difficult for me to believe that Thomas 
Parr, an Englishman, lived to become one hundred and 
fifty-two years old; that he did not knock off work until 
he was a hundred and thirty. And they say that another 
Englishman, Henry Jenkins of Yorkshire, lived to be a 
hundred and sixty-nine and would have lived longer had 
not the king become interested in him and fed him too 
well. 

But I am interested if the thought that at least a 
reasonable longevity is possible for almost any man who 
will take care of himself. And, with nothing against the 
restaurant men or the grocers or butchers, | believe it 
is true that the most obvious evidence of our lack of in- 
telligence is not our inability to solve the liquor prohibi- 
tion problem, but our unwillingness to be temperate in 
our eating. We kéep on digging our graves with our 
teeth even after our teeth are worn out. 

k *k x 

“Yes, I have two men working for me,” said a hard- 
ware man the other day. “They are equally good, if 
good is the word. One can't hold himself down and the 
other can’t keep himself up, if you know what I mean.” 

I knew what he meant and I watched those two fellows 
after that. I saw that their boss was right. (ne was 
overdoing everything. He was always on the jump, but 
he jumped too far every time. The other was all the 
time sagging back until he was a drag on the business. 
Someone else must constantly be pulling him along. 
ought to be some way’ of getting a better division of 
effort between the two. 

k *k x 

I met a neighbor of mine coming home with a bundle 
under his arm. I made some rengark about it, just to 
be a little more friendly than a mere passing of the time 
of day. 

“Yes,” the man said, and he is a carpenter, “you don't 
see any nails sticking out of that package, do you? I've 
just been changing my hardware store. I’ve bought 
pretty nearly everything for years at Moran’s, but I 
never got a pound of nails there, or ten pounds, for that 
matter, that I didn’t carry the bundle home with the 
points of a lot of nails sticking out through the paper. 
Partly because they use too cheap bags and partly be- 
cause the clerk isn’t careful about putting them up.” 

“That’s a proper bundle you've got there,” | agreed. 

“It sure is. Every bundle I get at Berry's is put up 
right and it gets home in good shape. Berry uses bags 
and wrapping paper that is right for the job, and he 
ain't afraid to put an extra paper around a thing if it 
needs it. His salesmen always seem to have time to fix 
things up so they'll ride all the way.” 
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Government Suit Against California Retail 
Association Is Settled 


The government’s suit against the Cali- 
fornia Retail Hardware & Implement As- 
sociation, for alleged publication of “en- 
dorsed lists” of manufacturers and jobbers, 
has been ended by a consent decree issued 
by the United State District Court here. 
Under the terms of the court’s order the 
association and its members are enjoined 
from publishing “endorsed lists” or from 
any acts of a similar nature for the pur- 
pose of dissuading members from purchas- 
ing commodities from dealers engaged in 
interstate commerce. The court’s order 
does not mention intrastate commerce. 

No fine or money judgment is adjudged 
against the association or its members, and 
the court’s order does not interfere with 
the activities of the association in any way 
except in the matter of “endorsed lists.” 
The association had abandoned the pub- 
lication of these lists by express resolution 
passed at its last annual corivention, Feb. 
16 to 18, at Sacramento, Cal., as reported 
in Harpware AGE March 10, p. 78. 

In commenting on the court’s order, Le 
Roy Smith, secretary of the association, 
said: “We deem the final result quite 
satisfactory, as it does not require us to do 
anything more than we had voluntarily 
decided to do.” 

The suit was originally filed in the local 
United States District Court on Feb. 4 
last, by United States Attorney George J. 
Hatfield, acting for the Attorney General 
in Washington. The government charged 
the association with having conspired to 
violate the Sherman Anti-Trust law, and 
with having coerced and forced manufac- 
turers, jobbers and others to conduct their 
business in accordance with the defendant 
association’s dictation. At the time, Le 
Roy Smith, secretary of the association, 
refused to be quoted concerning the suit 











LeRoy Smith 
Secretary 


beyond saying that it was a friendly action 
to test a government order with which the 
hardware men had already agreed to com- 
ply. It was understood that the order Mr. 
Smith referred to called upon the associa- 
tion to cease and desist publishing its al- 
leged “endorsed list’ of manufacturers and 
jobbers. 

At the association’s convention later in 
February, at Sacramento, a resolution was 
passed at an executive session by which 
the association as a body indorsed the ac- 
tion of its secretary and executive com- 
mittee in withholding from publication, in 
the 1927 convention program, the list in 
question. At that time it was stated, and 
subsequently published in the March 10 
issue Of HARDWARE AGE, that the associa- 
tion would not contest the action that had 
been taken by the government. 





Marlborough-Blenheim to Be 

Headquarters for Joint Atlantic 

City Convention Opening Meet- 
ing Monday Night 


The 1927 joint convention of the 
American Hardware Manufacturer’s As- 
sociation and the National Hardware As- 
sociation will again have the Marlborough- 
Blenheim Hotel as official headquarters. 
D. A. Merriman, president of the manu- 
facturers’ organization, talking at the recent 
Memphis convention said this move unani- 
mously agreed upon was like returning 
home. 

It was also announced that the joint 
opening meeting will take place Monday 
night instead of Tuesday night, thus per- 
mitting regular sessions to begin Tuesday 
morning. 





D. W. King Resigns from The 
Remington Arms Co. 


D. W. King recently resigned as West- 
ern manager of the Remington Arms Co., 
New York City, and will devote his time 
to his rifle sight business and handle the 
Western territory for several factory lines. 





Mr. King has been in the West for 24 
years and has been with Remington for 
over 16 years. He is widely known as a 
marksman and also as the inventor of the 
King Triple Bead front sight. Several 
other models have been added until now the 
line is complete. 

Amer. Fork & Hoe Co. Issue 

Book on True Temper Tools 


The American Fork & Hoe Co., of 
Cleveland, Ohio, has issued an _ interest- 
ing book on True Temper Tools. It deals 
with what they are, who makes them, and 
how they can be used profitably. It is 
planned not as a substitute for the regu- 
lar catalog, but only as a supplement to it. 





Gunn Co. to Distribute for 
Hercules Powder Co. 


F. V. Gunn & Co. of Richmond, Va., 
well known distributers of naval stores, 
have been appointed distributers for the 
Hercules Powder Co., of Wilmington, Del. 
They will handle Hercules Steam-Distilled 
Wood Turpentine, Pine Oil and Wood 
Rosin in Richmond and vicinity. 
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DuPont De Nemours & Co. An- 


nounce Executive Changes 


E. I. DuPont de Nemours & Co., of 
Wilmington, Del., announce the appoint- 
ment of T. T. Toole as branch office man- 
ager in Chicago of the paint and varnish 
division. Mr. Toole has had a wide ex- 
perience in merchandising and in field and 
research sales work. For some years he 
was connected with prominent department 
stores, and afterward entered the employ 
of the National Cash Register Co., where 
his energies were devoted to systematizing 
the service, merchandising and accounting 
departments of the leading department 
stores in the country. The Chicago dis- 





T. T. Toole 


trict of the Paint and Varnish Division is 
one of the most important sections of the 
country in this phase of the DuPont busi- 
ness which includes the Middle Western 
States down to and including the northern 
part of Mississippi and Alabama and the 





B. A. Wilson 


western parts of Kentucky and Tennessee. 

He succeeds B. A. Wilson who has been 
sales manager at Chicago for four years 
and who is now transferred to Philadelphia 
as assistant to the general director of sales 
of the Paint and Varnish Division. 





Bookings of fabricated structural steel in 
April amounted to 207,646 tons, according 
to reports received by the Department of 
Commerce from 188 firms. This com- 
pares with 184,314 tons booked in March 
by 203 firms. 
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Lee Madden Elected V.-P. of 
Stover Mfg. & Eng. Co. 


At a recent annual election of officers of 
the Stover Manufacturing and Engine Co., 
Freeport, Ill., Lee Madden, recently sales 
manager, was elected vice-president and 
manager of sales. 





Lee Madden 


Mr. Madden brings to his new office 
years of experience in sales and a broad 
acquaintanceship throughout the United 
States and in many foreign lands. 

Other officers elected were: M. A. 
Steele, president and treasurer; Ralph D. 
Hubbart, vice-president; Roy Bennethumn, 
secretary; Joseph A. Rushton, assistant 
secretary, and J. M. Feeley, assistant treas- 
urer. 





Mrs. Wm. H. Hart Celebrates 
Ninetieth Birthday With Sons 


Mrs. William H. Hart, widow of the 
late William H. Hart, former president 
and one of the principal founders of 
Stanley Works, New Britain, Conn., cele- 
brated her ninetieth birthday on May 12 
with her five sons present. Mrs. Hart con- 
tinues to enjoy good health and her recent 
birthday was a joyous occasion for the 
family and friends. 

The sons are George P. Hart, former 
chairman of the board, Stanley Works; 
Howard Hart, Hart & Hutchinson; Max- 
well Hart, Hart & Cooley; Edward Hart, 
export manager, Stanley Works; and 
Walter H. Hart, vice-president in charge 
of production, Stanley Works, all of New 
Britain. 


ee 


Wilson K. Ray Promoted by Dept. 
of Commerce 


Wilson K. Ray, former chief of the 
hardware section, Iron and Steel Division, 
Department of Commerce, has been pro- 
moted to the position of assistant chief of 
the division. He was formerly connected 
in Pittsburgh with the Liberty Steel Prod- 
ucts Co., and the Lawry-Ray Co., steel 
broker, having been a member of the lat- 
ter firm. Mr. Ray was born at Pittsburgh 
ir 1893, and was educated in the publie 
schools of that city, Shadyside Academy 
and Princeton University, receiving the 
A. B. degree from the latter in 1915. From 





| chinery 
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1915 to 1917 he was engaged in the gen- 
eral insurance business in Pittsburgh and 
from 1917 to 1919 served with the Amer- 
ican Expeditionary Forces in France. Fol- 
lowing discharge from the army, he re- 
turned to Pittsburgh and was engaged in 
the sale of iron and steel products and 
railroad and construction supplies. He 
was appointed Assistant Trade Commis- 
sioner in August, 1923, and assigned to the 
Paris office. Returning to the United 
States, he was appointed, on Dec. 1, 1925, 
as special agent in the Industrial Ma- 
Division of the Department of 
Commerce and later made chief of the 
hardware section of the Iron and Steel 
Division. 





C. M. Bunnell Advanced by 
Pyrene Mfg. Co. 


C. M. Bunnell, general manager of chain 
sales for the Pyrene Mfg. Co. of Newark, 
N. J., has been appointed assistant to the 
president. He assumes these duties in 
addition to his supervision of sales. 





C. M. Bunnell 


Mr. Bunnell is the company’s representa- 
tive member in the Automotive Equipment 
Association and the National Standard 
Parts Association and will attend the an- 
nual convention of the former in June at 
Portland, Ore. 


Salt Lake Hardware Co. Buys 
The Northrop Hardware Co. 


The Salt Lake Hardware Co., one of 
the West's large wholesale hardware 
houses, has purchased the Northrop Hard- 
ware Co. of Boise, Idaho. The Northrop 
Co. was established in 1903 and succeeded 
the firm of Coffin and Northrop. The 
Salt Lake Co. has operated a_ branch 
warehouse at Pocatello, Idaho, and the 
acquisition of this company provides an- 
other distributing house in Western Idaho. 

W. M. and C. J. Northrop have severed 
their connections with the company, but 
otherwise the organization will continue 
identically as in the past as the Northrop 
Hardware Co. | 
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Isaac Black, General Manager of 
Russell & Erwin Division 


George T. Kimball, president of the 
American Hardware Corporation, New 
Britain, Conn., has announced the ap- 


pointment of Isaac Black as general man- 
ager of the Russell & Erwin Division, a 





Isaac Black 


position made vacant by the death of 
Benjamin A. Hawley. Mr. Black has been 
general sales manager of the division for 
10 years. 

Isaac Black was born in Milwaukee, 
Wis., but spent his early years in St. Paul, 
Minn. When he was 15 years of age, he 
entered the employ of Marshall Wells 
Hardware Co. in the wholesale house at 
Duluth, Minn., in the capacity of stock 
clerk. 

In 1901 he joined the Kelly-Howe- 
Thompson Co. of Duluth, Minn., as a 
traveling salesman. He was later made 
buyer of the builders’ hardware and _ tool 
department for the same concern. 

On April 15, 1917, he came to New 
Britain to assume the position of general 
sales manager of the Russell & Erwin Di- 
vision. 


ny 


Amar. Peis & Hee Co. Exhibit 
at the Memphis Convention 


During the convention of the Southern 
Hardware Jobbers and American Hard- 
ware Manufactirers at Memphis, Tenn., 
the Southern Works of the American Fork 
& Hoe Co., located in that city, staged a 
comprehensive exhibit of farm, garden and 
other tools, as well as athletic goods manu- 
factured by the factories of the company 
throughout the country. Many of the job- 


| bers and manufacturers accepted the in- 


vitation to visit the Memphis plant on W. 
Colorado Street and see the display. Visi- 
tors were welcomed by officers of the com- 
pany including: G. B. Durell, president and 
general manager; Winthrop Withington, 
vice-president and manufacturing director ; 
C. H. Wagner, sales manager; A. W. 
Ferguson, treasurer, all from the general 
offices in Cleveland, Ohio; T. T. Hitch, 
vice-president and manager of the Fort 
Madison, Iowa Works; A. FE. Huntly, 
manager, Southern Works, Memphis, and 
H. F. Schwenck the superintendent of the 
plant. 
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At the regular monthly meeting of the 
Nutmeggers held at the Burritt Hotel, New 


3ritain, Conn., on May 11, it was decided | 


to abandon the plan to incorporate under 
the laws of the State of Connecticut. 


bers not to loose sight of the importance 
f the employment bureau. 


«) 
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Nutmeggers Will Not Incorporate 


Summer Outing Is Planned 





there are great possibilities for the right 
kind and type of house but the supply 


house must have the wholehearted coopera- 


ee ‘ : tion of the manufacturer. 
President Linford C. White of the Stand- | 


ard Tool Co., presided and urged the mem- | 


The Eagle Picher Lead Co. presented an _ 


educational moving picture entitled, “Pigs 
of Lead.” Nutmegger Ed. Jameson of 
that company explained some of the fea- 


tures of lead making and presented samples | 


for inspection. 
of the Pike Mfg. Co., Pike, N. 
introduced by Nutmegger G. L. Cobleigh, 
representative of that company in Conn. 
Mr. Knight told of the founding of the 


H. Knight, sales manager | 
H., was | 


Pike Co., one hundred and four years ago. | 


making at that time, one sjngle 
of stone. 
items in the abrasive line. He told 
very interesting way how stones were made 
and presented samples of raw materia! as 
taken from the ground, explained how they 
were fabricated into useful 
stones for all kinds of edge tools from the 
axe to the very fine razor blade. 
Walter Peacock of the E. S. Stacy Sup- 
ply Co., Springfield, Mass., was the next 
speaker. He spoke on “Factory Supplies” 
and his talk was very much appreciated 
by all present. He urged the dealers to 
take up their problems with the manufac- 
turers whose lines he handles and have an 
understanding as to price situations, etc. 
Mr. Peacock advocated that the dealers 
carry a representative stock of material, 
not to overload, but at the same time, have 
enough stock on hand to render service. 
He predicted a wonderful future ahead for 


the factory supply house and said _ that 


sharpening | 





item | 
Now they made 1200 different | 
in a | 


It was decided to hold a summer outing 





E. C. Sullivan 


in the second week of July with the Con- 
necticut Hardware Association, of which 
F. T. Blish is president. The outing will 
be held at either Double Beach or Lake 
Compounce. Plans call for water and field 
sports, a baseball game and a dinner in 
the evening. Al Cornell, past president of 
the Metropolitan Hardware Association, 
has been selected as one of the speakers. 

A rising vote of thanks was extended to 
the speakers, after which Harold F. Sulli- 
van of A. G. Spalding & Sons, was 
appointed speaker for the June 8 meeting 
His topic will be “Sporting Supplies.” 





A. E. Duncan With Stanley Works 


Forty-seven Years 


On May 4 A. E. Duncan, New York 
manager for Stanley Works, New Britain, 
Conn., celebrated his forty-seventh anni- 
versary with that company... Mr. Duncan's 
headquarters are at 100 Lafayette Street, 
New York City. 


—— 


New Building Dedicated by 
Landers, Frary & Clark 


A social affair, the magnitude of which 
has never before been attempted in New 
Britain, was successfully achieved by 
Landers, Frary & Clark at the dedication, 
on May 11, of their new building, Center 
and E. Main Streets, New Britain, Conn. 

Six thousand guests were entertained in 
the $400,000 building with vaudeville acts, 
jazz bands, dancing and refreshments. 

The starter of the “housewarming” was 





a dinner of the 25 Year Club, at which the 
141 members and honored guests. welcomed 
14 new members. 
being equipped to manufacture small elec- | 
trical appliances. 


C. -E.:Mountford Moves to 30-32 
Sullivan St., New York City 


C. E. Mountford, manufacturer 
Kroblak Resistors, has moved into new 
quarters at 30-32 Sullivan Street, New 
York City. The floor space is much larger 
and the plant has been equipped with the 
most modern time saving and cost reduc- 
ing machinery. 


of 


J. P. Carney Relinquishes His 
Florence Stove Co. Stock 


Joseph P. Carney, treasurer and ma- 
jority stock onwer of the Florence Stove 
Co., Gardner, Mass., has disposed of his 
interest in the company to Boston bankers. 
He has been treasurer and active head of 
the company since 1923. 


R. T. Kent, General Manager of 
Bridgeport Brass Co. 


Robert T. Kent, until recently superin- 
tendent of prison industries, State of New 


The new building is now | York, has been appointed to the position 


of general manager of the Bridgeport 


| Brass Co., Bridgeport, Conn. 
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Pres. A. W. Hawkes Denies 
Congoleum Merger Report 


A. W. Hawkes, president of Congo- 
leum-Nairn, Inc., Philadelphia, Pa., denies 
the report that negotiations are under way 
for a consolidation with the Certain-teed 
Products Corp. and the Glidden Co. “The 
officers and directors of this company,” he 
said, “have no knowledge as to who is re- 
sponsible for these rumors, but desire to 
answer them once and for all by repeating 
my statement, which was published in the 
press under the date of April 27. 

“A. W. Hawkes, president of Congo- 
leum-Nairn, Inc., states neither the officials 
nor the directors of Congoleum-Nairn, Inc., 
have considered a merger of any kind with 
Certain-teed Products Corp. or with any 
other corporations, and no merger of any 
kind is in contemplation. 

“In our opinion, Congoleum-Nairn would 
have nothing to gain by a consolidation. 
Therefore we wish to assure stockholders 
that there is no possibility of such a con- 
solidation, and we shall continue to direct 
our business in the interest of our custom- 
ers and the trade.” 


Perth Amboy Dealer Hurt in 
Automobile Smash 


Ingfred T. Madsen, president and treas- 
urer of the Perth Amboy Hardware Co., 
and Daniel Murphy of the Parlin office of 
DuPont Co., were seriously injured re- 
cently in a bad auto accident. The car 
with Mr. Madsen at the wheel skidded on 
the wet road and swerved into a tree. Both 
men were taken to the Muhlenberg Hos- 
pital in Plainfield, N. J. Mr. Madsen is 
thought to have sustained a fractured pel- 
vis and severe lacerations from the flying 
glass, While Mr. Murphy has a punctured 
bladder, broken arm and probable other 
internal injuries. 


Allen’s Fortieth Anniversary 


The W. D. Allen Manufacturing Co., 
Chicago, is celebrating its fortieth anni- 
versary this year. Started in 1887 by 
William D. Allen and Edward H. Pease 
as a sales agency for Hoyt leather belting, 
the company two years later added a line 
of mechanical rubber goods. 

The firm occupied its original quarters, 
gradually acquiring additional space in 
the building for 30 years and then moved 
to its present location at 566 West Lake 
Street.. In 1897 the brass manufacturing 
business of E. B. Preston & Co. was pur- 
chased and the manufacture commenced of 
a complete line of lawn sprinklers, hose 
couplings, clamps, fire protection equip- 
ment, bearing bronze and other brass 
products. 

In 1918 the company built its own brass 
foundry at 5658 Roosevelt Road and has 
continued its operation ever since. 


The Mill Rose Co. Has Moved 


The Mill-Rose Co., manufacturer of 
brushes, announce the removal of its offices, 
factory, and warehouse to 2498-2502 East 
Seventy-ninth Street, Cleveland, Ohio. 
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Harry H. Beers Passes On 
Was Veteran of Old Guard 


Harry H. Beers, who departed this life 
May 15, 1927, at his home in Richmond, 
Va., at the age of 86 years, was, up to the 
time of his retirement from active business 
in 1915, one of the most widely known 
hardware salesmen in the Southern States. 

He was a soldier in the Confederate Army, 
having enlisted in the Stonewall Bri- 








Harry H. Beers 
A Few Years Ago When in His Prime’ 


gade under General Stonewall Jackson. At 
the close of the war he went to New York 
and his first position was with a hardware 
firm on Barclay Street, New York City, 
Chicester & Company. Later he traveled 
as salesman for Beam & Murray, large im- 
porters of New York, and his customers 
were the jobbers in the great undeveloped 
empire lying between the Allegheny and 
Rocky Mountains, and the great Lakes and 
the Rio Grande. Still later he represented 
Wiebusch & Hilger, Ltd., in the Southern 
States and about the year 1890 he became 
a manufacturer’s agent representing many 
standard factories. After a few years he 
formed a partnership with Guy Mitchell of 
Atlanta, and traded under the firm name of 
Beers and Mitchell, until his retirement in 
1915. They commanded a strong follow- 
ing among the hardware jobbers of the 
South. 

Harry Beers, as he was called by an 
army of friends, was a man of most unique 
personality, and his entré into any company 
immediately made him the center of at- 
traction, and because of his genial dis- 
position, soon made friends with all those 
with whom he came in contact. 

When the Southern Hardware Jobbers 
Association was formed, Mr. Beers was 
made sergeant-at-arms and continued to 
serve them in that capacity with diligence 
and efficiency as long as his health would 
permit. He was hpnored by them with 
the appointment of sergeant-at-arms for 
life. 

When Fred M. Huggins organized the 
Old Guard, he selected Harry Beers as 
his first president, recognizing him as the 
dean of the hardware salesmen in the 
South. He served as its first president and 
was chairman of the advisory board to 
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the time of his death, being deeply inter- 
ested in the welfare of the association and 
was its old Nestor. 

He was a man of integrity, without a 
superior as a salesman, and by wise invest- 
ments was able to retire with a competency 
and provide handsomely for his children. 


Geuder, Paeschke & Frey Issue 
Shipping Container Pamphlet 
Gueder, Paeschke & Frey, Milwaukee, 

Wis., have just published an interesting 
pamphlet on shipping container use and 
construction that will be of interest to 
shippers of paints, lacquers, varnishes, 
pastes, and food products. The pamphlet 
shows the varying treatment containers re- 
ceive while in shipment and how contain- 
ers should be constructed and designed to 
best protect the contents. 

Especial 
type inside finish to prevent a chemical 
reaction between the metal of the can and 
cellulose products such as lacquers. The 
company will send a copy of this pam- 
phlet to interested parties on request. 


Tenk Hardware Co. Issue 
General Catalog No. 27 


The Tenk Hardware Co. of Quincy, IIL., 
has just issued its General Catalog No. 27. 
It is a large, interesting catalog and is 
profusely illustrated. The Tenk Co. oc- 
cupies a large building in Quincy and has 
always kept apace with the changes in the 
buisiness trends since its founding, over 
60 years ago. 

Among the many articles which are fea- 
tured will be found tools, locks, electrical! 
appliances, lanterns, stoves, toys, auto 
supplies and athletic goods. 


Dallas Dealers Form the “Dallas 
Retail Hardware Association” 


The retail hardware dealers of Dallas, 
Tex., have formed the Dallas. Retail 
Hardware Association. They will meet 
every two weeks in the stores of the mem- 
bers, thus giving each member an oppor- 
tunity to get acquainted with the stores 
of other members. The first meeting was 
held at the Bel-Vick Hardware Co. 

The following officers were elected: 
President, J. H. Brower, 831 Exposition 
Avenue; vice-president, R. H. Lindop, 
5507 East Grand Avenue; secretary-treas- 
urer, C. B. Knighten, 1909 Greenville 
Avenue. 


Hamp Williams Will Build 
a Theater in Hot Springs 


Hamp Williams, former N. R. H. A. 
president, of Hot Springs, Ark., heads a 
corporation to buy and sell, lease and oper- 
ate theaters. It is planned to build a $25,- 
000 theater, seating 1000 people, in South 
Hot Springs. Mr. Williams, as all hard- 
ware men know, is a prominent business 
man in Hot Springs, being interested in a 
hardware business, an automobile agency 
and a clothing store. Not very long ago 
he established a bank and now the theater 
is his latest venture. 








attention is given to proper | 
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William Sills Wright Dies— 
Thrice N. H. A. President 


William Sills Wright, chairman of the 
board of directors and one of the founders 
of the wholesale firm of Wright & Wil- 
helmy Co., Omaha, Neb., died at San 
Diego, Cal., on Monday, May 16, 1927. 





William Sills Wright 


Mr. Wright was born in 1885 at Pacific, 
Wis., but spent his early years at Portage, 
Wis. Upon reaching the age of 16, he left 
school and endeavored to support his 
mother and two sisters, by learning the 
tinsmith — trade. He later joined the 
Strong-Hackett Hardware Co. as a sales- 
man. He continued in the hardware busi- 
ness up to 1902, when the wholesale hard- 
ware firm of Wright & Wilhelmy Co. was 
established. 

Mr. Wright was one of the organizers 
of the National Hardware Association and 
was honored by that organization by being 
the only man to be elected three times the 
president. He was the charter 
members of the Omaha Loan and Building 
Ass@ciation and an active member of the 
Omaha Commercial Club. Shortly after 
his physical breakdown in 1918, he was 
called to Washington as a dollar-a-year 
man to supervise the government pur- 
chases of hardware, but his health did not 
permit him to accept. He is survived by a 
sister, two daughters and a son. 


one of 


Miss M. W. Webber Retires After 


“40 Years of Hardware” 


The hardware firm of Decatur & Hop- 
kins Co. of Boston, Mass., recently retired 
on full pay Miss M. W. Webber, who had 
been with them for forty years. Miss 
Webber was the first stenographer em- 
ployed, and during the last few years she 
has been doing cost work. Before she of- 
ficially retired Miss Webber was presented 
with forty roses, a gift of the purchasing 
department. She is a woman of rare busi- 
ness ability, and now that her working 
days are over, plans to spend the next few 
years in travel. 
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Hosiery Firm Fights Municipal Tax On Outside Salesmen. 
Proposed Foreign Investigation on Aluminum 


Co. Probably Abandoned 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


AXES upon salesmen representing manufacturers were the subject 
of a recent argument heard before the Supreme Court of the United 


States. 


apolis, Ind., against the city of Piedmont, Cal. 


The case was that of the Real Silk Hosiery Mills, Indian- 


The Indianapolis manu- 


facturers attacked an ordinance of Piedmont requiring the payment of a 
tax from “outside” salesmen doing business with residents of that place. 
The tax includes a registration fee of $1 and a license charge of $1 a year. 
ISminent counsel took part in the case, indicating that the principle is 1m- 
portant even though the taxes involved may be trifling. The point that 
was emphasized concerned the right of a municipality to restrain interstate 


commerce, according to counsel for the manufacturers. 
The old system of taxing salesmen from out- 


that is the effect of the tax. 


side concerns has almost passed in the United States. 


They contended 


The Commercial 


Travelers’ Association instituted a fight against the tax existing 40 years or 


so ago in the District of Columbia and won their point. 


From then on 


States which had such laws repealed them one after another. No State in 
the Union today imposes a greater tax upon a “foreign” salesman than it 


does upon its own citizens. 


The California case, however, is some- 
what different than the old system because 
the representatives of the Indianapolis mill 
sell directly to users while ordinarily the 
salesmen represent manufacturers and sell 
to customers so that one is a retail and the 
other a wholesale transaction. In_ the 
former case the salesman is held to be 
competing directly with the Piedmont re- 
tailers while in the latter case the sales- 
men takes orders from retailers. 

Decision of the majority of the Federal 
Trade Commission to send one of its at- 
torneys, Mr. Whitely, to England and 
France, in an effort to get evidence from 
witnesses in the Aluminum Co. of America 
case, has brought forth a ringing dissent 
from Commissioner William E. Humphrey. 
He brands the proposed trip as a mere 
junket. It would set a bad precedent, he 
contends, and in no uncertain terms he says 
the majority has given authorization for 
something which the Commission does not 
have the power to do. Moveover, he says 
the purpose of the trip is “somewhat hazy 
and indefinite.”” It is not to take testimony, 
savs Mr. Humphrey, but presumably to 
make inquiry to see if certain information 
can be secured that will serve as the basis 
for certain interrogatories hereafter to be 
propounded to possible witnesses, Mr. 
Humphrey claims that it has been prac- 
tically conceded that the witnesses would 
not yield any evidence even if they were 
found, that they could not be forced to do 
so, and most important of all, that the in- 
formation desired already is in the files of 
the Commission. Going still further, Mr. 
Humphrey maintains that it is seriously 
doubtful that such evidence, even if ob- 
tained, would be competent. To permit the 
junket, he said, will set a precedent which 
would allow the Commission and its em- 
ployees to make junkets to the uttermost 
parts of the earth “upon any pretext, justi- 
hed or otherwise, at public expense.” 

“As there is no possible way to secure 
information by Attorney Whitely on this 


trip that will be of any use in this case, it 
is easy to understand why the majority 
sent him upon this obscure and uncertain 
fishing expedition without line, without 
sinker, without hook or bait, for he does 
not know what he wishes to catch—and if 
he catches it he will have to turn it loose,” 
said Mr. Humphrey. He charges, the only 
purpose is to give Mr. Whitely a trip to 
kurope, which he contends was deliber- 
ately worked out by the attorneys handling 
the case for the Commission. If the case 
is taken up with Comptroller McCarl, there 
seems to be a strong chance that the trip 
will never be made. 

Metal buttons and badges prescribed for 
use by the officers and men of the army, 
navy and marine corps are properly duti- 
able at 45 per cent as metal buttons em- 
bossed with a design and the badges as 
articles of metal at 60 per cent if plated 
and at 40 per cent if not plated, according 
to an opinion recently handed down by the 
United States Court of Customs Appeals. 
It affirmed the decision of the United States 
Customs Court which upheld the protest 
of the importers. The buttons and badges 
had been assessed at 80 per cent as articles 
designed to be worn on or attached to the 
person. 

Another decision of the United States 
Court of Customs Appeals reversed the 
United States Customs Court which had 
sustained a protest of importers that key 
chains were properly dutiable at 4 cents 
per pound and not at 80 per cent as chains 
designed to be worn on the person, the 
duty assessed and sustained by the Court 
of Customs Appeals. 


An interesting address on “Simplification 
and Standardization and How They Ben- 
efit the Ultimate Consumer” was made by 
C. EK. Skinner, chairman of the American 
Kngineering Standards Committee, before 
the recent Pan American Standardization 
conference here. It treated of the subject 





from an angle not ordinarily considered, 
the benefit inuring to the consumer. 

“So far as the ultimate consumer is con- 
cerned, simplification and standardization 
can be considered as one, since both are 
aimed at the elimination of waste from the 
beginning of the manufacturing process 
through the distribution and the final use 
by the ultimate consumer,” said Mr. Skin- 
ner. He pointed out that at the present time 
the organization of the International 
Standards Association to consider the har- 
monizing of the standards of various na- 
tions in all lines of industrial effort is un- 
der consideration. The work of such an 
association, it was maintained, cannot but 
be of vast benefit to consumer countries, 
such as those of South America. 


Behold, the agricultural probfém has 
been solved! And in such a simple way. 
The American people have been consum- 
mately stupid in groping for a solution for 
this perplexing problem. But Senator 
Howell, Nebraska insurgent, Republican, 
has found the key that opened the secret. 
Thus, Ali Baba and the open sesame are 
modernized. It must be admitted it is an 
old bogey, but coming at this time when 
politics begin to boil, it looks brand new, 
and it is supposedly the key to a danger- 
ous subject. 

Merely by placing iron and steel on the 
free list the agricultural problem appar- 
ently would be solved. The Senator, any- 
how, made the suggestion that this be done, 
and sent it along to William Hirth, chair- 
man of the agricultural conference meet- 
ing in Des Moines, lowa. There are many 
iron and steel products and their manu- 
factures, such as agricultural implements, 
now on the free list, placed there as pap 
to the farmer. He needs help of some 
kind but not that kind of help because it 
has not done him any good. Even barbed 
wire is on the free list, despite the fact 
that it costs just as much to make barbed 
wire as it does to make other kinds of 
wire not used by the farmer and which 
are made dutiable. By some politicians the 
Howell “bombshell” means a split among 
the Republicans on the tariff, and that it 
will be thrown into the next Congress much 
to the elation of the Democratic party. In 
polite language that may be put down as 
folderol. Mr. Howell may be making po- 
litical hay for himself but he will hardly 
be taken so seriously that his suggestion 
will be made the opening wedge for a 
knock-down-and-drag-out tariff fight. The 
administration is known to be opposed to 
revision of the tariff at the next session of 
Congress, and it is a good bet that its 
views will prevail. Mr. Howell made one 
concession as to the effect of free listing 
iron and steel. He said it would hurt steel 
mill workers here, but he dispored of this 
by saying they represent only 3.5 per cent 
of the population while the farmers rep- 
resent 25 per cent of the population. 
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Staple Hardware Continues Active— 
Collections Are Somewhat Improved 


—Warm Weather Will Help Trade 


provement in the majority of important market centers. West- 


D ISTRIBUTORS of hardware and kindred lines report a little im- 


ern jobbers appear busier on spring lines than those in the 
East. Unseasonal weather has been the restricting factor on spring 


lines. 


Staple hardware continues to enjoy a consistent call and collections 


are showing some improvement. 
pected. 
practically all markets. 


No shortages are reported or ex- 
Stocks generally are considered healthy. Prices are firm in 


Warmer weather will quickly stimulate a heavy trade on spring lines 
in all sections of the country. At the present time lawn mowers, grass 
catchers, lawn rollers and such items are on the active list of spring 
goods, they being particularly useful when heavy rains cause grass to 


grow. 


Crop Outlook Is Good for 


Northwest Country 


With the new crops showing green 
in the fields, there is a steadily increas- 
ing feeling of optimism and hope for a 
real crop in the Northwest tributary to 
the Twin Cities. The rapid spread of 
diversification and dairying in the Da- 
kotas and Minnesota is sure to add rev- 
enue to this section. 

Conditions are right for a return of 
the usual steady prosperity which this 
section has enjoyed in the past. Mer- 
chandisers in all lines seem to feel en- 
couraged over the outlook. 

Collections are keeping pace with 
records of previous years, and prices 
are firm. 


U. S. Building Costs Con- 
tinue Higher Than Last Year 


Construction costs continue to hold 
a position higher than they reached at 
any time last year. Neither the aver- 
age of wages paid nor the prices of 
major construction materials varied 
sufficiently during April to change the 
total costs, according to statistics com- 
piled by the Associated General Con- 
tractors of America and announced in 
Washington, D. C., on April 19. 

April was the third successive month 
to pass without a change in the aver- 
age wage and the second during which 
material prices failed to show percep- 
tible fluctuations. 

The level held by construction costs 
last month was above the mark regis- 
tered for April, 1926. A scale which 








— — 


places the 1913 average at 100 as its 


basis shows that costs last month occu- 
pied the 201 level. The highest plane 
reached last year was 199, touched in 
May. April figures for recent years 
are: 1924, 201; 1925, 200; 1926, 198. 

The average of prices commanded by 
construction materials during March 
and April was the highest recorded 
since July, 1925. In only one month— 
May, 1926—has the wage average been 
higher during recent years than it has 
been since last January. 


Trade Pace Is Brisk, 


Colonel Ayres Declares 


“The condition of general business 
during the first quarter of 1927 has 
been about as good as it was in the 
first quarter of 1926, and this means 
that it has been on a distinctly high 
level,” says Col. Leonard P. Ayres, vice- 
president of the Cleveland Trust Co., 
and one of the country’s foremost sta- 
tistical authorities. 





“Industrial production,’ he adds, | 


“reduced to a per capita basis, has been 
at almost the same level so far this 
year as it was in the opening months 


of last year. The goods produced have | 


been moving steadily from producers to 
consumers, as is indicated by the fact 
that car loadings on the railroads have 
been rather higher than they were in 
1926. The figures for bank debits have 
been higher this year than they were 
a year ago, and this tends to indicate 
that goods and services have been paid 
for about as promptly in 1927 as they 
were in the first quarter of 1926. 





o> 


“A brief summary of the comparison 
of general business conditions so far 
this year with those of the correspond- 
ing months of 1926 may be made in the 
statement that industrial production 
has gone forward in about equal vol- 
ume, commodity prices have been gen- 
erally lower, credit conditions have 
been even easier, security prices have 
been higher, and business competition 
has been more severe, as is indicatd 
by an increase in commercial failures. 
In considering these statements, it 
should be remembered that the basis 
of comparison is a hard one, for the 
first quarter of 1926 was a period of 
exceptional industrial activity and gen- 
eral business prosperity. 

“It now seems likely that it will be 
possible nine months from now to make 
comparisons between business condi- 
tions covering the entire years of 1927 
and 1926 that will not be very different 
from those that we can now make be- 
tween the two first quarters. In some 
important respects the outlook now is 
less favorable than it was one year ago. 
At that time the agricultural situation 
was not good, but now it is still worse. 
A year ago the volume of new build- 
ing construction was still vigorous- 
ly rising, but now it appears rather 
definitely to be past its peak and slowly 
declining. Last spring the output of 
new automobiles was at high levels, 
while the current production is distinct- 
ly less. 

“The security markets reflect this 
general business situation. Bond prices 
are still advancing under the influence 
of low interest rates, generally good 
conditions of corporate finances, and a 
steady shrinkage of available real es- 
tate mortgages. Stock price movements 
are selectively active with the market 
quotations for the shares of the best 
intrenched and most efficient companies 
still advancing, while those of many 
less fortunate companies are moving 
sideways or slowly declining. For the 
first time in five years, the month of 
March has come to a close without a 
major decline in the stock market.” 


Tarred Felt Paper Higher in 
Boston Market 


Boston jobbers have advanced tarred 
felt paper $1 a ton, and have made 
quite a reduction in quotations on sheet 
zine. Prices otherwise show few if any 
important changes. It is intimated 
that automobile tires will be higher 
shortly, but nobody appears to have 
anything definite on the subject. 
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HUNTING COATS, PANTS AND CANVAS ver, $60 per doz. 





Additional Market Changes Reported by Chicago Jobbers 


SHEET ZINC. The market is somewhat firmer. GUN COVERS have declined approximately 10 
Plain No. 9, 36 by 84 inches, 100 pound casks, 14'%c. per cent. 
per pound; nickel plated, No. 7, 32 by 54 inches, in GILLETTE SAFETY RAZORS. Slightly re- 
rolls, 26c, per pound. duced prices have been announced on some numbers, 
CHILLED AND BUCK SHOT are now quoted as follows: New Standard, silver, $33 per doz.; Big 
at 25 pound bags, $2.85; 5 pound bags, 65c. Fellow, gold, $33 per doz.; Aristocrat, gold, $44 per 


doz.; Liberty, gold, $60 per doz., and Traveler, sil- 











(Chicago office of HARDWARE AGE) 

ITH more favorable weather conditions there has been a 

noticeable expansion in the hardware trade during the past 

week. Seasonal merchandise is moving in a very. satisfac- 
tory volume, although local conditions in various sections are still 
causing some irregularity. In spite of the many handicaps of ex- 
cessive rains and cold weather, farm work is now progressing nicely 
and the general crop outlook seems to be one of optimism. 

The recession in the steel industry in the Chicago area continues, 
although operations are still maintained at a relatively high per- 
centage of capacity. Specifications and shipments are about even. 
Makers of steel sheets have advanced prices $2 per ton, but this 
advance has not been reflected by the distributors as yet. Damage 
to the railroads by the southern floods has caused an increase in 
railroad buying of rails, spikes, bolts and plates for repair work. 
The continued building activity is also holding up the demand for 
structural steel. 

Due to a price war which has developed among the manufacturers 
of rubber covered wire, prices have been cut drastically. The de- 
cidedly unfavorable conditions in the South have caused cotton to 
advance, and this in turn has been reflected by a 2 cent per pound 
raise in jobbers’ prices on sash cord. Other hardware prices are 
unchanged, although the general tone is somewhat firmer. 


AUTOMOBILE ACCESSORIES.—Sum- Official League balls, $8.90 dozen: 


mer and vacation specialties are mov- Slugger bats, $16.29 dozen. 
i 4 ND N — continues 
ing freely and steadily now. However, BOLTS AND NUTS.—There 


, to be a heavy demand. 
staples are a little slow. . y : 
We quote from jobbers’ stocks, 





cok ieee from jobbers’ stocks, f.o.b. Chicago: Carriage bolts, cut 

= hi ' thread, 60 per cent discount; small 
_ Spark Plugs.—Splitdorf, for Fords, carriage bolts, rolled thread, 60-10 
oC, —: aggre or. ‘ each; ¢ —_. per cent discount; machine bolts, cut 
pion A, 4oc. Snes s 1ampion ue thread, 60 per cent discount: small 
Box line, are each; A. C., 538e, each; machine bolts, rolled thread, 60-10 
— a 50e.; A. C., Special Ford, per cent discount; all stove bolts, 75- 
—— Se . ' 10 per cent discount; lag screws, 60 
yl ee —Appleton, No. 3280, per cent discount. 

v0 acn, 

Chains.—Non-skid, dozen pair lots, BUILDERS’ HARDWARE. — Jobbers’ 
ef en Toy No. 21 prices have not yet been advanced fol- 
$1.30 each. lowing the recent manufacturers’ raise, 
ne Rose, 1% in. cylinder, but will be shortly. 

Tires and Tubes.—30 x 3% over- We quote from jobbers’ stocks, 
size cord tires, $8.75 each: regular f.o.b. Chicago: 3% x 3% steel butts, 
cord, $6.60 each; gray inner tubes, old copper and dull brass finish, 
30 x 3%, $1.24 each; red inner tubes, $1.80 per doz. pair, case lots—less 
30 x 3%, $1.45 each. quantities, 12c. per doz. pair higher; 

BASEBALL GOODS.—There is a con- | AA Mpsltstgy gi copbegsand, dl 

tinuance of the large and active de- heavy steel bevel inside sets, $4.60 
£ 

mand per doz. sets; steel bit-keyed front 

y door sets, $1.35 per set; wrought 

We quote from jobbers’ stocks, brass bit-keyed front door sets, $2.40 
f.o.b. Chicago: Goldsmith Official per set; cylinder front door sets, 


League Balls, $15 dozen; Special $5.50 per set. 








CHAIN.—Sales are very good. No 
change in prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % inch proof coil 
chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains, 50-10 per 
cent discount. No. 00- -41% electric 
welded cow ties, $2.75 per dozen. 


COPPER RIVETS AND BURRS.— 
Prices are unchanged and the demand 
is heavy. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


EAVES TROUGH, PIPE, ETC.—The 
demand holds up unusually well. Prices 
are unchanged and firm. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: 28 gage single bead 
lap joint gutter, 5-in., $4.50 per 100 
ft.; corrugated conductor pipe, 3-in., 
$4.80 per 100 ft.; plain ridge roll, 
1%-in., $3.65 per 100 ft.; corrugated 
-conductor elbows, 3-in., $1.51 doz. 


ELECTRICAL MERCHANDISE.—Rub- 
ber covered wire has dropped again as 
a result of a price war between manu- 
facturers brought on by over-produc- 
tion. Jobbers believe the situation only 
temporary. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Electrical Merchandise.— No. 14 
rubber covered wire, $6.25 per 1000 
ft.: in 1000 ft. lots, $5.75; No, 18 lamp 
cords, $12.50 per 1000 ft.; in 1000 ft. 
lots, $12; %-in., brush brass key 
sockets, 15%c. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7%c. each; 
dry cells, boxes of 50, 32%c. each; 
less than case lots, 36c. each. 

Radio Supplies. —Radio B batteries, 
No. 766, $1.40 each; No. 776, pack- 
ages of 10, $1.30; No. 767, $2. 62 each; 
No. 767, packages of 5, $2.44 each: 
No, 770, $3.40 each; No. 770, pack- 
ages of 5, $3.17; No. i $2.62 each; 
packages of 5, $2.44; No. 486, $3.58 
each; No. 486, packages of 5, $3.33. 

Battery Chargers.—Apco line, lots 
of less than 10, $13,50 each. 


FIELD AND POULTRY FENCE.— 
Sales continue very active, though the 
spring rush is nearly over. Prices are 
firm and unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 726-6-12%, $28.68 per 
100 rods; 1948-14%, $43.62 per 100 
rods; 2158-6-14%, $49.98 per 100 rods. 

FILES.—Sales are very satisfactory 
and prices are firm. 

We quote from jobbers’ stocks, 
f.o.b, Chicago: American files, 60-10 
per cent off list; Nicholson files, 50 
per cent off list; Black Diamond files, 
50 per cent off list. 
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FISHING TACKLE.—There is a steady 
increase in the already heavy demand 


as the real fishing season approaches. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2.25 
each; Chicago level winding reel, 
$2.00 each; Symploreel No. 752, $4.90 
each; South Bend Bass-Orenos, $8.00 
doz.; Heddon’s Ziz-Wag, $10.00 doz.; 
high grade silk casting line, $1.40 per 
100 yds. 


GALVANIZED WARE.—tThere is a fine 
volume of tub and pail sales, resulting 
from manufacturers maintaining their 
price advances, with distributors’ prices 
unchanged as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made ant No. 1, $6.00; No. 2, 
$6.85; No $8.00; 10 qt. galvanized 
after-made "pails, $2. 12; 12 at., $2.33: 
14 qt., $2.60. One gal. all galvanized 
oil cans, $2.75 doz.; 2 gal., $4 doz.: 3 
gal., $6.00 doz.: 5 gal., $7.00 doz.; 1 
bu, galvanized baskets, $6.20 doz.; 
No. 26% bu. bailed galvanized meas- 
ures, $4.50. 


GARDEN HOSE AND LAWN 
SPRINKLERS.—The demand is some- 
what improved and with a little more 
favorable weather should be very good 
during the rest of May and June. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Garden hose, good 
quality, molded hose, %- -in., lle., per 
ft.; %-in., 12\%4c. per ft.; 5 ply, good 
quality, wrapped, \%-in., 8c, per ft.; 
%-in., 9%4c. per ft. Lawn sprink- 
lers, Rain King, $28 a doz.; original 
fountain sprinklers, $6.00 doz.; Rain- 
bow, 38-in. high, $24 a doz. 


GLASS AND PUTTY.—tThere is a 
normal spring demand and prices are 
steady. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 87 per cent discount; 
single strength A, all other brackets, 
86 per cent discount; single strength 
B up to 25 in., 88 per cent discount, 
and balance 8&7 per cent discount: 
double strength A, all brackets, 8&6 
per cent discount; double strength B, 
all brackets, 87 per cent; putty, pure 
grade, $4.25 per 100 Ilb.; commercial, 
$3.50 per 100 Ib. 


GOLF GOODS.—There is a good active 
seasonal demand. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: High-grade wood 
clubs, $2.50 each; irons, $2.10 each; 
medium grade, $1.35 each: Crawford- 
McGregor steel shaft wood clubs, 
$4.50 each; Crawford-McGregor steel 
shaft iron clubs, $3.50 each; Grand 
Slam wood clubs, $4.75 each: Grand 
Slam iron clubs, $3.35 each: U. S. 
Royal Golf Balls, $6.50 doz.; St. 
Mungo Colonel Golf Balls, $6.50 doz. 


HANDLED HAMMERS AND HATCH- 
ETS.—No price changes and sales are 
increasingly good. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 a dozen; Mavydole, 
$12.60 a dozen; 16 oz., machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 
mers, $6 to 

HATCHETS— 

We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.: medium quality hatchets, No. 2 
shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 

HANDLES, AGRICULTURAL. — The 
demand is normal and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork Handles. — Straight 
chucked and bored, best’ grade, 
4% ft., $4.15 doz.: 5 ft., $5.00 doz.; 
XX, 4% ft., $3.65 doz.; 5 ft., $4.45 
doz.; X, 4% ft., $2.35 doz.; 5 ft., $2.75 


OZ. 
Hay Fork Handiles.—Bent-chucked 
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and bored, best grade, with strap, 
ferrule and cap, 4% ft., $6.20 doz.: 
o ft., $7.10 doz.; XX, 4 ft., $5.00 doz.; 
4% ft., $5.40 doz.; 5 ft., $6.25 doz. ; 
XX plain, 4% ft., $3.60 doz.; 5 ft., 
$3.80 doz.: X plain, 4% ft., $2. 70 doz. ; 
5 ft., $3.25 doz. 

Manure Fork Handles.—Bent, best 
grade, plan, 4 ft., $4.35 doz., 4% ft., 
$4.70 doz.; XX plain, 4 ft., $3.85 doz.; 
4% ft., $4.15 doz.; plain, 4 ft., $2. 50 
doz.; 4% ft., $2.85 doz. 

Garden Hoe Handiles.—XxX, 4% ft., 
$3.20 doz.; X, 4% ft., $2.20 oes, 

Garden "Rake Handles. —XX, ft., 
$4.80 doz.; 5% ft., $3.05; 6 a, ”e. 00. 

Shovel Handles. —Regular Pattern. 
XX, 4% ft.. $6.10 doz.; X, 4% ft., 
$3.50 doz.; D handles, best grade, 
$7.00 doz.; X, $5.50 doz. 

Spade Handles.—D handles, best 
grade, $6.80 doz.: X, $5.25 doz. 


HANDLES, TOOL.—Production is re- 
tarded by rains and floods in the 
southern hickory belts. Prices will con- 
tinue firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Axe WHandiles.—No. 1 hickory, $4 
doz.; No. 2, $3 doz.: second growth 
hickory, $5 doz.:; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer WHandles.— 
No. 1, 90c. doz.; finest second growth 
hickory, $1.80 doz. 


HARNESS.—Tanners continue to sell 
leather at advanced prices, which will 
bring higher prices on harness later. 
HINGES.—Prices are very strong and 
additional advances are predicted. 


We quote from jobbers’ stocks, 
f.o.b,. Chicago: Heavy strap hinges in 
bundles, 4-in., 80c.; 5-in., $1.06; 6-in. 
$1.28; S8-in., $2. 05: 10-in., $3.45 per 
doz. pair; extra heavy T hinges, in 
bundles, 4 in., $1.10; 5-in., $1.35; 6- 
in., $1.53; 8-in., $2.49; 10-in., $3.71 per 
doz. 


ICE CREAM FREEZERS.—Sales are 
showing some increase as the season 
advances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 
qt., $4.80 list; 2 qt., $5.60 list; 3 qt., 
$6.75 list; 4 qt., $8.25 list; 6 qt., 
$10.45 list; 8 qt., $13.40 list; 10 qt., 
$17.90 list; 12 qt., $21.50 list; 15 qt., 
$25.60 list; 20 qt., $33.20 list; 25 qt., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 qt., $6. 80) 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 

All the above less 50 per cent dis- 
count. Alaska, 1 qt., $2.05 list; 2 qt., 
$3.45 list; 3 qt., $4.10 list; 4 qt., $5 
list; 6 qt., $6.30 list: & qt., $8.20 list: 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 qt., $21.50 list. <A dis- 
count of 20) and 10 per cent on all 
above prices. Acme, 2 qt., galv., $8 
per doz.; 2 qt., enamel, $10 per doz.; 
4 qt., enamel, $18 per doz. Above 
prices are net. 


KITCHEN CUTLERY.—Paring, butch- 
er and bread knives are selling par- 
ticularly well. Prices are firm. 


LAWN MOWERS.—The heavy demand 
still continyes and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 16-in., ball bearing, 
5-knife, 1ll-in. wheels, $12.35 each; 
16-in., ball bearing, 4-knife, 10%-in. 
wheels, $10 each; 16-in., plain bear- 
ing, 4-knife, 10%-in. wheels, $8.65 
each; 16-in., ball bearing, 4-knife. 
§-in. wheels, $7.85 each; 16-in., plain 
bearing, 4-knife, 9-in. wheels, $7.35 
each; 16-in. ball bearing, 4-knife, 
S-in. wheels, $8 each; 16-in., plain 
bearing, 3-knife, 8-in. Wheels, $5.85 
each. 

NAILS.—Sales are better than normal, 
with prices well maintained. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 
cement-coated nails, quantity orders, 
$2.95 per keg base. 


PAINTS AND OILS.—Sales are sea- 
sonally very active and prices are un- 
changed. 


We quote from jobbers’ stoeks, 
f.o.b. Chicago: 
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Linseed Oil.—Raw, barrel lots, 93ce. 
per gal.; 5-barrel lots, 90c. per gal. 

Linseed “Oil. — Boiled, barrel lots, 
96c. per gal.; 5-barrel lots, $3c. per 
gal. 

Denatured Alcohol. — Barrel lots, 
52c. per gal.; steel drums extra $6, 
returnable. 

Turpentine.—Drum lots, 74c. 

White Lead. — 500-lb. lots, $13.75 
per 100 Ib., net; 100-lb. lots, aS: $50- 
lb. lots, $7.25; 25-lb. lots, $3.65 Ron 
lb. lots, $1.85. 

Shellac.—(4%-lb. cuts), ——. $2.60 
per gal.; orange, $2.30 per ga 

English Venetian Red.—In as 
$3.50 to $6.75 per 100 Ib 

Dry Paste.—Barrel lots, Tiee. per 


POCKET CUTLERY.—Dealers are now 
placing their fall orders in fair volume. 
Stainless steel pocket knives are very 
popular. 

PREPARED ROOFING. — Sales are 
slowing down somewhat as the rush of 
spring orders passes. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.50 per 
square; best grade tale surface, $2.65 
per square; medium tale surfaced, 
$2 per square; light tale surfaced, 
$1.20 per square; red rosin sheath- 
ing, $57 per ton. 

PYREX WARE.—The June wedding 
season is responsible for a slight in- 
crease in the demand. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Bread Pans.—No. 212, $7.20 doz.;: 
No. 214, $12 doz. 

New Handled Casseroles.—Round, 
No. 622, $12 doz.: No. 623, $14 doz.: 
Oval, No. 632, $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz. 
No. $643, $14 doz. 

Pie Plates.—No. 208, $6 per doz.; 
No. 209, $7.20 per doz. 

Tea Pots.—2 cup, $21 doz.; 4 cup, 
$24 doz.: 6 cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 


ROLLER SKATES.—Sales are slowing 
down slightly but the demand is still 
good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Union boys’, $1.40 
pair; Union girls, $1.50 pair; Chicago 
boys’, $1.30 pair; Chicago girls’, $1.40 
pair; rubber-tired skates, boys’, $2.65 
pair; rubber-tired skates, girls’, $2.75 
pair. 

ROPE.—Sales are good but not quite 
as heavy as a few weeks ago. 


We quote from jobbers’ stocks, 
f.o.b, Chicago: No. 1 manila, stand- 
ard brpands, 23c. to 25%c. per Ib.; 
No. 2 manila, 22c. per Ib.: No. 1 
sisal, 14%c. to l6c. per Ib.; No. 2 
sisal, 13%e. to 15c, per Ib. 

SASH CORD.—Prices have advanced 2 
cents per pound. Sales are very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7. standard 
brands, $7.40 per doz. hanks: No. 
$8.45 per doz. hanks. 


SASH PULLEYS.—The demand is very 
active and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common sash pulleys, 
b0c, doz.: barrels, 54c. doz. Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 
doz.; No. 110, 46c. doz.; barrels, 42c. 
doz. 


SCREEN DOORS AND WINDOW 
SCREENS.—Prices are without change 
and sales are seasonally active. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Screen doors, No. 266, 
2-§ x 6-8, $18.15 doz.: No. 296, 2-8 x 
6-8, $22.50 doz.; No. 311, 2-8 x 6-8, 
$27.20 doz. Window screens, No. 
1833, $4.05 doz.; No. 2433, $4.75 doz. 

SCREWS.—Rather a better demand 
than normal, with prices rather weak. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent: round 
head blued, 72%-20-10-10 per cent; 
flat head brass, 72%-20-10-10 per 
cent; round head brass, 70-10-10-10 
per cent, 
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HARDWARE AGE 


(Minneapolis office of HARDWARE AGE) 


ITH the fields rapidly turning green as the new crops come 
up, hope and optimism are on the increase in the Northwest 


tributary to the Twin Cities. 


With the bountiful moisture 


which has sunk into the soil, there is every prospect for a good 


crop this year. 


A survey of conditions in North Dakota, just completed, shows 


that the State cannot longer be called a one-crop State. 


Diversified 


farming has spread rapidly over the State, as it has over the other 
States east of it, and cream check totals are mounting each month. 
This means that the Northwest is gradually winning back to the 


steady prosperity which has always characterized it. 


Reports of 


employment conditions are favorable also. 
Collections are slowly gaining, with the increase in optimism in 


general conditions. 
to change. 


AUTOMOBILE TIRES.—Sales are run- ; 


ning fair, with stocks well filled for the 


expected trade. Prices are firm as 
quoted. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 


x 3% Liberty cord, $6.60; heavy duty 


oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy duty oversize, $14.50; 
balloon tire, 29 x 4.40; $9.65; 30 x 
5.25, $15.95; heavy duty, 32 x 6.20, 
$26.75: tan tubes, 30 x 3%, $1.70; 32 
x 4, $2.60; 34 x 4%, $38.25; balloon 
tire tubes, gray, 27 4.40, $1.90; 29 x 
4.40, $2.95; 30 x 5.25, $2.70: 32 x 6, 
$3.20; 32 x 6.20, $3.70 each, net 
AXES.—Demand is normal for this 


time of year. Stocks are held low, in 

proportion to the call. Prices have not 

changed. 
We 
f.o.b. 


jobbers’ stocks, 
Cities: Single bit base 
weight axes at $16 per dozen and 
double bit base weight at $21.50: 
Plumb’s Dreadnaught unhandled sin- 
gle bit, $14.50: double bit, $19.50: 
handled, single bit, $19.50; double bit, 
$21.25 doz. net. 


BOLTS. — Call for bolts is fair, with 


quote from 


Twin 


stocks well filled. Prices have not 
changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities Carriage bolts at 


60 per cent; machine bolts at 60 per 
cent: stove bolts at 75 per cent: and 
lag screws at 60 per cent from new 
list. 
BRADS.—Brads are selling fairly well, 
as the building program progresses. 
Stocks are well filled, with prices un- 
changed. 
We jobbers’ stocks, 
f.o.b. Twin Cities: Wire brads in 
Ib. boxes at 75 per cent from lists. 
BUILDING PAPER.—Call for building 
paper is improving with the demands 
in the construction lines. Stocks are 


ample for the call, with prices firm. 


quote from 


Oc 
25- 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
paper at $2.90 and tarred felt at 


$3.10 cwt., net. 
CHURNS.—Sales are steady, though 


Prices are steady, with very little inducement 








AND ELBOWS.—Demand is steady, 
and shows some increase as the build- 
ing operations get under way. Prices 
are firm as quoted. 

We jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 100 ft.; 28 ga., 3-in., conductor 
pipe, $5.40 per 100 ft., and 3-in., con- 
ductor elbows, $1.73 per doz., net. 

FIELD FENCE.—Sales have improved 
with the demand which has developed 
since seeding has been completed. 
Stocks are ample for the call, and 
prices are firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and bot- 

intermediate, 6-in. stay, 
26-in., $27.93; 32-in., $32.40; 39-in., 
$37.28 per 100 rods, net. 

FILES.—Call for files is steady and 
fairly good. Prices have not changed. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade files at 
50 per cent and second grade files at 

60 per cent from lists. 
GALVANIZED WIR E.— Demand is 
fair, with stocks well filled. Prices are 


quote from 


unchanged. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
galvanized tubs at $7.25: No. 2, $8.00; 


heavy tubs, No. 1, $12.60: 


No. 3, $9.25: 


No. 2, $13.80: No. 3, $15; Standard 
10-qt. paiis, $2.55; 12-qt., $2.90; 14-qt.. 
$3.25: stock pails, 16-qt., $5, and 18- 


qt., $5.50 per doz. net. 
GLASS AND PUTTY.—Call for glass 
has improved to some extent. Dealers 
have their stocks well filled for the de- 
mand. Prices are firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 87 per cent, 
double strength, 88 per cent, and 


strictly pure putty in 50 Ib, drums at 
$4.85 cwt., net. 


HAMMERS AND HATCHETS.—Call 
for hand tools shows a slight increase 


as construction work gets under way. 


| Prices are unchanged from last quota- 


not heavy. Stocks are ample for pres- | tion. 


ent needs, with prices unchanged. 


We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Barrel type churns 
at 331, per cent from lists. 


EAVES TROUGH CONDUCTOR PIPE 








We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole No. 11%, 
nail hammers, $12.60: Plumb, No. 
HF81. $12: Plumb, No. HF145, $6.12: 
Riverside, No. 611%. $12.00: Plumb 
-broad hatchet. No. 2, $16.40; Shing- 





Northwest Gradually Coming Back to 


Steady Prosperity—Optimism Increases 











May 26, 1927 





ling No. 2, $12.50; Claw, No. 2, $13.75 
doz., net. 

HOSE.—Lawn hose is selling more 

freely, although frequent showers have 

made sprinkling unnecessary. Stocks 

are full, with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Bull Dog, ™ in., 
7-ply, 13%c. ft.; Competition, % in., 
3-ply, 7%ec. ft. Good Luck, ® in., 6- 
ply, 10c. ft.; Electric double braid, 
% in., 50-ft. lengths coupled, 14%c. 
_ §#8«§ 


ICE CREAM FREEZERS. — Dealers 
are ready for the spring demand which 
will come with warmer weather. Prices 
are firm as quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: White Mountain 
4-qt. freezers at $4.13 and 8-qt., at 
6.75 each, net. 


LAMPS AND LANTERNS.—Oil lan- 
terns are selling slowly at this time of 
the year. Dealers are preparing their 
stocks for the tourist trade for gaso- 
line lanterns and lamps. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman ianterns, 
$5.25; No. L427, $6; No. C329 lamps. 
$6.25; No. C318, $7; No. C317, $7.40 
each net. : 


LAWN MOWERS. —Call for lawn 
mowers is beginning to show. The past 
two weeks has made lawn trimming 
popular, and sales are_ increasing. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia Stvles 
A and C, 45 per cent; Style K, 40 per 


cent; Riverside ball-bearing, 14 in.. 
$7.90; 16-in., $8.15, and 18-in., $8.45 
each, net. 


MILK CANS.—Call for milk cans is 
steady, though not showing any great 
change recently. Stocks are ample for 
the demand, with prices holding steady 
and firm. 

We 
f.o.b. 
milk 
$3.20; 
net. 

NAILS.—Sales are on the increase in 
this line, with prices unchanged from 
last quotation. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.10 per keg, base. and ce- 
ment coated wire nails in 100-lb. kegs 
at $3.10 per keg, base, net. 

OIL HEATERS.—Dealers are finding a 
ready sale for oil heaters and stocks 
are watched closely. Prices are steady 
and firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Nesco Perfect oil 
heaters, No. 12, $5.50: No. 15, $7.00; 
No. 016, $8.25; No. 0190, $10.50: No. 
151, $7.50; No. 0161, $8.75: No. 0191, 
$11.00; No, 505 Giant, $11.25; No. 605, 
$12.75 each, with discount in quanti- 
ties less than ten, 30 per cent; ten or 
more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—Out- 
side finishes are selling better now, with 
still a fair demand for interior decora- 
tive materials. Stocks with dealers are 


jobbers’ stocks, 
Railroad 5 gallon 
wide neck, &-gal., 
10-gal., $3.30 each, 


quote from 
Twin Cities: 
cans, $2.65: 
wide neck, 
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well filled for the spring trade. Prices 
are firm as last quoted. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal. in 1 gal. cans, 
and white lead in 100 lb. containers 
at $12.64 cwt., net. 


PLANTERS. — Call 
stocks well filled. 
changes. 


We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Acme corn plant- 
ers, or Acme potato planters at 
$9.75 doz., net. 


POULTRY NETTING.— Demand is 


is steady, with 
Prices show no 


good, with stocks well filled. Prices 
are steady and unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Hexagon mesh 
poultry netting at 60 per cent from 
lists. 


PUMPS.— Call for water supplies 
shows some increase. Possibilities are 
very good in this line for the year. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 


6-in, stroke, $6.85; adjustable stroke, 
$7.50; No. 495 underground discharge 


windmill force, adjustable _ stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14.25; No. 182 hand 
lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net, 
REGISTERS.—Sales are fair, with 
prices unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Cast iron registers, 
20 per cent. and wrought steel regis- 
ters, 40 per cent from lists, 


ROPE.—Sales are steady, with stocks 
ample. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c. lb., base, and best grade 
sisal rope at 18¢. Ib., base. 


SANDPAPER.—Demand is increasing, 
with stocks well filled. Prices are firm 
as quoted. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper, 85c. per box of 100 sheets; 
second grade, No. 1, 77c. per box of 
100 = wh and garnet paper, No. 1, 
$16.75 per ream, net. 


SASH CORD AND WEIGHTS.—A nor- 
mal demand is indicated in this line. 
Stocks are well filled, with prices un- 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 


cord, 6lc. Ib., second grade, 3lc. Ib., 
and cast iron sash _ weights, $2.10 
cwt., net. 


SCREEN DOORS AND WINDOWS.— 
Call for screens is on the increase as 
the insect season approaches. Stocks 
are ready for the demand, with prices 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
screen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sherwood 
adjustable 24-in. window screens, 
$6.20; and Wabash extension 24-in. 
screens, $5.00 per doz., net. 


SCREWS.—Sales are at the regular 
rate, with stocks well filled. Prices 
have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 21%4-10 per cent: 
round head blued, 7714-10 per cent; 
flat head, brass, 77%-10 per cent; 
— head, brass, 75-10 per cent from 
sts. 


SOLDER.—Demand is fair, with stocks 
well filled. Prices show no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Warranted half and 
half solder at 44c. lb., and strictly half 
and half solder at 43c. lb., net, in 100- 
lb. lots. 
SNATHS.—Demand still is slow, with 
stocks ready for the call. Prices show 
no changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Scythe snaths at 


$13.20 doz., and bush snaths at $16.00 
per dozen, net. 
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STEEL SHEETS.—There is some in- 
terest in this line, due to construction 
work. Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
sheets at $4.90 cwt. base (24 ga.), and 
black steel sheets at $3.95 cwt., base 
(24 ga.). 

TIN.—Demand is fair, with ample 
stocks on hand. Prices are unchanged. 
We quote from jobbers’ stocks, 
f.o.b, Twin Cities: Furnace coke ICL, 

20 x 28, $14.50 box, and IC, 20 x 28; 


8-Ib. coating roofing tin, $15.75 box, 
net. 


WHEELBARROWS. — Garden wheel- 
barrows are selling now, and contrac- 


tors’ equipment in this line. Prices are 
unchanged. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities Queen B fully 
bolted barrel type tray wheelbarrows, 
$40.00 doz.; Meteor, fully nor 
$36.50 doz.: No. 2T tubular, $7.33 
each; No, 10 Gopher, $4.00 each, ine 
No. 1G American garden, $6.25 each, 
net. 


WIRE.—Fence wire is moving out more 
freely, with the demand on the increase 
in the country. Prices are steady as 


quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized cattle 
wire, $3.09 per 80-rod spool: gal- 
vanize@ hog at $3.30 per 80-rod spool; 
special galvanized hog (14 ga.), $2.47 
per 80-rod spool; smooth black iron 
wire, No. 9, $3.10 cwt., and smooth 
galvanized wire, $3.55 for No. 9. net. 

WIRE CLOTH.—Demand is steadily 


improving, with stocks ready for the 
eall. Prices are unchanged. 

We 

f.o.b. 


quote from jobbers’ stocks, 
Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and alumi- 
num, 12 x 12 mesh, $2.10 per 100 ft., 
net, base. 


WRENCH ES.—Demand is ‘steady, 
though not particularly heavy. Stocks 
are well assorted, with prices un- 





changed. 
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Rain Has Curtailed Business in 


Pittsburgh Market—Few Price Changes 


(Pittsburgh Office of HARDWARE AGE) 


erable toll of hardware business in the Pittsburgh district. 


WEEK of almost uninterrupted rainfall has taken a consid- 


Retail sales have dropped and wholesale business has re- 


flected that fact. 


The reaction, however, is regarded as of tem- 


porary character and likely to be followed with the advent of bright 
weather by renewed activity. Garden and lawn tools and other 


items associated with outdoor activities have suffered most. 


There 


has been little loss of ground by screen wire goods and jobbers 
already are beginning to get shipments against their repeat orders 
for screen wire cloth. House-screening is not much interferred 
with by weather conditions. The recent revision in mill prices of 
wire nails, staples and barbed wire has produced lower resale prices. 
Prices of plain wire and the products based on wire were not dis- 
turbed and the quotation of $2.95 for No. 9 gage galvanized wire 
in the table of mill prices published in this report last week was an 
error; the price should have been $3. 


The Mississippi River flood is a fac- 





tor in higher prices for oak kegs; it |kegs comes from the sections of Ar- 
seems a good deal of the lumber for | kansas that are inundated and several 








manufacturers have been obliged to 
curtail and even suspend production on 
account of the non-delivery of their raw 
material. The cotton market also de- 
drives much of its strength from the 
flood news and with raw cotton going 
up there is a like tendency in prices 
of the products of that staple. Orange 
shellac has been advanced. Sheet steel 
prices reflect the upward tendency in 
mill prices only in the case of gal- 
vanized sheets, which have been ad- 
vanced 10c. per 100 lb. It seems that 
the other grades had not reflected in 
resale quotations the recent weakness 
in sheets and the recent rise occasions 
no revision of prices out of warehouse. 


AUTOMOBILE TIRES AND TUBES.— 
Very steady sales of these lines still is 
reported. Jobbers quote those tires and 
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tubes handled by the hardware trade 
as follows: 


High Pressure Tires 


Size Duty Truck Ply 
iS > |. See $7.25 6 
30 x 3% Cl. 

extra sige .... 8.79 6 
30x3% S.S.. 10.95 6 
o2x3% S.S.. 12.35 ' 6 
ot RS ee re 13.75 ’ 6 
a ee oe 14.50 . 6 
er ee “Gia oe 6ues 15.25 Ma 6 
i») f eee eer a 16.00 . <<“ 6 
Ph  eviedwan 19.75 $24.75 » 
DED GER: saesees’ 20.50 25.65 s 
ett ee ceduescce Gee 26.55 S 
2 9. ae 22.00 sebe 
i aera 22.75 campers 
i. +t eer Pre 29.85 8 
rt «e4eees e6e ee 32.95 8 
tS ae o — 35.45 S 
44 arr. 36.25 S 
ft + Srey oF 31.90 7 
CY dientue the oes 38.95 S 
DL: éanen es &-0'4 45.90 10 
84 are 0.40 10 
fa ee 65.05 10 
See sh euwees de 70.65 10 
2) tl ae 99.00 12 

Tan Tubes 
Heavy Gray 

Size Duty Tubes 
ly ery $1.50 $1.25 
Of aaa 1.60 1.45 
inne ies ik ca 1.90 1.75 
Dt satteaes6cat asda 2.40 1.95 
nt «ace tennessee ene 50 2.05 
fg rere 2.60 2.15 
|} eer. 2.75 2.25 
| eee 2.90 iealie 
=. 2 eRe 3.00 
DEE 'sssescecet oven 3.10 
EN. céeuw'eeaews 3.30 
Pe Tre 3.40 
ne i eer ee ee ee 3.45 
fe Pe rere res 3.79 
of 4 a eer 3.85 
+ f aa eee 4.00 
8 EC ee eee, 4.40 
3 reer ss 6.20 
Ds: go ceehecueaebe 6.65 
+) | aa ere Ts &.70 
DS -¢2tvadedadeuea 9.40 
SS ae eee ae 11.95 

BALLOON TIRES 
Casings 
Heavy Gray 

Size Regular Duty Tubes 
297 x 4.40-19 ..... $9.15 $1.80 
29 x 4.40-21 ..... 9.65 1.85 
29 x 4.75-20 ..... 12.25 2.15 
30 x 4.75-21 ..... 12.75 2.20 
29 x 4.95-20 ..... 13.75 2.25 
30 x 4.95-21 ..... 14.25 2.30 
31 =x 4.06-22 ....- 15.75 2.35 
28 x 5.25-18 ..... 15.45 > edt 2.45 
30 x §.25-20 ..... 15.95 soit aa 2.55 
31 =x b.d0-sh ...-- 16.45 *$19.25 2.65 
30 x 6.77-20 ..... *21.95 3.10 
ft s. ! Fee *23.95 3.25 
fet. Aaa *24.95 3.50 
30 x 6.00-18 ..... *21.50 2.90 
32 x 6.00-20 ..... *22.50 3.10 
33 x 6.00-21 ..... *22.95 3.35 
32 x €6.20-20 ..... *26.75 3.50 
EES OE *27.30 3.70 
SCE bn<¢ #39, 75 4.30 
34x 7.30-20 ..... *33.25 4.65 


*Heavy duty made in 6 ply. 
AWNING HARDWARE.—tThis is the 
awning hanging season and continued 
good demand for hardware is noted. 
Jobbers quote: 


Eye ends, % in., $5 per 100; % in., 
$8; clamps, in., $6.50 per 100; %4 in., 
$8; hinges, $3.50 per 100. 


BATTERIES.—Longer days and short- 
er nights have not yet meant much de- 
cline in the use of the radio sets, and 
the demand for dry cell batteries is 
stronger than usual at this time of the 


year. Jobbers quote: 
Broken Unit 
Packages Packages 

= EE, Sein a eeces o-n oo $1.05 $0.97 
me, PAN: cS BGeS5 coe sks 3.85 3.33 
it: ee: c<tudubantwos 1,22 1.14 
Bee! Me wed oh eGirS bt 1.22 1.14 
No. Dn cxeechawdaase 1.40 1.30 


“eneenvneeneeenenee 
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Broken Unit 

Packages Packages 
a: Se a $2.62 92.44 
ep ee ee 3.40 3.17 
ee > ES Pee ; .39 
Pe. et cies eve an .40 30% 

No. 6 dry cells, ignition type unit 
vackages, 32%c. each. 

Flashlight.—No. 935, 9%c. each; 
No. 950, 9%4c.; No. 790, 18i%c.; No 
705, 28c.; No, 750, 18%c.; No. 751, 25c. 

Hot Shot.—No. 1461, $1.67; No. 
1661, $2.37. 


BOLTS, NUTS AND RIVETS.—Manu- 
facturers of these products report busi- 
ness to have been considerably quieter 
this month than last month or the 
month before, but they are adhering 
firmly to the new price lists established 
April 1. Jobbers here still are voicing 
considerable opposition to the extra 
charge of 10 per cent imposed by the 
new price list for broken cases of bolts 
and the action of the Southern associa- 
tion at its recent convention in Mem- 
phis in adopting a resolution opposing 
this charge is encouraging to them. 
Jobbing business in bolts, nuts and 
rivets is moderately active. Jobbers 
quote: 


Boits.— 
tire bolts, 
cent off list: 
per cent off list; 
per cent off list. 

Nuts.—All styles, 62% per cent off 
list. 

Rivets.—Large, $3.50 base, per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—There is 
little complaint as to business in this 
area and prices are showing much 
steadiness at the levels established sev- 
eral weeks ago. Jobbers quote: 


Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $17 per 100 pair; 
a4 in. x 3% in., $17.50; 4 in. x 4 in., 
27.50. 


-All styles except stove and 
per 100 pieces, 62% per 
stove bolts, 75 and 10 
tire bolts, 50 and 10 


<n. $1. 47 


Hinges.—-Heavy strap, 
4 10-in 


per doz.; 8-in., ~ 7; 
extra heavy, T. 6-i i 
S-in., $3.18; 10-in., $4. 48; light strap, 
with sc va Yo aj one pair in a 
box, 3-in., er 100 pair; 4 in., 
$11.20; ay T 3-in.., $10.67 100 
pair; 4-in., $12.50. 

Hasps. — Hinge, 
single dozen lots, 
4% in., 76c.; 6-in., 
S7c. per doz.; 4%-in., 
$1.60. , 

Garage Sets.—Swinging hinges, 10- 
in., $2.50 per set. 


CARPET SWEEPERS.—Sales are tide- 
like in their constancy in this district. 
Jobbers quote: 


per 


without screws, 
3-in., 64c. per doz.; 
$1; safety, 3-in., 
$1.14; 6-in., 


Bissel’s Grand Rapids, japanned 
trim, $44 per doz.; nickel-plated trim, 
$48. Universal, $42; standard, $36; 


Junior, $16; Little Gem, $4; Sterling 
sweepers, $24 per doz. 
COTTON TWINE.—Prices have moved 
up in keeping with the upswing in raw 
cotton prices. Jobbers now quote first 
quality at 36c. per lb. in balls, and 34c. 
in tubes and cones. 


FERTILIZERS. — Demand indicates 
that the bulk of the season’s require- 
ments has been met. Jobbers quote: 
Old Gardner, 1-lb. cans, $2.05 per 
doz.: 5-lb. pails, 45c, each: 19-Ib. 
buckets, 70c. each. 
Shur-gro, 10-lb. sacks, 
Fr} 25-lb., $1.15; 50-Ib., "so: 
GARDEN AND LAWN SUPPLIES.— 


Hose has begun to show some life 


0c. per 
100-Ib.,. 


lately and there are now only one or. 


two items under this heading that are 
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little 


not moving well. Hose is a 
Job- 


cheaper than it was a year ago. 
bers quote: 


Tools.—Manure forks, first quality, 
long handled, $15.25 per doz.; bowed 
garden rakes, 14-tooth, $9 per doz.; 
spading forks, $10.80 to $21 per doz.; 
haying forks, 3-tine, first quality, 
$12.75 per doz. ; German hoes, No. 3-o, 
$7.20 per doz.; scythes, $12 to $25 per 
doz.; snaths, $10.50 to $15 per doz. 

Sprinklers.—Ring, $6 per doz.; Rain 
King, $2.35 each; Pluvius, $1.15; two 
purpose, $1.30. 

Sprinkling Cans.—4-qt., 
6-qt., $6.60; 8-gt., $7.70; 10-qt., 
12-qt., $10; 16- -at., $12.60. 

ap —In 250- a reels, 

5 in., 10c.; % in., 
“lengths, sen: per ft. 
Gem spray nozzles, $6 a doz. 

Hose Reels.—Victor, $1.75 each; No. 
2, $2.60; Reeleasy, $1.35. 

Plows.—Geneva, No. 2, $5.50 each; 
Leader, No. 2, $3; No. 5, $3; Superior, 
No. 3, 5-tooth cultivator, $3.50. 

Mowers. — Plain bearing, 
wheels, 12-in., $5 each; 14-in., $5.25; 
ball bearing, 9-in. wheels, 14-in., 
$7.75; 16-in., $8; supreme ball bear- 
ings, 10-in. wheels, 14-in., $10.75; 16- 
in., $11.25; 18-in., $ 2. 

Mower Oil Cans.—Tinned, straight 
or bent spouts, $1 per doz.; copper 

plated straight or bent spouts, $1.50 
per doz. 

Rollers.—No. 2 size, $8.50 each; No. 
4, $10; No. 5, $12.50; No. 7, $15. 

Hedge Shears. — Western, 8-in., 
$1.25 per pair; 9-in., $1.40; 10-in., 
$1.60; Disston, g- -in., $1.75 9-in., $1.90; 
16-in., $2; ladies’ shears, Western, 
85c.; Disston, $1.10. 


HOUSECLEANING SUPPLIES.— 
There has been no noticeable letdown 
in the demand for these goods as yet. 
Jobbers quote: 


Mops.—O-Cedar, 3345 per cent off 
list; Cotton, best grade, No. 12, $4 
per doz.; No. 20, $5.50; No. 30, $8.50; 
No. 36, $11.50. 


$6 per doz.; 
$8.10; 


\% in., 9%. 
11%c.; in 
higher; 


8-in. 


Chamois Skins.—12 x 14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20, $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-lb. 
cans, $3; 8-lb. oane, $6; Old English, 
1-lb. cans, 85c.; 2-lb. cans, $1.70; 4-Ilb. 
cans, $3; liquid wax, Johnson, ‘pints, 


ibe. ; ; quarts, $1.40; Old English, pints, 
75c.; quarts, $1.40. Dealer’s discount, 
33%, per cent. 

Sponges. — According 
quality, $2 to $9 per doz. 

Wall Cleaners.—Smoky City and 
Clixam, $1 per doz. cans; Perfection 
paint cleaners, $3 per doz. 

Step Ladders.—Standard full rodded 
— 28c. per ft.; extra, 46c. per 
a 


to size and 


Fioor Polishers. — Johnson's elec- 
tric, $42.50 each, subject to go 
of 25 per cent to retailer; hand, 
each; Old English, $2.60 each. 


Carpet Beaters. — Justrite, 
doz.; No. 4, $1.20. 


OAK KEGS.—Some demand has begun 
to develop and it comes at a time when 
manufacturers are having trouble on 
account of the inundation of parts of 
Arkansas, one of the principal sources 
of supply of lumber in maintaining pro- 
duction. The result of the combination 
of circumstances is higher prices. 
Jobbers quote: 


$1.10 


Red White White Oak 
Oak Oak Charred 
| $1.35 $1.45 $2.40 
BOONE: .cccee 1.80 1.95 2.85 
ae ne 2.00 2.15 3.20 
Pn, ésaes 2.25 2.45 3.75 
| es 2.65 2.85 4.35 
30-gal. 2.85 3.00 4.50 
50-mal.- 1.2% 3.75 4.20 6.50 


ORANGE SHELLAC.—Prices have ad- 
vanced again and jobbers now quote 
quarts. at $12 per doz., pints. at. $6,50 
and half-pints at $3.60. 
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ORNAMENTAL FENCE.—Retail sales 
have suffered somewhat from unfavor- 
able weather, but there is no idea that 
the season’s requirements have been 
satisfied. Jobbers quote: 


Cyclone lawn fence, LX, 36-in., 
$7.25 per 100 lineal ft.; 42in., $8.25; 


gates, 3 in. x 36 in., $2.70 each. 
PAINTING SUPPLIES.—<Active mar- 
ket exists in paints and painting sup- 
plies, with prices showing no change. 
Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gallon; 
lower grades, $2.25: white lead, 14%c. 
per lb. in 100-lb. lots; 10 per cent less 
in lots of 500 Ib. or more and extra 4 
per cent less in lots of a ton or more; 
turpentine, 77c. per gal. in barrel lots; 
raw linseed oil, 13c. per lb, in barrel 
lots, 


PAPER HANGERS’ SUPPLIES.—tThis 
line still stands out in point of ac- 
tivity. Jobbers quote: 

Smoothing rollers, No. 4, $9.60 per 
doz.; No. 8, $10.50; seam rollers, No. 
11, $2.75 per doz.; No. 17, $4; brushes, 
$3.60 to $13 per doz.;: shears, $17 to 
$24 per doz. 

SCREEN WIRE GOODS. — Weather 
conditions have not seriously affected 
sales of these lines and jobbers have 
found it necessary to place repeat or- 
ders for cloth. They quote: 

Wire Cloth.—Black, 12-mesh, $1.75 
per 100 sq. ft.; galvanized, 12-mesh, 
$2.10: bronze, 14-mesh, $5.50. 

Doors.—Walnut stain, 2 ft. 8 in. x 
6 ft. 8 in., % in. x 3 in., $17.40 per 
doz.; natural finish, % in, x 4 in., 
$23.50, with galvanized cloth $22, sub- 
ject to advances for larger sizes; 
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steel bronze-plated wire grilles, $18 
per doz. 

Windows. — Hardwood extension, 
No. 1233, $3.20 per doz.; No. 1538, 


$3.70; No. 1833, $4; No. 2433, $4.75. 
ROPE.—Fair demand is noted for rope, 
but it is a little early for much demand 
in connection with haying. Jobbers 
quote first quality manila rope at 24%c. 
per lb. base, and sisal at 18c. per lb. 
SHEET STEEL.— Galvanized sheets 
have been marked up $2 a ton in keep- 
ing with the recent advance in mill 
prices. No change is noted in black 
sheets, which failed to reflect in resale 
quotations the recent low mill prices. 
Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. 24 gage, 


$4.75 base per 100 lb.; corrugated No. 
28 gage, 2% in., $4.50 per square; one 


pass cold rolled black, No. 24 gage, 
$4.10 base per 100 lb. Armeo Ingot 
iron galvanized flat, No. 24 gage, 


$5.70: Toncan metal galvanized fiat, 
No. 24 gage, $5.70; all for lots of one 
to nine bundles. 


SHOT.—Drop shot has been moving 
fairly well lately. Jobbers quote air 
rifle shot at $3 per bag and boy scout 
at $4.50 per case. 

STEEL DISPLAY TABLES.—Quite a 
bit of business has been developed in 
this line in this territory. Tables of 
standard dimensions sell at $30 each. 


TIE-OUT CHAINS.—Demand is begin- 


ning to show signs of life. Jobbers 
quote: 
No. 2-0, 20 ft., $4.50 per doz.: 30 
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ot $6; No. 3-0, 20 ft., $5.50; 30 ft., 
WIRE PRODUCTS.—The cut in mill 
prices of nails and barbed wire of $1 
per ton has been reflected in resale 
prices. No change has been made in 
plain wire or the products based on 
plain wire. 


We quote from Pittsburgh jobbers’ 


stocks: 
Fence Wire 
(Per 100 Ib.) Annealed Galvanized 
No. 6 to 9 gage...... $3.00 3.45 
ef Se aa 3.50 
DE? -Seccbedddateces 3.10 3.55 
OS eee ae 3.15 3.65 
Se: MPPs #ie wwe edeere os 3.25 3.80 
TL SO Oh ie ee ee aia 3.35 4.00 
PEt Be aseéaadesacoess Gun 4.25 
Pi we a be cheated <a 3.75 4.45 
Barbed wire (per 80-rod spool): 
Da, DOGO 6 60's 6 0s bi 00 0 0602 80S0 2.90 
a. 5 can nieg shana eee eben 3.10 
Ce eS ac Bead bdo dawewdetuesene Eee 
FE Re ce 3.10 
2-point cattle (special)............. 2.20 
Field Woven Wire Fence (per 100 
rods): 
a a $39.00 
i a er a ee a 54.75 
IS 28 6 ares ela i ore ctl dine a salt 27.10 
I cia leg, are aE a ll is i tlw ee 36.15 
Ss eee. ee Pee oe Pe 35.00 
cal is a tial Se als ed ee i 48.25 
Poultry: 
Is I i ie hi i eh al i ai ie $35.60 
ey ME oss. 6 ba dacs 6hebedcee deus 43.00 
Pr ae ee ere ere ae 18.50 


Steel Fence Posts: 
‘ Galvanized 
tubular 


Painted 
formed 


PER coctiscs sae CO ee 
SS | 38c. each 
frees hoe. each 40c. each 
(eer 45c. each 
keg, $2.80 


Bright nails, base, per 
to $2.85. 











| | | . . 
A seasonable window of garden tools put in by Si. Young, of Hutchinson, Kan. Such window displays will help to move these goods 
whith have been delayed by the backward spring. 
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Shelf Hardware Jobbers Busy Despite 
Long Period of Unfavorable Weather 


(Boston Office of HARDWARE AGE) 


hardware jobbing houses is nothing short of remarkable. Dur- 


I view of weather conditions, the showing by Boston shelf 


ing the first fifteen days of this month rain was experienced 


on all but three of them. 


Since then it has rained practically 


every day. To be sure the rain amounted to but showers in some 
localities, but something better than 80 per cent of the month it 


has rained, or has been sunless and cool. 


Yet with all the unfavor- 


able weather a great deal of outside and inside work has been ac- 
complished throughout New England and the retail dealer has 
taken in more business than might be expected. But the big point 


is that jobbers are and have been doing a whale of a business. 


The 


value of their sales is fully equal to that of a year ago, which means 
a larger tonnage because merchandise costs are at least 10 per 


cent less than a year ago. 


Lawn mower sales were exceptionally heavy the past week, as 


were those of grass catchers. 
the growth of lawns. 


The abundance of rain has pushed 
Fencing and fence posts also went big. As 


a matter of fact, there has been a broad demand embracing practi- 


cally all kinds of merchandise. 


There are exceptions, however. 


For instance, garden hose buying is almost at a standstill because 
of the excessive moisture, and it has been too cold to work up 


much enthusiasm among retail dealers over freezers. 


On and 


around the first of the month, those retail dealers who make it a 


practice to discount their bills, did so. 
has been tough work trying to get money owed them. 


Since then, say jobbers, it 
It is added, 


however, that while collections today are slow, there are no real 
weak accounts of importance hanging over the market, conse- 
quently the credit situation really is healthier than appears at first 


glance. 


AUTOMOBILE ACCESSORIES.—1I.0- 
cal jobbers have sold just about twice 
as many tires as they did last year. 
Because prices are considerably under 
those of 1926, the value of goods billed 
out, however, is not as great as might 
be expected. Accessories in general are 
selling in a jobbing and retail way bet- 
ter than the average New Englander 
anticipated. 


We quote from Boston jobbers’ 
stocks: 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent discount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. — Klaxon, qualities less 
than $50 in list value, 35 per cent 
discount; in $50 to $199 value, 40 and 
5 per cent discount; in $200 value, 
50 per cent discount. 

Tires. — Mansfield line, fabric, 
clincher, 30 x 3 in., $6.35 each net; 
30 x 3% in., $7.25. Heavy duty cord, 
straight slide, 30 x 3% in., $10.95 
each net; 31 x 4 in., $13.75; 32 x 4 in., 


$14.50; 33 x 4 in., $15.25; 34 x 4 in., 
$16.00; 32 x 4% in., $19.75: 33 : -{% in., 
$20.50: ~ ¥ 1, in., $21.25; x 4% 
in., $22; 36 x 4% in., ie 78; 33 x 5 
in., $26.85; “ad's 5 in., $28 

Syesetc.— Gard. 32 x revi ie $24.75 
each net; 33 x 4% in., _ 65; 34 x 
4% in., $26.55; 30 5. in., $ 8 
33 x 5 in., $32.95; 34 x 5 in., . 45: 
35 x 5 in., $36.25; 32 x 6 in, $45. ;3 


x 6 in., $50. 40; 38 x 7 in., $70.65 
Tubes.—Inner, tan, in small lots, 
3 -* i. each net; 30 x 3 


$1.70; x 3% in., $1. 90: in lots 
3 12 or be deduct 10c. each tube: 
31 x : in., a: 32 x , in., $2.50: 
33 x 4 in., $2. 34 x in., $2.75: 


32x 4% ne SS Se: $3 x e% in., $3: 34 








$3.10; 35 x 4% in., $3.30: 36 

x 4% in., $3.40; 30 x 5 in., $3.45: 33 x 

5 in., $3.75; 34 x 5 in., $3.85; 35 x 5 

in., $4: in lots of six tubes or more 

deduct 10c. per tube; 32 x 6 in., $6.20; 

36 x 6 in., $6.15; 38 x 7 in., $9.40. 
BOATS.—Times and conditions are con- 
tinually changing, but boys are still 
boys just as they were 100 years ago. 
Most boys like boats, particularly toy 
sail kinds, and hardware dealers in this 
neck of the woods are doing a nice busi- 
ness in such merchandise. 

We quote from Boston jobbers’ 


stocks: 
Boats.—Toy sail, $8 to $52 per doz. 
net: motor, $48 to $80 per doz. net. 


CLIPPERS.—Considering all the wet 
and cold weather experienced in New 
England so far this year, the move- 
ment of clippers out of jobbers’ stocks 
is remarkably encouraging. A little 
warm weather undoubtedly will drive 
quite a few retail orders into the mar- 
ket. 


ue quote from Boston jobbers’ 
stocks: 

Clippers.—Toilet, Plymouth, No. 0, 
? each net; No. 00, $1.60; Mayflowers, 
No. 0, $1.10; No. 00, $1 25: American 
Gentleman, No. 00, $2; No. 000, $2, 
Brown & Sharpe narrow plate and 
other kinds carried 7 jobbers, $4.50 
each list; discount, 25 and 15 per 


x 4% in., 


cent. 
moore oa hea” 169, $2.60 each 
net; 1.40. Horse clipping 
st a No. 1, 1 bearing, $14 
each list: discount, 33 per cent. 
Sheep-Shearing Machines. — Bal 
bearing, No. 9, $24 each list; dis- 


count, 33% per cent. 





DRAIN PIPE CLEANERS.— Drain 
pipe cleaners continue to sell. Jobbers’ 
stocks are well assorted, but not large. 


Rs, quote from Boston jobbers’ 
StOCKS: 
Drain Pipe Cleaners.—Babbitt, in 1 
a cans, $2.10 per doz. net; Rutland, 
2, $2: Economy Plumber, 1 Ib. 
ns Ea $2: in 2-lb. cans, $3.90. 


FISHING TACKLE.—AIl restrictions 
on persons going into the woods have 
been cancelled by New England States 
and fishermen are enjoying themselves 
to the fullest extent. Naturally retail 
dealers are selling fishing tackle and 
this fact is reflected in jobbing circles. 


We quote from Boston jobbers’ 
stocks: 

Rods.—Steel bait, Vim, 55c. each 
net; Sunnybrook, $1; bait casting, No. 
854, $1.56; Sunnybrook fly, No. BF, 
$1.10; telescope, No. 86, 8%-ft., $1.65, 
No, 96, 9%-ft., $1.65. 

Reels.—No. 35, $3.50 per wie: net; 
No. 75, $6; No. 150%, $10.50: No 
125, $12: No. 250, $18.75; No. 356, $26: 
No. 500, $36. 

Rigged Lines.—No. 5, 40c. per doz. 
net; oe. 550, 80c.: No. 1000, $1.20; No. 
2000, $1.75. Cod lines, No. 2500, $2.40 
per doz., No. 40, $4: No. 50, $6. 


FORKS, HOES.—Each day finds new 
buying orders for forks and hoes in 
jobbing hands. The season to date has 
run ahead of last year. 


We quote from . Boston jobbers’ 
stocks: 

Forks.—Coke, Union Fork & Hoe 
Co. goods, No. K112, $31.85 per doz. 
net; No, K114; $36. Manure, No. S6D, 
$19.65, No. 64, $18.60; No. S4D, $15.70. 
Hay, No. 3-5, $11.10. Fish, No. 3F, 
three tine, $10.80. 

Hoes.— Mortar, hg Fork & Hoe 
. eeoes, No. MR $13.65 per doz. 

et; MR10, sis So. Street, No. 
SHi2, 516.5 50 
HAMMOCKS.—Quite an improvement 
in the demand for couch hammocks is 
reported by the jobbing trade. Not all 
retail dealers have covered their re- 
quirements, but probably will when 
weather conditions improve. 


We quote from Boston jobbers’ 
stocks: 

Hammocks.—Couch _ styles, khaki 
colored: drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 
adjustable. back; box mattress, $13.50; 


striped duck; head tes adjustable 
back, box. mattress striped 
duck, head rest, adjustable back, 


boxed mattress, broad arm rest, $20; 
glider types, striped duck, mattress, 
adjustable black and head rest, $30; 
striped drill, without head rest, sus- 
pended from steel underslung stand, 


Ca anopy.—No. K7, $6 each; khaki, 
No. K2, oD. 
Stands.—No. 63A, $3 each net. 


HAYING TOOLS.—Pastures are look- 
ing good in New England and indica- 
tions are we will have a big hay crop. 
Certain retail dealers are stocking up 
with haying tools in anticipation of 
farmer’s wants later in the year. 


We quote from Boston jobbers’ 
stocks: 

Scythes.—Little Giant, 28 to 32-in., 
and 30 to 34-in., 16 per doz. net; 
Clover Leaf, $13.50; senanbie. $16.50; 
brush, $1 50. 

Snaths.—Ash, $14.50 per doz. net; 
cherry, $16.75; brush, $16. 

Scythe Stones. — Round En lish, 
$2.25 per doz. net; Star, $1.35; 
End red, $1.10; Green Mountain, $y 
per gross; Black Diamond, No. , $1 5; 
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Chocolate, er at per doz.; Car- 
bonate, No. ait "6: No. 190, "$1. 95; 
No. 191, $2.3 

theo na No. 34, 12-in. 
$10.08 per doz. net; No. 34%, 12-in., 
$10.44; No. 133%, 13-in., $10.44; N 
133%, agg $10.80; No. 134, 13-in., 
$10.92; 135, 13-in., $11.76; No. 136, 
13-in., $13. 92: No. 123%, 14- in., $11.04; 
No. 124, 14- in., $11.52; No. 144%, 
14-in., $11.88. 


INSECTICIDES.—AI kinds of insecti- 
cides are selling freely, report jobbers. 
Bookings to date are running ahead of 


last year, although only slightly so. 


We quote from Boston jobbers’ 
stocks: 

Insecticides.—Bug Death, in 1 Ib. 
containers, $1.44 per doz. net: in 3 
lb. containers, $3.75; in 5 lb. contain--: 
ers, $5.62; in 12% Ib. containers, 
$13.50; in 100 Ib. containers, $7.50 
each. 

'Pyrox.—In 1 Ib. jars, 24 
crate, $7.80 per crate; in 5 Ib. 
12 to the crate, $15; in 10 Ib. 
6 to the crate, $13.50; in 25 Ib. 
4 to the crate, $20.50; in 50 Ib. 
$8.75 each; in 100 lb. drums, $12.50. 

Arsenate of Lead.—SwWift’s, paste 
form, in 1 lb. cans, 24 cans to the 
case, 24%c. per Ib.; in 5 Ib. cans, 
12 to the case, 20%c.; in 10 lb. cans, 
6 to the case, 18%c.; in 4 lb. cans, 
25 to the case, 15%c.; in 50 Ib. cans, 
14%c.; in 100 lb. cans, 13%c. Dry 
form, in 1 Ib. bags, 48 bags to the 
case, 2lc. per Ib.; in 4 Ib. bags, 12 
to the case, 18%c.; in 25 lb. bags, 
18%c.; in 100 Ib. drums, 18'%éc, 

Lime Sulphur.—Bowker’s wash, in 
quarts, 3lc. each net; in gallons, 59c. 


LAMPS.—Those jobbers handling lamp 
bulbs are enjoying a big business in 
them. In fact, sales are running far 
ahead of all previous records on cer- 
tain makes. The recent reduction in 
prices has stimulated retail interest be- 
yond a shadow of doubt. 
We 
stocks: 


Lamps.—Bulb, Champion line, 
115 and 120 volts, list: 


to the 
drums, 
drums, 
drums, 
drums, 


quote from Bosten jobbers’ 


110, 
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Clear Inside 

Watt Glass Frosted 
Dt tbc wecuvns tded ved 54 23c. 
Re ees err eee aid 23c. 
Retain Teas as hs gg 25¢ 23c. 
Mri eked beet s 6 owes a ok 25e. 23c. 
Oe? pea Pee hy seme ek 25c. . 25e. 
BR oe ats Ota ee, oie 40c. 25c. 
(EIS ee Re eae ana 45e ‘ea 
PCE 6 atid bbe woe Ce Bene 50c. 40c. 
Be: Wain i os is Sowa deles 60c. jane 
Be cb auec cdk we s Koide S0c ciel 
Miscellaneous.—Mill type clear, 25 
watt, 25c. each, list; 50 watt, 25c. 


Flame tint, 25 watt, 28c. 

Discounts.—In less than standard 
packages, 25 per cent; in standard 
packages, 30 per cent. 


NAILS.—Jobbers have reduced their 
prices on wire nails, direct mill ship- 
ments, 5c. per keg. The store price re- 
mains as heretofore. Quotations on 
other kinds of nails remain unchanged. 


We from Boston 
stocks: 

Nails.—Wire, from store, $3.40 per 
keg, base; from mill, in car lots, $2.55 
per keg, base: in less than car lots, 
$2.80. Cement coated, in count Kegs, 
from mill in car lots, $2.60 per keg 
base, f.o.b. Pittsburgh; in less than 
car lots, $2.85; from store, in boxes, 
$5.30 per keg. Cut nails, from store, 
$4.25 per keg base. Hardened steel 
floor, direct shipments, $8.10 per keg 
base; Western cut nails, direct ship- 
ments, in car lots, $3.50 per keg base, 
f.o.b. Pittsburgh: in less than car 
lots, $3.65. Tremont cut nails, direct 
shipments, $3.95 per keg, f.o.b. Ware- 
ham, Mass.; hardened steel nails, 
oeeet shipments, $7.60 f.o.b. Ware- 
lam. 


OARS.—Retail dealers located along 
the Atlantic seaboard are beginning to 
sell oars. There is every indication it 
will be a good season for such mer- 
chandise. 


quote jobbers’ 





We quote from Boston jobbers’ 
stocks: 
Northern fir, copper tipped, 
18c. per ft. net. 


RUBBISH BURNERS.—Rubbish burn- 
ers are selling like hot cakes all over 
New England. Sales so far this month 
have been remarkably good. 
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We from Boston jobbers’ 
stocks: ; 
Rubbish Burners. — Cyclone, No. 2, 
in lots of 6, or full bundles, $2 each 
net; in smaller quantities, $2.25 each. 
STEPLADDERS.—Presumably because 
the annual spring house cleaning sea- 
son is on, there is a very good call for 
all kinds and makes of stepladders. 
Jobbers’ stocks are quite a bit smaller 


than they were April 30. 


quote 


We quote from Boston jobbers’ 
stocks: 

Stepladders.—Paris line, 3 ft., $1.60 
each net; 4 ft., $2.14; 5 ft., $2.67; 6 
ft., $3.20: 7 ft., $3.73; 8 ft., $4.27: 10 
ft., $5.34. 

Nappannee.—No. Ee bs a 90c. 
each net; 4 ft., $1. 5 50: 6 
ft., $1.80; 7 ft., $2. io: 8 tt. "32 40, 


WHEELBARROWS.—Many retail deal- 
ers are not confining their toy business 
to the Christmas season alone. They 
are installing a line of wheelbarrows as 
well as of toy boats for Young America 
and securing results. 


We quote from Boston jobbers’ 
stocks 
Wheelbarrows. —Toy, steel, $5.50 to 
$9.85 per doz. net in full crate lots. 
WIRE CLOTH.—Additional bookings 


of wire cloth are reported by jobbers. 
Much of the current buying is by the 
small _ retail dealer who puts off pur- 
chases until the last minute. 


We quote from Boston jobbers’ 
stocks: 

Wire Cloth.—From store, per 100 
sq. ft. bronze, 14 mesh, $5.75; 16 mesh, 
$6.10; copper, 14 mesh, $5.25; 16 mesh, 
$5.50; black, 12 mesh, $1.90; 14 mesh, 
$2.30; Apex dull galvanized, 14 mesh, 

2.65. 

Direct shipments, f.o.b. mill, per 
100 ft. roll sizes 22 to 48 in., black, 
12 mesh, $1.75; 14 mesh, $2.15; dull 


galv: inized, 12 mesh, $2: 14 mesh, 


$2.40: 16 mesh, $2.70; bright galvan- 
ized, 12 mesh, $2: 14 mesh, $2.40; 16 
mesh, $2.70. Bronze, bright and dull 
finish, 14 mesh, $5; 16 mesh, $5.35; 18 
mesh, $5.75. Copper, bright and dull 
finish, 14 mesh, $4.50; 16 mesh, $4.7 


18 mesh, $5. 
Extras.—Sizes 18 to 20 in., 5c. 
100 ft. Wider than 48 in., 25c. 


per 





May Business Not Up to Normal but 
Cincinnati Jobbers Year’s Orders to Be Better 


(Cincinnati office of HARDWARE AGE) 


OLD weather and considerable rain have turned out to be im- 
portant factors militating against normal spring activities 


in the local hardware jobbing trade. 


On account of these 


deterrents to business, sales in the first twenty days of May fell 
below expectations, and it is likely that total bookings for the month 
will not come up to those in May, 1926. Despite this temporary 
recession in the volume of orders, jobbers report that the first five 
months of this year will compare favorably with the corresponding 
period last year and possibly will show an improvement. 

Among the commodities which have been affected by adverse 
weather are builders’ hardware, eaves trough and conductor pipe, 


roofing material and glass. 


In all of these items business has been 


spotty. On the other hand, there are some products, such as lawn 
mowers, which are in excellent demand. The steady movement of 
staple merchandise also has been a source of encouragement to the 


jobbing and retail trades. 


AUTOMOBILE ACCESSORIES.— 
Business has been holding up fairly 


well, and compares favorably with that 
in the spring of 1926. Tourists’ mate- 





rial is beginning to move more rapidly. 
Prices on all items are firm and un- 
changed. 
We 
stocks 
Luggage Carriers. — Light weight, 
65c. each; 60c. in lots of 10; heavy 
weight, 80c. each; 75e. in lots of 10. 
High Lustre Automobile Polish. 
14-pt. size, $4 per doz.; 1-pt. size, 
$8 per doz.; 1-qt. size, $12 per doz. 
Ford Replacement Springs.—7-leaf 
front spring, $1.25 each: 8-leaf front 
spring, $1.45 each; 9-leaf front spring, 
$1.95 each; 9-leaf rear spring, $4.55 
each; 10-leaf rear spring, $4.90 each. 


BASEBALL GOODS.—There has been 
no substantial change in this commod- 
ity. Retailers have been able to dis- 
pose of a liberal amount of material. 
Orders received by jobbers call for 
small quantities for replacement pur- 
poses. 
We quote from Cincinnati jobbers’ 


stocks: 
$15 per doz.; No. 99, 


Balis.—No. 97, 
$16.80 per doz.; No. 70, $7.80 per doz.: 


quote from Cincinnati jobbers’ 
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No. 47, $4 per doz.: No. 45, $2 per 
doz.; No. 17, $1.20 per doz.; No. 35, 
80c. per doz. 

Bats.—No. 02, $2 per doz.: 
$3 per doz.; No. 
9, $5.40 


No. 4, 
8, $4 per doz.; N 
per doz.; N 13, $7.20 
.; No. 
.; No. 40, $16.20 per doz.: 
250, $21 per doz.; No. 40K, $21 
per doz. 

Basemen’s Mitts. — No. 145, $3.95 
each; No. 131, $2.25 each; No. 151, $2 
each; No. 123, $1.95 each: No. 110, 80c. 
each. 

Catchers’ Mitts. — No. 
each; No. 210, $4.60 each; No. 188, 
$2.67 each; No. 186, $1.95 each; No. 
185, $1.33 each; No. 182, 84e. each. 

Fielders’ Gloves. — No. 27, 
each; No, 44, $2.25 each: No. 37, 85 
each; No. 34, $1.50 each; No. 19, $1.05 
each; No. 14, 67c. each: No. DW, 
$4.35 each; No. BL, $6.50 each; 

73, $4 each; No. 68, $3.33 each. 


BOLTS AND NUTS.—tThe new sched- 
ule of quotations, established several 
weeks ago, is being accepted favorably 
by the retail trade. Sales have been of 
moderate volume. 


We quote from Cincinnati jobbers’ 
stocks: 

Machine bolts, carriage bolts, stove 
bolts, and semi-finished nuts, 60 and 
10 per cent off list. 


BUILDERS’ HARDWARE.—A\lmost all 
builders’ hardware items have advanced 
about 20 per cent. There has been a 
further increase in inside sets, the price 
today being $5.75 per doz. 
has been spotty, activity 
closely the trend of the weather. 
We quote from Cincinnati 
stocks: 
Sash Weights.—Sash weights, $1.75. 
Inside Sets. — Square bevel inside 
sets in case lots, $5.75 per doz. 
CROQUET SETS.—tThis product is 


starting to sell for the summer season, 


226, $4.90 


iobbers’ 


of stock. 

We quote from Cincinnati jobbers’ 
stocks: No. 5, four-ball set, $1.50: No. 
10, six-ball set, $1.85: No. A, eight- 
ball set, $2.15; No. 3, eight-ball set, 
$4.20; No. 1, eight-ball set, $3.15. 


CAMP STOVES.—A few hot days have 
warned retailers that now is the time 
to get their merchandise for the sum- 
mer trade, this item being among those 
which are in considerable demand. 
We quote from Cincinnati 
stocks: 
Coleman No. 2, $8.50 each; Coleman 
No. 9, $6.25 each. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—The rainy weather this spring 
has not been conducive to sizable trans- 
actions in these commodities. Prices 
are firm. 


GARDEN TOOLS.—Replacement -or- 
ders have been placed with local job- 
bers, but the bulk of the spring busi- 
ness already has passed. 


We quote from Cincinnati jobbers’ 
stocks: 

Hoes. —lowa socket hoes, 6%-in., 
$9.96 per doz.; lowa cotton hoes No. 
P6%, 4% in., $7.37 per doz.; lowa 
planter hoes, No, P6%, 4%-in., $7.95 
per doz.; lowa weeding hoes, No. 
2P, $4.80 per doz. 

Rakes.—No. 14SM, $5.64 per doz.; 
No. 314 Iowa, $9.84 per doz.: special 
competition steel, 14-tooth, $4.50 per 
doz. 

Spades.—No. JOW, $21.12 per doz.; 
No. OHW, $19.80 per doz.: No. 
OLDSP, $10.80 per doz. 


iobbers’ 





Business | 
following | 
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GALVANIZED SPRINKLERS.—Sales 
have been only fair at best, but the 
volume of merchandise moved by the 
retail trade to date has reached liberal 
proportions. 

We quote from Cincinnati jobbers’ 
stocks: 4-qt. sprinkling pots, $5.50 
per doz.; 6-qt. sprinkling pots, $6 per 
doz.; 8-qt. sprinkling pots, $7.10 per 
doz.; 10-qt. sprinkling pots, $8 per 
doz.; 12-qt. sprinkling pots, $9.50 per 
doz.; 16-qt. sprinkling pots, $11.75 per 
doz. 


GLASS.—Business has been below nor- 
mal, and almost without exception job- 
bers report the market to be quiet. No 
price changes have been made. 


HOSE ATTACHMENTS.—There still 
is a fair demand for this item, even 
though the season is well advanced. 


We quote from Cincinnati jobbers’ 
stocks: 

Diamond nozzles, $3.60 a doz.; Pet 
nozzles, $4.90 a doz.; Gem nozzles, 
$5.50 a doz, 


ICE CREAM FREEZERS.—Shipments 
to retail dealers have been fairly good. 


We quote from Cincinnati jobbers’ 
stocks: 

White Mountain.—1l1-qt., $2.43 each: 
2-qt., $2.83 each: 3-qt., $3.38 each; 
4-qt., $4.13 each; 6-qt., $5.23 each; 
8-qt., $6.75 each. 

Arctic.—l-qt., $2 each; 
each; 3-qt., $2.78 each: 
each; 6-qt., $4.30 each; 
each. 

Peerless.—i-qt., $2.95 each; 
$3.45 each; 3-qt., $4.10 each; 
each; 6-qt., $6.30 each; 8-qt., 
each. On all sizes of Peerless a dis- 
count of 25 and 10 per cent applies 
on the above prices. 


LAWN MOWERS.—In this _ product 
sales have been exceptionally good, be- 


2-qt., 
4-qt., 
8-qt., 


cause of the wet weather the past 


, : | month. 
and retailers are taking a fair amount | 


We quote from Cincinnati jobbers’ 
stocks: 

Cheap Grade.—12-in., $5 each: 
in., $5.20 each; 16-in., $5.50 each. 

Ball Bearing.—14-in. medium grade, 
$8 each; 14-in. good grade, $9 each: 
l4-in. best grade, $11 each; 16-in. 
medium grade, $8.25 each: 16-in. 
good grade, $9.35 each; 16-in. best 
grade, $11.50 each: 18-in. medium 
grade, $8.60 each: 18-in. good grade, 
$9.75 each; 18-in. best grade, $12 
each. 


LAWN HOSE.—A moderate ‘number of 
orders have been placed during the 
spring season, and retailers are well 
supplied with stock to care for current 
needs. 
We 
stocks: 


Leader Hose.—*-in., $7.75 per 100 
ft.; Red Dandy, %-in., $11.50 per 100 
ft.;: molded hose, %-in., on reels, 
$10.50 per 100 ft. 


LAWN SWINGS.—Retail dealers are 
stocking this item in anticipation of a 
liberal demand within the next month. 
We quote from Cincinnati jobbers’ 
stocks: 
Standard lawn swings, $7.75 each: 
extra heavy lawn swings, $9.50 each. 


PAINT.—Despite the wet weather, sales 
of paint products have held up remark- 
ably well. Aside from a slight increase 
in linseed oil, prices remain unchanged. 

We quote from Cincinnati jobbers’ 
stocks: 

Ready mixed house paints, $2.75 
per gal.; linseed oil in single barrels, 
87c. per gal.; turpentine in two-bar- 
rel lots, 68c. per gal.; white and red 
lead in 500-lb. kegs, 14%c. per Ib., 
less 10 per cent. 


14- 


quote from local jobbers’ 
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POULTRY NETTING.—tThis item has 
been moving fairly well in the past few 
weeks. Local jobbers are adhering 
strictly to the quotations announced a 
short time ago. 


We quote from Cincinnati jobbers’ 
stocks: 


Poultry netting galvanized after, 
50 and 10 per cent off list; poultry 
ge | galvanized before, 60 per cent 
Oo ist. 


ROPE.—There has been no change i 
this item. 


We quote from Cincinnati jobbers’ 
stocks: 

Manila rope, 23c. per lb.; sisal rope, 
l4c. per Ib. 


ROOFING MATERIAL.—Sales have 
increased somewhat in the past week, 
but business continues to be rather 
spotty. Prices are the same. 


We quote from Cincinnati jobbers’ 
stocks: 

Roofing Paper. — Light standard, 
$1.05; medium standard, $1.30; heavy 
standard, $1.55; light Holdfast, $1.35; 
medium Holdfast, $1.60: heavy Hold- 
fast, $1.90; K red and green slate 
surface, $2.10. 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c, per gal.; in half 
barrel lots, 28c. per gal.; coal tar, 
crude, in barrel lots, 24c. per gal.; in 
half barrel lots, 27c. per gal. 

Roofing Cement.—Liberty elastic, 1 
Ib, 12c.; in 5 Ib. cans, 9%c. per Ib.; 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per _iIb. Certain-teed 
cement, 36 lb. to the case, $4.25 per 
case; in 5 Ib. cans, 12 cans to the 
box, &8%c. per Ib.; in 10 Ib. cans, 6 
cans to the box, 7%c. per Ib. 


SCREEN DOORS AND WINDOW 
SCREENS.—Orders have been of fair- 
ly good volume in the past two weeks. 
No change in prices is contemplated 
during the remainder of the season. 


We quote from Cincinnati jobbers’ 
stocks: 

Screen Doors.—No. 241, $17.60 per 
doz.;-No. 281, $18.65 per doz.; No. 314, 
$25 per doz.; No. 355, $34 per doz.: 
No. 315, $31.40 per doz.; No. 315 gal- 
vanized, $32 per doz. All of the above 
quotations are on the size 2-ft. 10- 
in, x 6-ft. 10-in. 

Window Screens.—No. 1833, $3.86 
per doz.; No. 1833 galvanized, $4 per 
doz.; No. 2433, $4.50 per doz.; No. 
2433 galvanized, $4.75 per doz.} No. 
3037, $6.20 per doz.; No. 3037 gal- 
vanized, $6.55 per doz.: No. 18 steel 
screens, $4.85 per doz.: No. 24A steel 
screens, $6.15 per doz.; No. 30, $7.65 
per doz.; No. 30A, $8.50 per doz. 


WATER COOLERS.—tThis item is still 
slow, because of the cool weather which 
has prevailed recently. A turn for the 
better is expected soon. 


We quote from Cincinnati jobbers’ 
stocks: 2-gal. cooler, $1.80 each; 3- 
gal. cooler, $2.05 each; 4-gal. cooler, 
$2.40 each; 6-gal. cooler, $2.90 each; 
8-gal. cooler, $3.90 each; 10-gal. 
cooler, $5 each; Twentieth Century 
cooler with bottle, No. 50 in mahog- 
any finish, $10.80 each: Twentieth 
Century cooler with bottle and stand, 
No. 500 in mahogany finish, $13.75 
each; Twentieth Century cooler with 
bottle, No. 50 in white finish, $11.25 
each; Twentieth Century cooler with 
bottle and stand, No. 500 in white 
finish, $14.50 each. 


WIRE CLOTH.—Activities have been 
well sustained, and retail dealers de- 
clare that they are selling a fair vol- 
ume of this item. 


We quote from Cincinnati jobbers’ 
stocks: 

Black cloth, $1.70 per 100 sq. ft.; 
12-mesh galvanized, $2 per 100 sq. 
ft.; 14-mesh galvanized, $2.40 per 100 
sq. ft.;: bronze in 100-ft. rolls, $5.50 
per 100 sq. ft.;: bronze in 50-ft. rolls, 
$5.55 per 100 sq. ft. 
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N. Y. Market Conditions Good,. 
Considering Unseasonal Weather— 
Staples Active—Collections Better 


ONDITIONS in the New York wholesale hardware market are 

considered very satisfactory in view of the prolonged rainy, cold 

weather, which has restricted the normal demand for garden 
tools and other spring lines. Lawn mowers, grass catchers, weeders 
and lawn rollers are exceptions, however, and have been very active 
since May 1. Local authorities are optimistic on the ultimate total of 
spring trade, feeling sure that a stretch of warmer weather will stimu- 
late quickly a steady sale of spring lines. 

Staple hardware has had a consistent demand. Bolts, screws, buil- 
ders’ hardware and supplies and tools are among the active staples. 
Collections show some improvement. Prices generally are firm. No 
shortages are expected. 





Weather Retards Normal Sale Hose Nozzles 
C d T | ; tainking, $12 per dozen; Diamond, 
ak t ; . 4.10 per dozen; Gem, $6.70 per dozen: 
arden l’ools—Prices Firm Aetna ge sagan My 
Rainy and cold weather throughout Potato Hooks 
the territory served by New York hard- re 1 tage pone te black and 
role nish, t. handle, 5 round 
ware wholesalers has retarded the nor- tines, $1.01 each. Same, with bent 
mal sale of garden tools and kindred mene gong and woo ~ “hae 4 
: ° . angular bac ines, 94%c. each. 
spring lines. The jobbers have had a These are packed 12 in a bundle. 
heavy trade, placed last fall and deliv- Seasd Wels 
ered early this year, but the replace- Suiedie ea te ae ih 
. s agn weig ‘ MACK nisn, asn 
ment business has been very light, handle, 12 teeth, 45%c. each: with 14 
there being little consumer demand in tommy 50c. each: with 16 teeth, 54%c. 
° eacn., 
this unseasonal weather. Lawn mow- Medium bronze finish. - straicht 
ers, rakes and a few items have been ay oe M., ash handle. 12 teeth, 
«ian : . . . 7o%c. each; 14 teeth, polished, 82c. 
active, but investigating the entire each; 16 teeth, 86%c. each. 
spring market situation there is a lack Steel bow rakes, curved teeth, pol- 
“Ea ishe ronze head, 5™ ft. ash handle, 
of normal activity because of the} 16 'tecth, $1.07% cach: with 14 teeth: 
weather. $1 each. 


Rakes packed 6 in a bundle. 


JOBBERS’ QUOTATIONS TO RE- 
ORK: Mortar Hoes 


TAILERS, F.O.B. NEW Y 


Garden Hoes Polished forged steel blade, bronze 
Black finish, 7 in. steel blade, solid > i a ee a ae 
Shank, 4% ft. ash handle, 49c. each. 2 holes and 10 in. polished steel 
Sete wire, © ogee bronze Baten. blade. $1.15 each 
c. each: and with 7 in. blade, Witness. o Ye ii a tee 
bronze finish, 81%4c. each. RB» ing ne ee: RR OR IF MM 2 
Ladies’ garden hoes, 5 in. forged ; H Reel 
ogg i solid shank, 4 ft. handle, ose heels 
3c. each, Victor. $1.85 e: : No. 2, $2.80 each: 
Meadow hoes, forged steel blade, 19 No. 10, $3°60 Porn No. 20. $4.10 a af 
gage, polished and bronzed socket No, 30. $7.85 each. Detachable model 
shank, 4145 ft. handle, 91%c. each. to fit faucet, $4.10 each, and Reelezy, 
Nursery hoes, forged steel blade, $1.50 each . 
polished and bronzed, solid shank, , 
4% ft. handle (ash), 7 in. blade, 80c. Manure Forks 
each. ae 
Onion hoe, square top, polished tine Ee eee ee ene 
forged steel blade, 7 x 1% in., bronze in. tines, bronze finish, $1.53% each. 
— 41%. ft. handle, 80c. to 8c. Same, 5-12% in. tines. $1.86% each 
eacn. be Strapped ferrules, ’ steel capped 
ee hoes are packed 12 in a Grey Sorged own tines, polished and 
; ; ; ronzed with 4 ft. ash handles, 4-12 
Warren type hoes, 95c. to $1.13 in. tines, $1.34 each. Same with 5-13 
each. Scuffle type hoes, 89c. euch. in. tines, $1.52 each 
Heavy mill or street forks. strapped 
Garden Hose, Ete. ferrules, bronze finish. wood D han- 
Molded, 1 ply, 50-ft. lengths, 10'%c. dies, with 4 oval 15 in. heavy tines, 
per ft.; same, 2 ply, 10%c. per ft.; $2.20 each. All of these manure forks 





molded smooth, 2 ply, 10%c. per ft., 
and wrapped, 5 ply, 9%c. per ft. In 
25-ft. lengths each grade is ‘ec. 
higher per foot. 

Hose couplings. Sherman brass, 
$1.30 per dozen; perfect, $2.00 per 
dozen. 

Hose ' menders, Cooper, T75e. per 
dozen; perfect clinch, 75c. per dozen. 


Scythes 


Grass scythes, $19.25 per dozen; 
Bush scythes, $17.20 per dozen: Weed 
scythes, $17.20 per dozen; English 
riveted back, $21 per dozen; hay 
knives, $16.50 per dozen, 

Scythe snaths, grass, $15.20 per 
dozen, and bush, $17.25 per dozen. 





are packed 6 in a bundle. 
Hay Forks 


Strapped ferrules, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in, drop forged tines, with 5 ft. bent 
handle, $1.13% each, and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 12 in a 
bundle. 

Five per cent discount off all prices 
on spring goods in bundle lots. 


Sprinklers 


Sprinklers, Anaconda, $1.05 each: 
Zenith, 85c. each; Ring, 56c. each: 
Rainking. $2.33 each: Giant Rainking, 
$8.33; and Rainbow, $1.35 each. 
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Fair Demand Is Reported for 
Roller Skates 


New York jobbers report a fair de- 
mand for roller skates. These are 
quoted to dealers at $1.42 for boys 
and $1.52 for girls. 


Dry Cell Batteries Active; 
Radio Demand Very Good 


Dry cell batteries for radio and 
ignition work continue to sell very ac- 
tively in the New York hardware mar- 
ket. The spring weather has opened 
up the market for motor boat ignition 
batteries, and dealers located on the 
water report a good demand for this 
type of battery. Radio demand con- 
tinues unusually good. Prices continue 
firm. 

CURRENT PRICES TO RETAIL- 

ERS, F.0O.B. NEW YORK, ARE: 


Dry cells, No. 6, ignition § type. 
82lec,; No. Till, same type, 35'ec. 
each. 


B batteries, No. 767, $2.62 each; in 
units™ of 5, $2.44 each; No. 772 


(vertical type) $2.62 each; in units 
of 5. $2.44 each; heavy duty vertical 
type, No. 770, $3.40 each; in units of 
5, $3.17 each. 


Staple Lines Fairly Active; 
Prices Are Uniform 


Bolts, nuts, nails and screws along 
with other staple hardware are fairly 
active throughout the metropolitan dis- 
trict. Prices are uniform in most cases, 
Stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Bolts and Nuts 


Carriage bolts, % by 6 and smaller, 
50 and 10 off list. Larger, 50 per cent 
off list. 

Machine bolts, % by 6 and smaller, 
50 off list—larger to 1 by 30, 45 per 
cegt off list. 1% to 1%, 30 off list. 

Coach screws, % by 6 and smaller, 
50 and 10 off list. Larger, 50 off list. 

Step bolts, 50 per cent off list. 





Screws 


Screws, flat head, bright, iron, 75- 
20-10-10-10-10., 

Round head,* blued, 72%-20-10-1)- 

-10 


Round head, iron, nickel plated, 
65-20-10-10-10-10. 

Flat head galvanized, 60-20-10-10- 
10-10. 
Flat head, brass, 72'.-20-10-10-10- 


Round head, brass, 70-20-10-10-10- 
These discounts apply to standard 


screw lists. In package lots an extra 
10 is allowed, 


Underhill, Clinch Markets 
Hand Saw No. 86 


Underhill, Clinch & Co., 84-86 White 
St., New York City is marketing a new 
hand saw known as Underhill, Clinch & 
Co.’s No. 86. It is fully warranted by 
the company who will replace the too! 
should it prove defective. It has a skew 
back and dark handle. 
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Paint Managers Meet in Conference 


in Chicago 


G. M. Breinig Elected Chairman 


Approximately 150 advertising and sales 
managers of the various paint and varnish 
manufacturers throughout the United 
States met in their sixth annual conference 
at the Palmer House, Chicago, May 12 and 
13. The program was divided into two 
parts—the first day being given over to a 
discussion of advertising problems, while 
the second day was devoted to the sales 
managers. 

Two addresses, particularly, on the first 
day were of a nature that would have 
been of vital interest to any hardware re- 
tailer as well as those in attendance at the 
conference. The first of these talks was 
given by Mrs. Hazel Adler of the Taylor 
System of Color Harmony and editor of 
Needlecraft Magazine, who spoke on the 
subject of “Through What Appeal Should 
Paint and Varnish Manufacturers Adver- 
tise to Women.” Mrs. Adler stated that 
the three leading women’s publications of 
this country last year received approxi- 
mately 2,000,000 letters of inquiry concern- 
ing various housekeeping and homemaking 
problems and 92 per cent of these letters, 
in some way, pertained to paints, varnishes, 
or lacquers. Mrs. Adler advised the paint 
manufacturers to embody more practical 
information in their advertising literature, 
to talk less about “saving the surface” and 
more about beautifying the surface, and to 
use more care in properly naming colors. 

Carl V. Haecker of the Burke Hardware 
Co., Waukegan, IIl., was another speaker 
who gave some sound advice to the manu- 


facturers in his talk on “What the Dealer | 
Cash Register Co., Dayton, Ohio, gave a 


Wants in Sales Help from the Paint and 
Varnish Manufacturers.” Mr. Haecker 
emphasized the fact that paint or any other 
merchandise was not sold until it was in 
the hands of the consumer and the dealer 
and his clerks were the most vital link in 
the established chain of distribution. He 
condemned the average literature furnished 
by the manufacturer as being too general 
in nature to be of practical use and spoke 
for better quality and design in window 
trim material. He suggested the printing 
of elementary paint information on color 

















cards and stated that considerable money 
| was 
_manufacturers to send “tie-up” material to 
the national advertising campaigns prompt- 


wasted through the failure of the 


ly. He said that it was not unusual to re- 
ceive material for window displays con- 


‘necting up with some particular campaign 


Carl V. Hoecker 


days, or even weeks, after the campaign 


| Wwas over. 


Harry R. LaTowsky of the National 
very interesting talk in which he outlined 
retail conditions and gave the paint men 
present an idea of the various problems, 
such as credits and chain store and mail 
order house competition, which confront 
the average dealer. 

Other speakers and their subjects at the 
first day’s sessions, which were presided 
over by R. E. Mercer, Lowe Bros. Co., 
Dayton, Ohio, were: Herman Groth of 
Chicago, “What Can An _  Advertisinz 
Agency Do for a Client”; Louis Fader, 


R. E. Mercer 





Wm. Knust 


Chicago, “Effects Obtainable with Various 
Printing Plate Treatments,” and Homer 
Buckley, also of Chicago, “Plugging the 
Leaks that Make Selling Costs High.” 

On the second day of the conference, 
Willard E. Maston, director of sales of 
the Eagle-Picher Lead Co., presided and 
the opening number on the program was 
a highly interesting discussion on “Is 
Hand-to-Mouth Buying Sound Merchan- 
dising?” led by R. W. Lindsay of Pratt 
& Lambert, Inc., Buffalo, N. Y., and G. M. 
Breinig, Breinig Bros., Inc., Hoboken, 
N. J. After listening to the arguments 
and reasons for and against the practice 
of hand-to-mouth buying, the conference 
unanimously adopted the following resolu- 
tions: 

“We disapprove of hand-to-mouth buy- 
ing as now generally understood and prac- 
tised. 

“We disapprove of over-stocking the 
merchant. 

“We strongly approve of intelligent buy- 
ing, such as will enable the dealer to have 
sufficient stocks of wanted goods at all 
times in order to eliminate the possibility 
of missing sales.” 

Short talks followed by general discus- 
sions were also given by Norris B. Gregg, 
chairman, educational bureau of the Amer- 
ican Paint.and Varnish Manufacturers As- 
sociation, New York; E. F. Hopper, 
Murphy Varnish Co.; B. E. Wilson, Du 
Pont Co.; H. S. Bickford, Standard 
Varnish Works; E. K. Collingwood, 
Standard Plate Glass Co., and W. E. 
Maston, Eagle-Picher Lead Co. 

The conference also voted to discontinue 
the practice of maintaining a dual organi- 
zation, one section for the sales managers 
and the other for the advertising managers, 
and to unite under one chairman. It was 
decided that a sales representative and an 
advertising representative should alternate 
each year as presiding officer. Following 
this plan Granville M. Breinig, Breinig 
Bros., Inc., Hoboken, N. J., was elected 
chairman for the ensuing year; Wm. 
Knust, advertising manager of the Nation- 
al Lead Co., vice-chairman, and Wm. R. 
McComb, secretary of the Save the Sur- 
face Campaign, secretary. New York was 
chosen as the place of meeting for 1928. 
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Wire Screen Cloth 


Value—makes customers buy—then buy 
again. Value—produces selling features 
that cannot be denied. Value—creates 
purchasers that never before existed. And 
whether it’s garden tools or wire screen 
cloth, value received for the dollar is fore- 
most in the minds of your customers. 

Golden Rod Bronze Wire Screen Cloth is at the 


peak in screen cloth values. With the combined 
qualities of unexcelled beauty, strength (50% 
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OLDEN RO 
BRONZE 





stronger than copper cloth) and resistance to 
rust and corrosion, it will last a lifetime with 
ordinary care. These outstanding features make 
Golden Rod Bronze the leader. 


If your customers have a preference for antique 
finish, we recommend ORIENTAL Antique 
Bronze. 


We also manufacture VULCAN Black Painted; 
APEX Electro-Zinc-Coated; NEPTUNE Bright 
Galvanized; COLONIAL Antique Copper; 
CRESCENT Bright Copper. 


Distributed by Jobbers 


If your jobber cannot supply you, write us 
and we will give you the name of one who 


will. 


JOHN M. HART COMPANY 


Manager of Sales for 


HANOVER WIRE CLOTH CO. 


General Sales Office: 
Old Colony Building, 
Chicago, Il. 





Factory: 
Hanover, Pa, 
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Machine Bolt Price List 


Compiled for Hardware Age by M. M. Godschalk 


May 26, 1927 


* EXPLANATION—List prices are in accordance with recent revision of April 1, 1927. To determine net sell- 
ing or buying price on any size, this chart offers a direct short cut. For example: Assume a desired discount of 
40 per cent on 3/16-inch diameter machine bolts, 1 inch in length. Find the length line and follow along until you 
reach the 40 per cent discount column—here you find the answer, 87. Other discounts and lengths are determined 
in the same manner. List prices are per 100. 








MACHINE BOLTS—(3/16-1/4 inch diameter) 


MACHINE BOLTS—(5/16 inch diameter) 
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This ts the first installment of a 


complete serics of machine bolt prices. 
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succeeding issue. 
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(Copyright 1927, Hardware Age) 


Another installment will be published in each 





Rapid Growth of Manufactures in the United States 


Not all industries had the same meas- 
ure of growth. Using 100 as a base in 
1919, figures for the iron and steel in- 
dustry show a gain from 43 in 1899 to 
131 in 1923. This increase figures out 
at 205 per cent. A still heavier rate of 


growth is shown by paper and printing, 


which went from 37 to 137, representing 
an increase of 270 per cent. Chemical 
and allied products, going from 30 to 
125, recorded an increase of 317 per cent. 
The non-ferrous metals and their prod- 


ucts advanced from 31 to 126, a gain of 
306 per cent, while automobiles and other 
vehicles, jumping from 5 to 181, registered 
an increase of more than 3500 per cent. 

Considered alone, the iron and _ steel 
industry shows successive advances from 
43 in 1899 to 52 in 1904 and 75 in 1909. 
There was a drop to 71 in 1914 and a 
jump to 100 in 1919; then a sharp drop 
to 57 in 1921. The rapid increase to 131 
in 1923 was followed by a further slight 
advance to 132 in 1925. 


Measured by physical volume, the out- 
put of American manufacturing industries 
increased 163.4 per cent between 1899 and 
1923, according to a study made for the 
Department of Commerce by Prof. Ed- 
mund E. Day, University of Michigan, 
and Woodlief Thomas of the Federal Re- 
serve Board. This enormous increase in 
production was accompanied by an_ in- 
crease of 88.2 per cent in the number of 
wage earners and of 229.6 per cent in the 
primary horsepower utilized. 














No snow-shoveling 
to open these doors-/ 


That’s because the doors slide and fold 
inside, away from snow-drifts and ice 





It’s some job, especially when the thermometer’s below zero, 


se -e to shovel the garage doors free before you can open them. 
Slidetite equipment provides for an 


entrance door .. . doing away with Slidetite equipped garage doors end that winter trouble by 
the expense of a separate entrance. oti . . h h 1 | . 
The hardware is packed in complete sliding inside the garage. They open easily, close as readily, 
sets Jor 3, 4, 5, 6, and & doors. To and are absolutely weather-tight. 

secure complete satisfaction buy 

complete sets only. All the hardware is inside the garage where it won't rust 


and will work better. Slidetite hardware solves the garage 
door problem . . . it’s dependable. 
Slidetite hardware is most practical for doorways with 2 
ee to 10 doors; and provides a clear opening in any doorway up 
ee to 30 feet wide. Center posts are done away with. 
6. 
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Simple System of Marking Hardware 


Tickets and labels should give more than 


HE closer watch that hardware 

retailers must keep on_ their 

stocks in these more efficient 
days is greatly aided by a simple but 
complete stock marking — system. 
There are numerous ways in which 
hardware goods may be ticketed, and 
there are a considerable number of 
dealers who utilize the price list en- 
tirely and do away with marking. 

Experience has taught, however, 
that over two-thirds of the dealer’s 
stock can be individually ticketed to 
great advantage, not merely as a 
means of control over selling price 
not as a warning as to cost, but to 
aid in the moving of slow moving 
stock and dead stock. 

The hardware line is so varied and 
complicated these days that serious 
losses result from errors in selling at 
prices lower than mark-up rate. The 
average slow turnover requires that 
the origin and identity of all goods 
be instantly available at the counter, 
and after some years’ experience the 
writer is of the belief that nothing 
is so safe for the retailer in this re- 
spect as a well planned and executed 
marking system. 

This must of necessity entail la- 
bor. but once firmly settled into the 
store's routine it becomes a simple 
matter and may be easily and safely 
delegated to a head clerk? 

What shall the price mark tell? 

The sale price, of course, the cost 
price or trade discount, if possible; 
the date of purchase always. 

This isn’t so much work as it may 
seem to be offhand. 

It is inevitable in the trade that 
the store shall have manufacturers’ 
and jobbers’ price lists always avail- 
able, with discounts, etc. But con- 
stant references to price lists is waste- 
ful of time, as, for instance, when 
two sales people want the lists at the 
same time during a busy hour. By 
a simple mark-up system, either of 
samples or all goods in stock that 
can be marked successfully, marking 
can be done at leisure and when 
people are not otherwise employed. 


Suggestion as to System 


Let us outline a simple system that 
will work out in any small or medium 
sized business in the retail end of the 
trade. 

Goods are counted, examined and 
checked against jobber’s or maker’s 
invoices, mark-up is estimated and 
ticketing begins. 


The questions we wish the ticket 
to answer are these: 

a—When were goods received? 

b—What was cost price 

I—Net cost or 
Ii—Trade discount? 
c—What was date of purchase or 
delivery? (Not essential but 
desirable with some stuff.) 
d—What was origin, if not given 
on goods or package ? 

Now it is obviously impossible to 
write in all these data in long hand. 
We must resort to a simple code, 
and these codes are often hard to 
read and especially so when new help 
appears on the scene. 

Here is the one used successfully 
by one successful dealer: 

The year bought or delivered is 
designated by three marks, goods sel- 
dom remaining in stock for a longer 
period. 

1926 is indicated by a dash — 
1927 is indicated by a cipher O 
1928 is indicated by a cross X. 

So much for the year. Now we 
wish to indicate the month in the year, 
so we select a separate code for this 
and one that will at a glance, once 
the force has studied the code, re- 
veal date of purchase by months: 
July is JLY 
August is AT 
September is SR 
October is OR 
May is MY November is NR 
June is JE December is DR. 


It will be seen here that the first 
and last letters of each month are 
taken as the code, except July which 
would be confused with January, 
JLY being the designation. 


January is JY 
February is FY 
March is MH 
April is AL 


About Price Marks 


In regard to price marks, next to 
selling price we must have some idea 
as to cost without continually look- 
ing up invoices or price lists. This 
may be indicated in several.ways, by 
the actual net original cost or the 
trade discount. The latter method is 
clumsy and throws too much hasty 
estimating on the help at times. 

The case I refer to was handled 
this way. Figures giving selling price 
were reversed as follows: 


05 was 50 cents. 50 was 5 cents. 
89 was 98 cents. 78 was 87 cents. 
04 was 40 cents. 40 was 4 cents. 
005 was $5.00. And so on. 
$25 was $5.20. 


selling price. 


The cost price was indicated with 
straight figures minus decimals, 
which served the purpose of secrecy. 
An article bought at two-fifty net 
was given on the ticket: 250. In the 
case of the lower purchase price, say 
5 cents, for example, 5—, the dash 
representing the difference below 10 
cents. 

But there is even a simpler meth- 
od. ‘The selling price is left out en- 
tirely, and the cost price plus the 
trade discount in plain figures is 
given. This calls for some ability 
to calculate on the part of the sales 
person. 

Here’s how a sample ticket works 
out: 

JY — 04 

“JANUARY, 1926. Selling price, 
4U cents.” 

And another with the trade dis- 
count or cost recorded: 

JE O 005 25% 

BOUGHT JUNE 1927. Cost 
$5.00. Mark-up rate 25 per cent or 
$1.25, selling price $6.25. 


Including the Origin 


Where the dealer finds on certain 
ot*his goods that the origin isn't 
given on the package or the article, 
and he wishes to know, the initials 
of the firm of manufacturers or job- 
bers are indicated after the selling 
price is indicated. Usually, the origin 
means the jobber or distributor, who 
may or may not be the manutacturer 
or producer. 


There is every reason why the 
dealer should ticket in code. 


No good is served by taking the 
customer or the competitor in on 
your margin of profit or your costs. 
And much harm may result. If a 
code of this kind appears to be too 
much trouble, the dealer will do best 
by resorting to price lists and taking 
a chance on losses through careless- 
ness and error. To mark up in plain 
figures isn’t good business at any 
time, except in the case of a special 
sale or other special occasion. 


There are two great advantages in 

a code system. One is the protec- 

tion it offers against’ competitors 

knowing your intimate business af- 

fairs through purchase of samples, 

and the other is the opportunity of- 
(Continued on page 125) 
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Entirely protected! The most tangible Rope Insurance ever written is the message 
contained on the red, white and blue Tape-Marker, the twisted Tape which extends in 
one strand throughout the entire length of every 


ieahe Tape-Marked R 
Columbian rex: Rope 
It means that the Columbian Rope Company stands back of its product and that you are 
taking no chances whatever in buying, selling or using guaranteed Columbian Tape- 


Marked Rope. 


No protection could be more complete, and for this reason no rope could be easier to 
sell to the customer who insists upon good rope, than Columbian. 


Write for a sample of Tape-Marked Rope and the name of the Columbian distrib- 
utor in your vicinity. 





352-80 Genesee Street 
Auburn, “The Cordage City” N. Y. 


Branches: New York Chicago Boston New Orleans 
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Wilcox Steel Sash 


In a recent announcement, the Richards- 
Wilcox Mfg. Co., Aurora, IIl., states 
that it is making a new steel sash to be 
used in connection with its “Air-Way” 
Multifold Window Hardware. The sash 
is made of Armco Resisting steel. The 


sides and top members are of hollow steel 
tubing, formed to R-W standard Air-Way 
sash details. The inside of the tubing 1s 
painted before assembling the members to 
make a sash. All of the hardware is of 
solid brass and is assembled to the sash in 
the factory. The sash is fitted into a com- 
bination wood and steel frame at the fac- 
tory with all hardware attached. This 
eliminates any possibility of incorrect in- 
stallation; and it is a simple matter to 
slip this unit into the rough opening left 
by the contractor, and to frame it in. 


Apco Oil Filter System 


Owing to the great quantity of road 
dirt that finds its way into the crank case 
of the Ford car, oil screening is neces- 
sary. A new oil filter system is now 
being put on the market by the Apco 
Manufacturing Co., Providence, R. I., 


similar to those put on higher priced cars. 
The Apco Oil Filter System No. 37 pro- 
vides an auxiliary oil feed line to the 
front motor bearings. Looking through 
the glass cover of the filter chamber, the 
oil can be seen flowing through the filter 
screen. The flow of oil is increased several 
times as the result of the new magneto 
contaet, feed plug. At nominal engine 
speed thé éntfre volume of crank case oil 
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passes through the filter system every eight 
min. 

The contact post is instantly removable 
for cleaning without disturbing the plug 
body. There is an adapter supplied so that 
the Apco Filter System will fit on any 
type of Ford car. 


s ° ° 
Evansville Ladies Hammer 


The Evansville Tool Works, * Ine., 
Evansville, Ind., points out that 80 per 
cent of buying for the home is done by 
the ladies. Therefore they are marketing 


a new hammer, “For the Ladies,” which 
possesses a distinctly feminine appeal. 
“= 


This hammer is a 13-oz. Bell Face pat- 
tern, finished in black, with polished back 
of claw and face. The tips of the claws 
are a bright vermilion red and the handle 
is of white hickory. Each hammer is 
packed in an individual, three-colored car- 
ton which is conveniently arranged for 
counter display. : 


Glass Smooth Iron 


The Superior Electric Products Co., St. 
Louis, Mo., offers a new De Luxe “Glide 
Easy” Iron. It is 6 pounds, with a long 
tapering point, and is made of guaranteed 
nichrome element. It may be had with 


a new approved heel rest or a _ heavy 
nickeled, double-deck, steel stand. The 
handle, consisting of beautifully polished 
black rubberoid, fits the hand perfectly. 
A special feature is the glass-smooth, 
highly polished base, which gives the iron 
its name. 

Each iron is packed in an individual 
carton, and there are 12 cartons to the 
shipping case.’ They are guaranteed for 
one year. 


Publish New Tool Catalog 
The J. H. Williams & Co., Buffalo, 


N. Y., manufacturers of drop forged tools, 
have issued their Twentieth Edition cata- 
log. It contains illustrations and prices of 
the regular line, together with a listing 
of the “Siperrench,” which is made of 
chrome-molybdenum steel and is-. guaran-: 
teed against breaking. -— --- -: 2s 
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New Sho-Lite Lamp Device 


Of interest to the mototing field is the 
new device now being marketed by, the 
American Chain Co., Bridgeport, ‘Conn!, 
called the “Sho-Lite.” 

Sho-Lite is a small column of glass 
mounted on a light steel bracket that can 


be attached to any automobile headlight. 
This column of glass is curved, as will be 
seen by the accompanying illustration, to a 
point just above the lamp hood. The glass 
saturates itself with light when the lamp 
is burning, and so indicates to the driver 
whether his headlights are burning. lf 
the Sho-Lite cannot be seen peeking over 
the lamp at the driver—if the glass is in- 
visible in the darkness—the driver knows 
that his headlight is out. Inversely, proper 
lamp operation is indicated. 


—-- + — 


Porcelain Stove Leg Rests 


The Technical Products Co., East Lib- 
erty, Pittsburgh, Pa., have placed on the 
market the No. 1 White Porcelain Stove 
Leg-Rests. They have curved sides and 
2-in. receptacles. They are shipped in 
barrels of approximately 1000, or in boxes 
of 200, comprising 50 sets of four leg- 
rests. 


Valuable Help to Salesmen 


“More Sales,” a book of ideas and prac- 
tical information to help all retail sales- 
men increase sales, has been published by 
The Witt Cornice Co. of Cincinnati, Ohio, 
makers of corrugated cans and pails. It 
is full of helpful ideas and ought to prove 
an asset to any salesman. Some of the sub- 
jects covered _are, ‘Know Your Goods,” 
“Be Prepared to Show .and Demonstrate,” 
“Thank You”, and¥A Study’of People.” 


Reading matter continued on page 112 
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Dependable a. 


OR many years, the name 
‘“Quikwerk’” on a forged tool has 
signified the utmost in dependa- < 
bility. That explains customer- 
preference—and dealer-preference 
too—for Quikwerk Tools. 





Keep Quikwerks—They Keep Customers 


THE WARREN TOOL & FORGE COMPANY i 
K 
SUINWE Tr 


FORGED TOOLS 








Picks Mattocks Hammers Wedges Tongs 
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No Tools Needed to Install 
Readi-Set Window Chain 


The Bridgeport Chain Co., of Bridge- 
port, Conn., are manufacturing a window 
chain which is unique in the fact that no 
tools are needed in its installation. 

The Readi-Set Window Chain comprises 
four pieces of chain cut to the correct 





length, to one end of which is attached 
the cup fastener that fits into the window 
sash, and four S fasteners for the weight 
end of the chain. Being sherardized, it is 
rust-proof. 

An attractive display 
12 sets of Readi-Set. 


carton contains 


Connors Heavy Steel Pokers 


The heavy steel stove pokers which 
are made by the Connors Hoe and Tool 
Co., of Columbus, Ohio, are made from 
special analysis high carbon steel. The 














handle grip is large and cool and will 
withstand a pressure of 400 pounds. The 
heavy steel furnace pokers which are made 
by Connors are good serviceable tools. 
Made from Cold Rolled steel, 49 to 54 in. 
in length they are difficult to bend or 
break. One half dozen come tied in a 
bundle. 





HARDWARE AGE 


Harmonizing Door Latch 


The McKinney Mfg. Co., Pittsburgh, 
Pa., in response to an insistent demand 
is putting on the market a screen door 
latch that will harmonize with forged iron 
hardware house trim. This latch is very 


practical, has no spring, but works on the 
principle of the law of gravity. It pro- 
vides a handle on either side of the door 
and may be used on both in-swinging and 
out-swinging types. The catalog number 
is 12735. 


The Vee Knife Sharpener 


The Technical Products Co., of Pitts- 
burgh, Pa., manufactures the Vee Knife 
Sharpener, an abrasive product which is 
said to be harder than steel. To sharpen 
a knife, all that is necessary is to try 
to cut through the “V” slot, which sharp- 
ens both sides at one time. 


Packed in individual cartons in cases 
of three or six dozen, or packed in saw- 
dust in barrels containing about 1200 
sharpeners. Size is 2 by 4 by % in. and 
weighs 6 oz. each. 


Gilson Co. Issues Booklet on 
Bolens Power Mowers 


The Gilson Manufacturing Co. of Port 
Washington, Wis., has issued an illustrated 
booklet describing its Bolens Power 
Mowers. These booklets may be had from 
the manufacturer upon request. 
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Winter Bros. Co. Now Making 
Nine Screw Plate Sets 


Winter Bros. Co., of Wrentham, Mass., 
are now manufacturing nine Screw Plate 
Sets. The’ Duck Brand Set No. 110 


U. S. S., which is illustrated, contains 
5 taps, 5 dies, 1 No. 14 stock, with ad- 
justable guide 16 in. long, and 1 tap 
wrench with a capacity %-in. to %-in. 
taps. 


Milwaukee Timing System 


The Milwaukee Timing System, No. 300, 
has lately been improved by its makers, 
Milwaukee Motor Products, Inc., Mil- 
waukee, Wis. The company states that 


it furnishes care-free ignition, eliminating 
all timing troubles on Ford cars,-trucks, 
and Fordsons. Installation is simple and 
requires no changes in present equipment. 
After installation, no oiling, cleaning, or 
special attention of any kind is required. 
Some points claimed by the company are 
accurate timing, self-lubricating bearings, 
everlasting tungsten point, and _ proof 
against water and oil. 


A Heat Controlled Iron 


A distinctive and convenient feature in 
electric irons is being featured by the 


Liberty Gauge and Instrument Co. of 
Cleveland, Ohio, makers of the Liberty 
Automatic Iron. 


They state that their iron maintains a 
constant smooth even ironing temperature 
at all times, never overheating, due to an 
automatic heat control. 

Other features include an ever cool 
handle, convenient heel rest, beautiful 
lasting finish and costs no more than any 
good ordinary iron. 
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Sell more Maydoles 
This attractive new 2-color 
display card is now ready for 
your counter. How many 

shall we send you? 


irprisiern 
*repstess i, 


Maydole Hammers 


For customers who buy 
only the finest tools 


Men who know fine hardware—who really appre- steel and clear, second-growth, air-dried hickory— 
ciate fine tools—place their stock of Maydole Ham- all hammer. 
mers among their highest grade tools. More than any other tool you sell, the genuine 


There is nothing tricky about Maydole Hammers Maydole Hammer setablishes you as a dealer who 
—no fancy colored handles or “patent” features. handles high grade tools. 

But your best customers, the men who will buy only Be sure your stock is complete. Your jobber will 
the finest tools, know that the Maydole is the finest supply you with standard assortments or the styles 
hammer that eighty-four years of specialized skill and sizes you need. Ask us to mail you Catalog 
and experience can fashion from press-forged tool and useful Pocket Handbook 23 “C.” 


ydole 
Hammers 


The David Maydole Hammer Co..Norwich.NY 
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New Casement Adjuster Com- 
bines Simplicity and Attrac- 
tiveness 


The Loxrite Corporation of Grand 
Rapids, Mich., are manufacturing a case- 
ment adjuster which is simple to install 
and has a smooth easy action. The Lox- 
rite Casement Adjuster can be installed 


in one-half hour and requires only one hole 
to be drilled. An economy feature is that 
the same fixture is suitable for either 
right or left installation. Made of solid 
brass, it is attractive and weather-proof, 
the inside being attractively finished in all 
standard finishes. 


The Rigid Pipe Cutter Has a 
Removable Blade 
A pipes cutter with a removable blade 


is offered to the trade by the Ridge Tool 
Company, of Elyria, Ohio. The Rigid 





Cutter No. 2 has a housing which pro- 
tects a very thin blade, which cuts pipe 
from % in. to 2 in. with practically no 
burr. When a new cutting edge is desired, 
only the blade is replaced. 

Parts are interchangeable and cotter 
pins have been eliminated. It is made 





in sizes 2, 3, and 4. 
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The Stearns Steel Saw Vise 


The E. C. Stearns & Co., of Syracuse, 
N. Y., are manufacturing a folding steel 
Saw Vise. The No. 067 is made of channel 
steel, finished in black japan, baked on. 





It has loops on the ends high enough to 
permit the setting of saws with any make 
of saw set. The saw is held firmly in 
place by a movable roller jaw. The 
back jaw is faced with rubber to prevent 
vibration. The jaws are 113% in. long. 

Packed two in a box, weighing 1% Ib. 
each. 


ee 


“Nob-Lock” on Door Gives 
Double Protection 


The McKinney Manufacturing Co. of 
Pittsburgh, Pa. has placed’ a_ practical 
item on the market which is designed to 
make any regular common door lock a 
cylinder locking device. It is called the 
“Nob-Lock.” 

Through the use of this new device, 
handles cannot be taken from the door 
without first removing the inside knob, 
the outside knob being permanently fastened 
to the spindle, to insure against tampering. 

The latch protector, a means of pre- 

















venting the latch from being thrown back 
with a knife or similar strip of metal from 
the outside of the door, is included as 
_part of the equipment. 

It is easily installed and incurs the fea- 
tures and safety of a night latch, yet 
eliminates the necessity of drilling, cutting 
or marring the door. 

“Nob-Lock” takes the place of the or- 
dinary knobs and spindle. 





Folsom Arms Issue Catalog No. 


24 on Fishing Tackle 


The H. & D. Folsom Arms Co., of 314 
Broadway, New York City, who have 
been catering to the demands of sports- 
men for over 65 years, has issued Catalog 
No. 24 on Fishing Tackle. Rods, reels, 
line, hooks, spinners, spoons, and the usual 
wide assortment of sundries are all in- 
cluded. 
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Ice Crusher Set Is Used When 
Cracked Ice Is Needed 


A practical and economical hot weather 
seller is manufactured by The Washburn 
Co., 6126 South La Salle Street, Chicago, 
Ill. The Androck No. 86 Ice Crusher Set 





consists of an ice pick with a 5%%-in. 
blade, a 12 x 12-in. white duck bag with 
draw strings, and a wooden mallet. Waste 
is eliminated by crushing the ice within 
the closed duck bag. Packed six sets to 
a shipping carton, weighing 6% Ib. 


WrapLock Is a Strong Clamp 


An all-purpose clamp is now being 
manufactured - by the Mosler Metal 
Products Co. of Mount Vernon, N. Y. 
WrapLock is a specially prepared, rust- 
proofed steel tape and galvanized steel 
buckle that together make a locking band 
that withstands strain and vibration. 

It will bind and hold securely articles 
of any shape and can be used to hold 
two of more pieces together. It makes 
a good hose band because the pressure on 
the hose is evenly distributed. 

WrapLock clamps are made by passing 
the tape twice around the object or ob- 
jects and through the eye of the buckle 
both times. Then with the aid of the 
cotter pin, the tape is coiled against the 
buckle until it is tight. 





The tape is made in two lengths, 30 
ft..and 100 ft., both of which are % in. 
in width. In the can is a generous quan- 
tity of metal buckles, cotter pins, steel 
keys, and a special ratchet tool, which is 
used when rapid operation is desired. 
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500 Push Broom. Made of gen- 
uine African Bass—length of fibre 
6". Size of block 16" x 3\4"—sweep 
of broom 22'%", large flare. 


Efficiency and Economy 


Osborn Push Brooms are made 
specifically for the job to be done. 
This is the reason for their marked 
efficiency, economy and widespread 


popularity. 
Whether the work requires a fine, 


close sweeping material or a coarse, 
heavy-duty bamboo or rattan, 


Combined in Osborn Push Brooms 


Osborn has a better-wearing broom 
to fit the need. 


Osborn Push Brooms are accepted 
as the best for mills, factories, 
municipalities, railroad shops and 
yards, street cleaning and every- 
where that economy and efficiency 
are carefully considered. 








121 Fiat Wire Push Broom. 
Made of tempered flat steel 
Length of fibre 6’. wire. Widely used in road con- 


277 Rattan Push Broom. Made of 


0277 Bamboo Push Broom. Made of 
Split Bamboo. Length of Fibre 7’. 
block size 16" x 314". heavy duty push 
Broom at a low price. 


select round r Size of block 


16° x 34’. 
struction. lock size 16” x 2%" 
—length of wire 5”. 


JHE OSBORN MANUFALTURING LOMPANY 


5401 Hamilton Ave. Branch Offices: Cleveland, Ohio 
New York, Detroit, Chicago, San Francisco, Los Angeles 


— £68 BORE>- 3 








= 






A BETTER WEARING BRUSH FOR EVERY USE 
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New Orleans 
(Continued from page 81) 


dinners. All were served table d’hote, at the same time. 
At the times 1 was there, this dinner cost one dollar. 
There were ten courses, and you were supplied with all 
the wine you cared to drink. In visiting Malay’s, you 
entered through a barroom. Of course you might or 
might not be detained for a few moments here! In any 
event, when you escaped from the barroom, you passed 
through a courtyard and entered the dining room across 
the court through a back door. A curious custom when 
you dined at Malay’s was that after the meal on vour 
way out, you stopped at the bar to drink a small cup 
of black coffee. This coffee was served with sugar and 
brandy, and some of the epicures, after that Gargantuan 
dinner, would light the brandy on top of the coffee, and 
finish the feast with a libation in flames to the god 
Lbacchus. 
* 

(One must not forget Antoine’s and the Hotel Louisi- 
anne. [hese were famous places for the most delicious 
l‘rench cooking. Here you could get that celebrated 
dish of “Bouillabaisse Marseillaise.”’ 

x * * 

How well I remember one morning rising early, 
rousing the rest of our party and starting out for the 
I*rench market! That was in the old days when Madame 
seguet served that remarkable breakfast upstairs to all 
who came. It was a common sight in those days to see 
market gardeners, porters, English noblemen and French 
Countesses, not to mention American plutocrats, eating 
breakfast side by side at Madame Beguet’s. In those 
days, people actually knew how to eat. What has 
become of the diners of old? Where are the appetites 
and, also, where, also, is the food? After a breakfast 
that would have done honor to Balzac in his best days, 
feeling somewhat over-heated, we adjourned to the old 
Catholic Cathedral nearby. Here, in the silence, dark- 
ness and coolness of the Cathedral, we sat reverently 
and meditated on our sins of the flesh, consoling our- 
selves, however, with the thought that sins of the flesh, 
after all, are not as serious as the sins of the spirit! 

“6 

In the afternoons, our party would motor out to West 
End or to Spanish Fort on Lake Ponchartrain. Here 
we would sit and watch the small yachts sailing on the 
blue water under the azure skv, with the sunlight re- 
flected on their white sails. 

* x 

. wonder whether the old Royal Hotel still stands. 
Once upon a time, I attended a wedding breakfast at the 
Royal. We had a wonderful time. Then, in the eve- 
ning, | took the I[llinois Central for the North. Im- 
agine my consternation when I found that my berth 
was in the same Pullman with that of the bride and 
groom! I saw the conductor. I gave him a fat tip. He 
changed me into another car. I never saw the bride 
until we reached St. Louis, but I must confess that the 
bridegroom now and then came back to chat with me 
during the journey! In St. Louis, I gave the happy 
couple a large dinner. I had to explain to the blushing 
bride that the contretemps was not my fault as she and 
the groom had kept their destination such a careful se- 
cret! 

* > 

Then there is the St. Charles Hotel. This hotel was 
re-built about 1896, and was the pride of the South. 
The last dinner I had at the St. Charles was with Charlie 
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Hubbard, of American Axe & Tool Company fame. 
Charlie was always a great host. Now and then I meet 
him here in New York, and I wish to report to his many 
friends in the hardware trade that he is just as good as 
ever! 

% x “ 

There were the good times at the old Cosmopolitan, 
and no one will ever stop at the Grunewald without re- 
membering with pleasure the excellent service of this 
hostelry. In New Orleans, however, hotels are almost 
unnecessary. You are kept out so late and you start so 
‘arly. Your good friends want you for breakfast, for 
lunch, for dinner and for supper. Really, all you need 
in visiting New Orleans is to deposit your dress suit- 
case in some Turkish Bath—lJust a place to shave, bathe 
and change your clothes! 

* 

On one occasion, at Mardi Gras, | happened to be in 
New Orleans a week before I called on my aunt. “Ah, 
my boy!’’—she said sadly. “I heard that you were in 
town. You know, in New Orleans, news travels quickly. 
I am sorry, however, to note that you have been traveling 
with the “brass band” set. I wish you to meet some of 
our aristocratic and oldest citizens. Will you have break- 
fast with us next Tuesday?” So I went, and I had the 
honor of being presented to some of the blue bloods of 
this Southern city. The names of these old families 
were impressed upon my memory. Then I sailed away 
to Central America on one of the United Fruit ships. 
While I was gone, alack and alas, most of these scions 
of these old families were indicted by the Federal Gov- 
ernment for being stockholders in the Louisiana Lottery ! 

Sadly I cut the clipping from the newspaper at Port 
Limon, Costa Rica, and mailed it back to my aunt, ex- 
pressing my regret at this unfortunate occurrence to the 
aristocracy of the Crescent City! 

*K % 3s 

The last time I ever met the genial Colonel Eshleman 
of Messrs. Stauffer, Eshleman & Company, hardware 
jobbers in New Orleans, we had luncheon at The Pick- 
wick Club. He had the rare courtesy of the Southern 
gentleman of the old school. Peace to his ashes! The 
house of Messrs. Stauffer, Eshleman & Company still 
continue in business under the direction of that veteran 


hardware man, Colonel Stauffer. 
2 x 2K 


Then, in those days, there was a senior Albert Bald- 
win, of the wholesale house of Messrs. A. Baldwin 
& Company. Mr. Baldwin was a leader for many years 
in the social and business life of New Orleans. Later, 
that prince of entertainers and story-tellers, Waldo M. 
Pitkin, was the General Manager of this business. It 

was a treat never to be forgotten to hear Pitkin tell a 
Creole story in broken French. The hospitality of the 
Baldwin family was famous. Those who were invited 
by the sons to go on a hunting or fishing trip in their 
yacht were fortunate indeed. These good old times still 
linger in the memories of their many friends. 

* * * 

Messrs. Woodward, Wight & Company, Ltd., another 
enterprising and aggressive hardware jobbing house of 
New Orleans, was originally a ship chandlery concern. 
Most of its business at first was with the many ships 
entering the port of New Orleans. Mr. Joseph B. Sim- 
mons, formerly of The Simmons Hardware & Mill Sup- 
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A “TRUE-FIT” 


Silent Salesman 






Rear View 
f 


o 
Stock Cabinet 


Who Needs and Buys 
True-Fit Tools? 


Everyone connected witli the ownership, re- 
pairs or operation of automobiles, trucks, trac- 
tors, farm machinery, industrial plants, etc. 



















The market possibilities are unlimited be- 
cause of the hundreds of thousands of motor- 
driven vehicles and machinery in operation to- 
day. 

Are you getting your share of the wrench 
and socket business in your locality, and the 
quick turn-over necessary for increased profits ? 
Milwaukee True-Fits are nationally adver- 
tised. 


A. Few Important Facts A Set for Every Car— 
About True-Fit Tools A Car for Every Set 


Re True-Fit Combination Display and 
True-Fit Socket and Service Wrenches stock Cabinets make it possible to quickly 






Front View 











are made from special alloy steel, contain- and easily pick out the Individual Car 
ing chrome vanadium, chrome nickel and Owner Sets with the aid of a systemati- 
manganese, the strongest and toughest in- — cally planned chart. 

gredients that it is possible to use. All True-Fit Tools carry a guarantee. 


True-Fit tools are not case hardened |! Wenty-four established branches, all 
carrying a complete stock, enable us to 


as _¢ ; 

$s are the average tools. They are the properly serve your needs. 

result of eight different heat and oil treat- 

ments, properly tempered and hardened | Ouick turn-over makes good profits and we can 
: show you the way to both. Write today for full 

uniformly throughout. details concerning our dealer proposition. 


CER LWAUKEE 








“PRvurE | ee ee — 
Qox. 1ORGE CoO. 
SO.MILWAUWUKAEE. WIS. 













































































ply Company of Beaumont, Texas, entered the firm of 


Messrs. Woodward, Wight & Company, Ltd., and has 


since become the President, rising to the top as a result 
of his unusual executive ability. 


I hear that Mr. Simmons has been on a long tour 


around the world and that he will land in New York in 


the near future. I hope he will hones our little editorial 
sanctum with a visit. We would be glad to have an 


account of his travels. 


Under the direction of Mr. Simmons, Messrs. Wood- 
ward, Wight & Company, Ltd., have added a complete 
line of mill supplies and, in the last few years, have gone 
into the general hardware jobbing business on a large 


scale. 
* * * 


New Orleans also has some very modern and up-to- 
date retail hardware stores, but space forbids my at- 


tempting to write about them in this article. 
* Kk > 


A curious thing about New Orleans is the fact that if 
you dig two or three feet beneath the surface, you strike 
water. Therefore, in this city, there are no basements to 
the houses. For the same reason, the dead are all buried 
in brick, concrete or marble mausoleums above ground. 


One of the interesting sights of the city is the cemetery. 


It has an entirely different appearance from any other 
cemetery in this country. It reminds one of the ceme- 


teries in Europe. This cemetery, so I have been told, 


was once a race track. The owner of the track had 
some difference with the jockey club. In a fit of anger, 
he once told them that he would turn the race track into 


a cemetery—and he did. 
* * > 
Much-traveled, foreign friends, after having covered 
this country, have told me that there are only three cities 
in the United States that have a charm and individuality 
of their own. These cities are: New Orleans, San Fran- 
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cisco and New York. They remark that the effort of 
most of our other large cities seems to be to build all of 
their buildings—both public and private—exactly alike. 
All of their streets looked alike. All of their hotels were 
alike. All of them had the same bill of fare and the food 
tasted alike. One foreign friend said to me recently— 


«’‘When I-would wake up in the morning in one of your 


standardized hotels and look out at one of your stand- 


ardized streets, I could not, for the moment, remember 


whether | was in one city or another, but it made very 
little difference because, when I walked into the hotel 
dining room, it was the same thing. When I went into 
the retail stores, they were all just alike. «When I met 


the people, there was actually no difference between the 


people in one city and the people in another city. The 
street cars were the same. The taxicabs had even 
adopted the same color—yellow. Tell me”—said this 
traveler—‘‘why is it that your American cities all seem 
to be determined not to have any individuality?” Then 
he added rather sadly—‘‘Even the stories one hears in 
traveling from one club to another in the various cities 
are the same stories, told in exactly the same way.” 

To this friend of mine I replied—“I advise you to go 
to New Orleans, There you will find charm and in- 
dividuality and, incidentally, some of the newest stories 
and best story-tellers in the world!” 

* + x 

Dear, much beloved New Orleans! It does seem 
to be ironic when I think of you now surrounded by 
water! As I write these lines, I have been wondering 
about all that is happening in another city on the Mis- 
sissippi—Memphis, and, even as I write, I am in receipt 
of a personal letter. ‘This letter tells all about the merry 
parties at the hardware convention in Memphis—lunch- 
eons, dinners, dances, trips out to the country club, golf 
(evidently the golf links have not been inundated !)— 
but this letter does not say a single word about business! 













A Neighborhood Hardware Store Reaches Out 


we will train others as rapidly as pos- 
sible. It isn’t a matter of philanthropy 
—it’s just good business.” 

Asked what was to prevent men 
from going to competitors after he 
had given them this training, Mr. 
Slow admitted that there is nothing to 
bind them, but added that none had 
done so yet. They appreciate what the 


company has done for them, they hav@" 


good positions where they are, and 
their salaries*are raised as often as 
merited, so there is no good reason 
why they should go elsewhere. 

The company subscribes for the 
usual builders’ reports and follows 
them up, but the major share of its 
trade now is secured on the strength 
of the super service it offers and 
through the four outside salesmen 
who call on contractors and architects. 

A very important aid in selling is 
the sample room, which is located on 
the second floor. This room, about 15 
feet square, is equipped with wall 
cabinets of stained oak in which sam- 
ples of all the builders’ hardware in 
stock are carried. The cabinets con- 
sist of tiers of drawers, five drawers 





(Continued from page 69) 


high, with a double-door cupboard 
above each tier, and there is room to 
display mounted samples on top of the 
cupboards. Drawers are numbered, 
1 to 35, cupboards are lettered, 
AtoZ. A list of the contents of each 
compartment is kept in the manager's 
desk and cupboard doors kept closed. 

“When we bring a customer in 


“here,” Mr. Hossack explained, “we 


first find out what ‘the job is, what it 
will cost, and what kind of hardware 
is preferred ; all this before we show 
any samples. Then we know just 
about what will please the customer 
and we step right to where the sam- 
ples of that type are carried. ‘To show 
all the samples would take a great 
deal of time and would merely serve 
to confuse the customer. We have 
some very rich hardware ; if we should 
show that to a customer who its erect- 
ing a modest building, he would be 
dissatisfied with the type of hardware 
he had intended to buy and really 
should buy, and it would be hard to 
sell him anything. He wouldn't want 
the hardware he could buy and he 
couldn’t buy the hardware he wanted 
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'to buy. We show him a variety of the 


proper grade and keep the other con- 
cealed.” 

All samples are 
mounted. 

* As Mr. Slow said, there is no secret 
about what the Arcade Hardware 
Company is doing to get a lion’s share 
of the builders’ hardware trade; any- 
one else could do what it is doing. So 
far as known, however, this company 
is doing three things that others in this 
field do not do. It maintains an out- 
side service man, it delivers all build- 
ers’ hardware packaged and in the or- 
der it will be used, and it sends its 
employees to the factory for special 
training. The factory, it might be 
added, is that of Russell & Erwin, 
New Britain, Conn.—not in Detroit. 
In addition to these three unique fea- 
tures, the Arcade stocks a good line, 
gives prompt service, and does an ex- 
cellent job of selling. 

So, while there are no secrets about 
it, there are some excellent reasons 
why this old established neighborhood 
store has built up a surprising volume 
in builders’ hardware. 


handsomely 
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°° TEN-EIGHTY ” Garage Door Hardware 


—a product of ALLITH artists who, with twenty-five years’ to install on either new or old doors; brackets and han 
_- S ¢ angers 
pes ng know that design must command attention and have positive locking vertical and lateral adjustments. 
The hanger apron and frame are made of ‘Certified Malle- 


—a product of ALLITH chemists . 
who know that inside quality po ol re get on ragga supporting the track are built to carry 


must match outside appearance. 

—a product of ALLITH tradi- Foller bearing wheels, ball bearing swivels and vertical side 
tions that make it necessary to JYollers reduce friction and wear to a minimum and insure 
build complete, from pig iron to [ong life. 

package—cast, anneal, assemble The A-P Catalog describes a full line of door hangers and 
and pack—in one organization. equipment. Send for it now and let it help you solve your 
A TH “Ten-Eighty” is easy garage door problems. 







PROUTY 
Company 


Danville, 
Illinois 


Garage Door Hardware 

Rolling Ladders 

Spring Hinges 

Door Hangers 

Fire Door Hardware 

Overhead Carriers 
Manufacturers of the 


Finest Line of Garage 
Door Hardware. 
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Let This FREE Set Sell 


Donley Screen Door Guards to Your Customers 


Attach this Free Set to your store door. Itshows every passer-by and customer how these 
guards protect the screen—serve as push bars for the children—prevent bulging of the screen 


—reinforce the Gour-—ienguove its appearance. The message on this Free Set reminds them 
S LSSsseslseseseseeseieieeseseeesesseses to buy at your store. It reads— 





Order your Free Set now. Merely measure 


SF EARN SCP RI the width of your door and order according to 
the following standard sizes: 26, 28, 30, 32 and 
36 inches. Your Jobber will supply your set 
free or write us direct for list of Donley Job- 
bers in your territory. 














The Donley Binmifacticing Compan, Cleveland, Ohio | 


AGENTS— 
A. M. GLUECK W. B. BROWNE WALPO MILLS PITKIN ALDEN GLAZE & CO.,, 
258 Broadway, 176 Market St., Coleman Adler Bldg., 143 Second St., 
New York City Chicago, III. New Orleans, La. San Francisco, Cal. 
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Dealer 


‘| HAT’s one reason why, for years, thou- 
sands of hardware dealers have sold 
Presto Products including the nationally 
known Presto Pipe Opener, Presto Bowl 
Cleaner and Presto Tile and Porcelain Cleaner. 
They know that Presto Products are not sold 
in cut-rate stores or chain groceries. We pro- 
tect dealers by selling only to the hardware 
trade. 


The quality of Presto Products is superior 
to competing products. They are made by a 
chemical company who for 29 years have 
been selling guaranteed quality products to 
the hardware trade. 


You can’t go wrong by ordering Presto 
Products. Our special dealer’s proposition 
gives you better prices—prices that enable you 
to meet all selling competition and at the 


same time to make more profit than with any - 


competing products. The demand for Presto 
Products is good. Their quality makes repeat 
sales. Let us prove it! 


Write for Introductory Dealer’s 

Proposition on Preste Froducts 

to be Handled Through Your 
Regular Jobber. 


The Chandberlain-Haber 
ee Company 


CLE VELAN D 
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Everybody’s Business 
(Continued from page 79) 


in his regular business or some other interesting line of activity. 

Now, out of all of this has developed the fact that while our 
customs, facilities and environment are changing with lightning 
speed, we are not at all able to adjust our mental and physical 
selves to the great transformations all about us. There are no 
flights of thought reached today that surpass those of our fore- 
fathers. No plays are more subtle than those of Shakespeare. 
No book contains more wisdom that that of Job. No expressions 
concerning human conduct are more useful and practical than 
those of Franklin. The wisest of our present leaders would 
have difficulty in formulating a basis of government equal to 
that set forth in our original Constitution. 

For a number of years we have been enjoying a period of 
record “good times,” and we should not forget that “those who 
consider in prosperity, will be less afflicted in adversity.” We 
will again repeat most of the mistakes that were made in the 
past. In the lives of many will be dark hours when plans will 
be laid to get money without earning it. Hundreds of millions 
of dollars have been tied up recently in all kinds of unproduc- 
tive investments from idle land to watered stock in dozens of 
consolidations. Graft is rampant, and the pursuit of fortune is 
as keen as ever, with little or no improvement in the ethics 
emploved. Vaults overflowing with gold and reformed banking 
laws will not make posterity safe from the effects of that most 
primitive and uncontrolled force, man’s natural self. 

We have widened our viewpoint, largely surmounted the wall 
of resistance to innovation, snapped the chains of precedent, and 
established a new mental freedom that questions everything from 
the fundamentals of religion to current practices in economics 
and industry. But still that most lawless of all things, the 
human mind, which can completely reverse itself in the fraction 
of a second, renders it impossible for anyone to draw an accurate 
picture of tomorrow's conditions. It now appears that there is 
no last word to be said on any subject. We are even wondering 
if there is sense in our present ideas gf conservation of resources 
because the things saved will probably not be needed by our 
children’s children as a result of radical changes in life. In 
conformity with this thought we are told that we should be 
guided in our business operations not by what is theoretically 
possible, but by what is economically justified. 

Forty million of our people do not belong to any church, and 
most of them never attend any form of religious service. Atheist 
societies have been organized in 20 of our greatest universities, 
and a national association has been legally chartered and is now 
operating with the avowed purpose of destroying every form of 
religion. A few years ago the trust was a target for the poli- 
tician, and the forces of government were opposed to large units 
in business. Now the swing is in the other direction, and re- 
search has become suq) an irresistible force in the hands of 
powerful aggregations that the road is very rough for the little 
fellows. 

Today is a time for cautious and conservative action. Stability 
of profits, even if they are small, should be given precedence 
over speculative operations that will not stand up under the 
sting of adversity. Eventually there will come a day of reckon- 
ing—a period of readjustment. Fear will supplant confidence, 
and people in many industries will wonder how they could have 
been so foolish as to give all thought to building fast and high 
without directing first attention to the character of the founda- 
tion. The more of us who get this thought into our systems 
and keep it there, the longer it will be before we will have to 
face the next period of unemployment and business distress. 





Mr. Firestone’s Major Questions 


There are two great master questions which Harvey S. Fire- 
stone of the Firestone Tire & Rubber Company always asks him- 
self, according to a recent bulletin. The first is, “Is it neces- 
sary?” and the second, “Can it be simplified?” By asking those 
two questions and following through with the answers, the com- 
pany has been able to cut its manuf&acturing turnover from sixty 
to fifteen days. The fact that tradition says a certain thing 
cannot be done means nothing to Mr. Firestone and his asso- 
ciates. They ask, “Why cannot this be done?” and they refuse 
to rest until they get the answer. 
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Emphasizes Dealers’ Position 


Editor HARDWARE AGE: 


Gentlemen : 

The success of any sales policy must be based on cer- 
tain fundamentals that are sound in character, fair to all, 
and practiséd by well organized business. It should be 
the purpose of the manufacturer to place on the market 
lines of high quality, equal in range and merit to compet- 
ing lines. The best that can be made at the market price 
of next best quality is a desirable achievement. 

The next thought is service and the user is first con- 
sideration. The markets of the world are far removed 
from the manufacturers’ source of supply. The dealer 
or distributor is the medium used to place a stock of tools 
within easy reach of the user, within reach of local tele- 
phone service, pick-up delivery and dealers’ deliveries. 

The reasons are so obvious as affecting service that all 
are agreed it is a necessary convenience. While service 
must be had at times at any cost, the arrangements be- 
tween manufacturer and dealer should be, and really are, 
on a basis permitting the user not only to obtain local de- 
l'very and quick service, but also to secure prices in line 
with direct quotations from manufacturers who may not 
be represented in a given territory. Comparison of prices 
should be made on lines of fairly equal merit. 

The dealer is entitled to a slightly higher price to com- 
pensate for investment, delivery and service. Yet in a 
large majority of cases the goods are sold with a local 
delivery competing with factory price f.o.b. point of 
manufacture. 

The dealers’ relations with the manufacturer usually 
are on a close friendly basis of long standing. Emergency 
demands for service on some special item frequently arise 
and it is the dealers’ influence with the source of supply 
that obtains the quick delivery and satisfies the condition. 
Cooperation of sales effort between manufacturer and 
dealer is responsible for betterment of conditions through 
field representatives calling on the user with dealers 
recommending tools best suited for the various iobs at 
hand. Appreciable gains have beeri made in this way to 
secure a better quality of work and reduce the cost of 
manufacture. 

A dealer, therefore, is shown to be necessary in emer- 
gency, economical to use under normal conditions, help- 
ful in securing factory representation when desirable, and 
is otherwise a safeguard to service in general to a manu- 
facturing community. 

It goes without saying that these institutions of busi- 
ness cannot exist on emergency pick-up orders. In con- 
sideration for service rendered, they are entitled to sup- 
port and patronage when volumed business is to be placed. 
They are shown to be organized to serve their trade 
promptly, sell at fair market prices, and to be in a position 
to cooperate for betterment of manufacturing conditions. 
The large consumer should help preserve these institu- 
tions of business and service by giving them the patronage 
they have rightfully earned and are justly entitled to. 

The S. W. Card Mfg. Company’s taps, dies and screw 
plates are marketed through the local distributor. This 
was the original policy of the company, has been effective 
for fifty-three years, and is a demonstrated success. 

Very truly yours, 
J. W. Rathbun, Manager, 
S. W. Carp Mra. Company, 
Divis:on of Union Twist Drill Co. 
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HEREVER 


hardware men 
meet, you'll find 
that more than half 
buy I. D. & W. 
Handles. What 
does this suggest 
to your Write for 
catalog today! 
Turner, Day & 
Woolworth Handle 
Co., Incorporated, 
Louisville, Ky. 


These Are Our 
Copyrighted Brands 









Daniel Boone Perfection 
American Beauty Triumph 
Daisy Hercules 
Sunflower Success 
Peerless Eagle 
Beauty Royal Oak 





handles 














STIMULATING 
KESTER 
SOLDER SALES 


Kester Metal Mender and Kester 
Radio Solder—forerunners of the 
Kester line—are supported by the 
greatest consistent advertising cam- 
paign ever run on solder. 

Kester Metal Mender, the small 
package of acid-core solder, finds its 
way through the home into the hands 
of the larger users, thus- stimulat- 
ing the sales of the larger spools. 

The driving force behind Kester 
Metal Mender consists of : 

The Country Gentleman 
Farm and Fireside 

Farm Life 

Rural New Yorker 
Progressive Farmer 
farm Stock and Home 
Oklahoma Farm Stockmen 
Farm and Ranch 
Capper’s Weekly 
Popular Mechanics 
Popular Science 
Science and Invention 

Kester Radio Solder, the entering 
wedge for sales of large spools of 
rosin-core, is supported by the fol- 
following group: 

Radio Radio Broadcast 
Popular Radio 

Radio Engineering 
Citizens Radio Call Book 
Radio Listeners Guide 

Naturally it behooves progressive 
jobbers and dealers to carry the full 
line of Kester solder to cash in most 
profitably on this tremendous sup- 

port put behind Kester. 











CHICAGO SOLDER COMPANY 
4205 Wrightwood Avenue Chicago, U.S.A. 


Originators and world’s largest manufacturers 
of Self-Fluxing Solder 


YOUR JOBBER CAN SUPPLY YOU 
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Comments on “ Willing Horses ”’ 
Editorial 
Dear Mr. Soule :— 


We think your article “Too Many ‘Willing’ Horses” in 
this week’s HARDWARE AGE is very much to the point, 
and would like to go on record as indorsing all you have 
said about the laxity in commenting upon the report of 
the Hardware Council. 

As soon as we received our copy of the report, we wrote 
our secretary, Mr. Foley, expressing our approval of the 
report, and asking him for several extra copies that we 
might place one in the hands of our salesmen. It’s not 
tor the reason of patting ourselves on the back for doing 
this that we’re writing you, but to sincerely thank you for 
your efforts in bringing this splendid piece of work to the 
attention of the Hardware trade. . 

It's much easier to sit down and write a letter of dis- 
approval of any subject than it is to write one in praise, 
and perhaps this might in small measure account for the 
scarcity of comments, but, nevertheless, we feel that this 
account of the Council is of such outstanding merit that 
we all should at least say that we approve of it. 

We trust that you'll keep on with the work. 

Sincerely, 
J. C. RoGerson & CoMPANY. 





From E. R. Masback 


Dear Mr. Soule: 

I have read with great interest your article entitled, 
“Too Many Willing Horses,” and think your thought; 
are constructive and quite to the point. 

I, for one, have greatly appreciated the work of the 
Hardware Council, and I am forwarding under separate 
cover all of the propaganda we have sent out covering 
this subject. 

Cordially yours, 
‘E.R. MAssBack. 





From Fayette R. Plumb 


Dear Mr. Soule: 

I have been watching with great interest the articles 
published in the HARDWARE AGE about the work of the 
Hardware Council and wish particularly to compliment 
you and express my appreciation for the editorial that 
appeared in HARDWARE AGE on May 12. 

The Hardware Council has, as you say, devoted a great 
deal of time to the study of problems common to all three 
branches of the industry. Its work will be effective only 
to the extent that its reports are read and acted upon. 
These reports cover the livest and most vital questions 
which have been under discussion during the changing 
conditions of the last few years. If the suggestions oi 
the Hardware Council are in any respect impractical of 
application, no one would want to know it more than they 
and so your suggestion that those who do not agree should 
write and express their views for publication in your 
columns, is a most valuable one because it is only through 
discussion and additional information from dealers, 
wholesalers and manufacturers, that practices which are 
destroying profits through their economic unsoundness 
can be eliminated. This would be, of course, solelv 
through individual action as a result of education from 
full and frank exchange of experiences and views. 

More power to you and the HARDWARE AGE in the ex- 
cellent work you are doing for the entire Hardware 
Industry. 

Yours very truly, 
FAYETTE R. PLUMB. 
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Knowing Which Bolt to Tighten 


C. NORRIS, of the Dillon Hardware Co., Dillon, 
e S. C., sends the following letter which carries a 
mighty strong point for all of us to consider: 
Dear Mr. Soule: 

I am going to tell you a little story of an incident that 
- happened in my town. 

A party purchased a very expensive motor and after 
it was installed there was a knock or noise in the motor 
which he did not like. He tried several mechanics and 
none of them seemed to be able to find the cause, so he 
wrote the factory to send a mechanic down to locate the 
trouble. The mechanic came as requested, and walking 
down to where the motor was, he looked it over, picked 
up a wrench and tightened one bolt. This eliminated 
the noise and the motor was all right. ‘The mechanic 
returned to the factory and mailed to the owner of the 
motor a bill for $100 for his services. The party felt 
that the charges were too much and wrote the factory 
ior an itemized statement, which was promptly mailed, 
and read as follows: 

Tightening bolt 
Knowing which bolt to tighten......... $99.75 

This little story calls to my mind that possibly some 
of us hardware merchants are losing time and money 
on account of not knowing which is the loose bolt in our 
business and how important it is that we locate it with 
less expense. 

I feel that we hardware merchants of the Carolinas 
and Virginia should be making our plans to attend our 
joint convention at Virginia Beach in June, believing 
that if we will attend and be present at each meeting, 
that we will be greatly benefited, will return home 
better hardware men and save that $99.75. 

Hoping to have the pleasure of seeing you at our Con- 
vention in June, I am, 

Yours very truly, 


F. C. Norris. 





A Simple System of Marking 


Hardware 
(Continued from page 108) 


fered to sustain a markdown to the skeptical buyer. 
Customers are impressed by code marking, though the 
contrary is believed to be the case. 

It has been estimated that the retailer loses something 
like 2 per cent of his gross profits through error or 
carelessness in selling goods under mark up price. Plainly 
marked goods give the clerk a chance to avoid these 
errors, saves shouting questions across the store during 
the busy hours, and the code system offers a loophole by 
which the dealer may cut if he gets a chance to move 
dead stock. 

In addition, it gives the age of the goods at inventory 
time. 





Using Similar Methods 


A man was spending his vacation at a camp. One 
day he asked a farmer who resided near by what he did 
with such an enormous peach crop. The farmer replied, 
“Well, we eat what we can and what we can’t eat we 
can.” “We do the same thing, brother,” said the ques- 
tioner. ‘‘We sell what we can sell, and what we can’t 
sell we cancel.”—Advents. 
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Grinders & Vises 


Universally Recognized 
As the Best,in — 


Mechanical Construction 


Note the Many Important 


Exclusive Features 











TOOL REST ADJUSTABLE O EITHER si a 
DE OF WHEE 
FOR RIGHT OR LEFT HANDED OPERATOR a 


/\ 


LONG ONE PIECE BEARING FOR PINION 


SUBSTANTIAL 
CASTINGS 


WIDE SPUR CUT GEARS 
DO NOT CREATE 
END THRUSTANO FRICTION 







GEAR CASE FLANGED INWARDLY 
FORMING CUP FOR OIL 


dl 


HIGHEST GRADE 
VIRIFIED ABRASIVE WHEEL 
FAST AND COOL CUTTING 


POSITIVE CRANK FASTENING. 
TAPERED SHAFT AND ARBOR 
PLUS KEY AND SOCKET 


Ze. CRANKSHAFT Has 
BEARINGS 





| {) AT EACH ENO 





Every Sharpener and Vise has attractive baked 
enamel finish and is packed in a.strong corrugated 
container. 


All MODERN products are covered by the BROAD 
MODERN GUARANTEE. 






Gem 
Household 
Sharpener 


See your Jobber 
about our complete 
line of tool sharpen- 
ers and vises or write 
us. 





MODERN GRINDER MFG. CO. 
MILWAUKEE, WIS. 


74 Murray St., New York City 34 No. Clinton St., Chicago, Ill, 











“Built for Long, Hard Service” 
TWIN SEAM STEEL WORKER is a wonderful glove 


for service and satisfaction. Mighty comfortable, too. 
A real he-man’s work glove of “treat ’°em rough” char- 
acter—fortified with quality that makes them popular 
with men everywhere. 


No. 1500—Made from best grade of Side Leather 
with extra heavy Flannel in back and lining. Wide 
leather knuckle protector and 3-ply water-proof cuff 
with continuous leather palm forming wrist pro- © 


uw. GLOVE CO.., Marion, Ind. 
: Manufacturers 


r 


Order From Your Jobber 








OPPORTUNITY 


To Share in Profit of 
Leading Manufacturers 


Winchester-Simmons Co. 


Common Stocks 
Preferred Stocks 
Remington Arms Co., Inc., 
of Delaware 


(Controlling Remington Cash Register Co.) 


7% First Preferred 
89, Second Preferred 
Common Stock 


Attractive Prices 
Information on request 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street 


New York 
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Frank Mappes Replies to H. W. 
Noren 


Frank Mappes writes as follows, referring to a recent 
letter published in HARDWARE AGE: 
DEAR Mr. Epiror: 

Appropos to the leter of H. W. Noren of Pittsburgh 
in your issue of April 21, relative to your address 
and mine before the Pittsburgh Chamber of Commerce 
during Marketing Week, permit me to say that while I 
did not hear you I infer from his letter that we both 
spoke along the same line. 

I will grant him every point he made except where 
he states that the independent dealers and jobbers are 
doomed. Even if it were true, I personally, and I know 
that thousands of hardware men in the country who have 
red blood, prefer to go down fighting. If I must be 
licked I prefer to take it standing up to laying down. 

He pointed to a concrete example of what one “unfit” 
storekeeper is doing under “the whip” and what he 
failed to do when operating the same kind of store when 
he owned it himself. 

If I may be permitted to do so, I wish to differentiate 
between what this man is doing now and what he was 
trying to do when he was on his own. Now he is a 
storekeeper without the necessity of thinking other than 
to keep his store clean and orderly. He probably keeps 
a store with 640 or, at least, a limited number of items 
which, due to the process of thinking, resulted in a ‘‘mer- 
chandising plan.” 

When he was an independent storekeeper it was his 
job to do his own planning and his lack of MERCHAN- 
DISING ability resulted in his taking his right place, 
that of one who “takes orders” from one who “gives 
orders.” 

While there are thousands of storekeepers there are 
dozens of merchandisers. 

Storekeepers will not keep the independents in busi- 
ness but merchandisers will. I think the spur of ‘‘neces- 
sity” is all the ‘‘whip” needed to keep a live man in busi- 
ness. Of course, if he prefers to have someone wield 
the whip for him it is up to him. 

No matter how good a boss is to work for, when a 
man works for himself he is working for a better one; 
and jf he must be prodded like a mule he is only as 
good as a mule. 

An observer will not throw up his hands and admit 
defeat if he takes time to study the trend. Are we any 
worse off now, when to see a horse-drawn vehicle on 
the streets of a city is a novelty? 

There is an evolution going on right in our midst and 
it is as inevitable as water flowing down hill. Why try 
to stop it; why not go along with the tide? 

A few years ago we were told that the mail-order 
houses were forcing us out of business. If I am rightly 
informed, there are more retail stores today than ever 
before, and while the mail order houses are doing a 
large volume of business, what they do in proportion 
to the volume of the other stores is but a drop in the 
bucket in comparison. 

I am not alarmed at the outlook of the independent 
store. 

The American public is a good-natured public, but 
what it wants it wants, and no chain store, operated 
from a distance, can cater to all the wants of a commu- 
nity ; therefore, if a personally owned and operated store 
is operated on merchandising lines, it will carry on. 

We need men who know how to merchandise a store 
as well as keep it neat and clean.—FRANK MappPEs. 
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A Window Trim Which Brings 
Them In 


N original idea in window trim is now being offered 
to hardware dealers by Henry Disston & Sons, Inc., 
Philadelphia, Pa. 

Realizing that many people were buying blue prints 
and instruction books to make articles at home, they 
decided to help hardware dealers to get these people into 
their stores. These “home carpenters” are good cus- 
tomers as they need paint, varnish, brushes, sandpaper, 
screws, tools and saws. 

A window was designed for this specific purpose. 
With the trim the dealer is given a liberal supply of the 
new Disston Handy Man Charts for distribution to his 
customers. These charts explain how to make an attrac- 
tive bookcase’ and a handy smoking stand. ° 

Any hardware dealer may obtain the complete window 
trim without cost, by writing to Henry Disston & Sons, 


Philadelphia, Pa. 





Leaving Something to the Imagination 


A novelist of some repute came to this country, and 
in one of his lectures, propounded the unusual theory 
that this cannot possibly be an age of poets and imagina- 
tive writers for the very good reason that it is a day 
when nothing is left to the imagination. 

This novelist may have had an unusual slant in the 
matter which he took up, but in general his observation 
is as stable as the pyramids. There can be no denying 
the fact that actualities scarcely ever have the power and 
attraction of those things which call upon the imagina- 
tion and the power of visualization. 

The advertising manager of one of the largest retail 
stores in this country used to repeatedly remark that he 
knew there is far greater power of attraction in the ad- 
vertisement which understates than in the one which 
overstates. The former suggests but never details to 
the extent that the reader cannot use his or her own 
powers to better visualize and picture the merchandise. 

For this very reason superlatives are taboo. 
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\eSPoultry Supplies 





Many thousands of these feeders are in daily 
use and proving their worth to the busy poultry 
man. 

The only feeder that will successfully care for 
both large and small flocks. Saves time, labor 
and feed. 


Made in two sizes, No. 140 with 32 feeder holes, 
and No. 141 with 54 holes. Also made with 
extra hoppers which further increase the capacity 
of the feeders. 


Write for Catalog of Moe’s Big, Complete Line 
of Supplies. 


OEFT & COMPANY 


2305 Davis St. North Chicago, Ill. 











INDIANA 


X-tra 
Quality 






\ 





a 
Ingersoll “Special” 
Shovels will more 
than satisfy the most 
critical users. You 
can guarantee them 
to give excellent 
satisfaction. 

We know that a 
shovel can never be 
better than the steel 
from which it is 
made. We roll our 
own steel to make 
sure that the steel 
is right. 





May we send you further details? 


X-tra Quality Means Extra Sales 
The Indiana Rolling Mill Co. 


New Castle, Indiana 


Affiliated with 
Galesburg Coulter-Disc Co., 








Galesburg, Ill. 
























128 


HARDWARE AGE 









May 26, 1927 


——————o 





” 


Ye 
= 
> ‘ £ 
- — 
‘ef ys L 
Poe a 
oP ieGcs 
5 nse 
ae ° ‘ 


A As ; v 
Py pt oe, As <a 


AS 


A son at college wrote to his father: 
“No mon, no fun, your son.” 

The father answered: 

“How sad, too bad, your dad.” 


“I suppose you will want me to give 
up my job, Henry, when we are married.” 

“How much do you earn at it?” 

“Sixty a week.” 


“That isn't a job. That’s a career. I 
wouldn’t want to interfere with your 
career, girlie.” 

“The street car service is rotten. Al- 


ways overcrowded.” 

“Yes, but father, you got a seat, didn’t 
your” 

“Yes, but your poor mother had to stand 
all the way.” 


A Russian was being led off to execu- 
tion by a squad of Bolshevik soldiers on 
a rainy morning. 

“What brutes you’ Bolsheviks” are,” 
grumbled the doomed one, “to march me 
through a rain like this.” 

“How about us?” retorted one of the 
squad. “We have got to march back.” 





“Lady,” said the beggar, “could you 
gimmie a quarter to get where me family 


is?” 

“Certainly, my poor man, here’s a quar- 
ter. Where is your family?” 

“At de movies.” 


“T will not use tobacco,” 
Said little Robert Reed. 

“My mother and my sisters now 
Monopolize the weed.” 


Lady—“Isn’t it wonderful how a single 
policeman can dam the flow of traffic?” 

Boy—“Yes, grannie ; but you-should hear 
the bus drivers.” 


“IT think there is company downstairs.” 

“How do you know?” 

“T just heard Mamma laugh at one of 
Papa’s jokes.” 


An American professor was visiting the 
smaller villages of devastated France. See- 
ing very few children, his curiosity was 
aroused. Hailing a native, he inquired: 

“IT haven’t seen many children in this 
vicinity.” 





| couldn't. 


{HAVE YOU ) THIS ONE 


The native politely answered: “No, sir, 
there arent many.” 

“How often are 
asked the professor. 

“Only once,” was the very courteous re- 
sponse. 


children born here?” 


“Here is a letter for you with a black 
border.” 

“Alas! My poor brother is dead!” 

“How do you know? You haven't read 
it vet!” 

“No—but I recognize his handwriting.” 


“Seems to me that old Mother Nature 
has provided for every contingency.” 

“What prompts that moral reflection?” 

“Look at the way she has placed our 
ears, yet a million years ago she didn't 
know that we were going to hook glasses 
over them.” 


One night as I lay thinking 
Of the pleasant days of yore, 
I heard a swishing, swashing, 
Just outside my bedroom door. 
Up the hall, a funny clicking, 
And so-ne shuffling on the floor ; 
‘Twas my daughter in galoshes— 
Only that and nothing more. 


RULES FOR DRIVERS 


An arm protruding from the car ahead 

means that the driver is: 

I—Knocking ashes off a cigarette. 

2—Going to turn to the left. 

3—Telling a small boy to shut up, he won't 
buy any red pop. 

4—Going to turn to the right. 

5—Pointing out a scenic spot. 

6—Going to back up. 

7—Feeling for rain. 

8—Telling his wife, hell, ves, he’s sure the 
kitchen door is locked. 

9—Saluting a passing motorist or going 
to stop. 


An old countryman, who had been to 
london for the first time on business, re- 
turned ina bad temper. 

At the hotel he complained “they kept 
the light in my bedroom burning all night. 
I couldn't get a wink of sleep.” 

“Why didn’t you blow it out?” asked his 
wife.” 

“Blow it out?” said the 
It was in a bottle.” 


old man, “I 





an 


Jimmy—“For two cents I’d knock your 
block off.” 
Junior—‘“So you've turned professional !”’ 


Lady—“What’s the trouble, motorman?” 

Motorman—‘“We ran over a dog.” 

Lady—“Was it on the track?” 

Motorman—“No, we had to chase it up 
an alley.” 


“The year has 365 days. If you sleep 
8 hours a day, you sleep 122 days. That 
leaves you 243 days. 

“If you rest 8 hours a day, that equals 
another 122 days, and leaves you out of 
your year 121 days. 

“If you deduct 52 Sundays you have 69 
days left. 

“Then come 52 Saturday half holidays, 
equallying 26 days, leaving only 43 days. 
An hour and a half for lunch every day 
totals 23 days, leaving you with 20 days. 

“Two weeks’ of vacation will leave you 
6 days. You will need these for New 
Year’s Day, Decoration Day, Fourth of 
July, Labor Day, Thanksgiving and 
Christmas.”—The Laugh Book. 


“This is a pretty snappy suit,” remarked 
the baby as he was put into his rubber 
panties. 


Young Wife—If this is an all-wool rug, 
why is it labeled “cotton?” 

Shop Assistant (confidentially )}—That, 
madam, is to deceive the moths! 


“Doctor, can you cure me of snoring? 
I snore so loudly that I awaken myself.” 

“In that case, I would advise you to 
sleep in another room.” 


“How long in jail fo’, Mose?” 
“Two weeks.” 

“What am de cha’ge.” 

“No cha’ge, everything am free.” 


Motherly old lady to small boy: “My 
dear, does your mother know you smoke?” 
Small boy, coldly: “Madam, does your 
husband know you speak to strange men?” 
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“You would be surprised to find out how many homes are 
without CLOTHES WRINGERS!” 

The above remark is made to us often by House to 
House Canvassers. 

You can profit if you will display Anchor Brand 
Wringers and suggest the purchase of one to each 
customer. 

Every household needs and should have one or more 


Wringers. 





Stock and Display 
ANCHOR BRAND Clothes Wringers 


Lovell Manufacturing Co., ERIE, PA. 


Largest Manufacturers of Clothes Wringers in the World 

































DIAMOND “E” BALL BFARING 


All-Metal Fly Screens| ~ 2 


No need to tell customers that DIAMOND “E” Fly 
Screens are quality merchandise. They can see it them- 
selves. Finest materials. Best workmanship. Guaran- 
teed fly and mosquito proof. Long serving. 
Easily adjusted. All sizes: 
Galv. Wire, $1.00 to $2.00; 
Bronze Wire, $1.50 to $2.50. 


GRANITE 
STATE 
LAWN 

MOWERS 
















A Mower 
FOR 
Every CUSTOMER 
We manufacture a complete line of high grade lawn mowers and 
trimmers—there is ome for every purse. Granite State Lawn 


Mowers are backed by nearly 60 years of manufacturing experi- 
ence. Ask for a catalog. 


GRANITE STATE MOWING MACHINE CO. 
HINSDALE, N. H., U. S. A. 






BUY FROM 
YOUR JOBBER 























C&LNo. 91 Oxxy ALLEN’S has these 
The G test Ge l big Sales Promoting Features: 
pease Oldtime Fireside Cheer 
ee Heat Radiating Fins 


The generator is powerful and 


produces intense heat. Will ALLEN’S proposition is a _ real 
quickly heat a pair of twelve money maker. Write for the de- 
pound coppers and at same time tails today! 

a pot of metal may be melted. 


Top section may be removed and ALLEN MANUFACTURING CO. 
base used as a Torch for many NASHVILLE, TENN 
Clayton & Lambert 


kinds of work. 
ALLENS 
Mfg. Co. 


Ask for latest price. 6275 Beaubien Street, Detroit, Mich. Pa rior Fu rnace 


Your nearest jobber will sup- 
ply at factory price. 


DE TROIT. MI 
tela. "He - 














You don’t have to be an Artist to make all kinds of attention- 
compelling Store Signs with a STENCILOR. 


Thousands of Hardware Merchants use and endorse our outfit 
as the best of its kind. “Seeing is believing.” 


Write for Illustrated Folder and Samples of Cards made with 
this device. 





DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. 


For Making Signs and Show Cards Canadian Agents: DISPLAY CARD COMPANY LTD., Brockville, Ont. 
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Pipe Cleaner 


Mant WEIGHT 15 oz 
nufactured by 
THe CHAMBERLAIN C ecg 


gg Pitrseurcn PAS 
Needed in Every Home 


Until someone invents a non-clogging 
drain pipe, housewives will continue 
to buy DESOLVO. 

No other preparation equals it for 
quickly removing the refuse which 
collects and causes obstruction. 

Don’t be without this Pipe Cleaner 
which is a necessity in every home. 


Not sold to grocery trade. 


















The Chamberlain Co., Pittsburgh, Pa. 
33 Terminal Way 








Sell Them 
by the set 








nished in compact cases for 
the convenience of the user. 


It isn’t hard. Bvery mothenio goede the entine ost te Ris muy eae Be 

resolves itself to a question of selling him once nteen times. Bring 

out the Shee ot cae, tn ean tn knctind ts Eas aa coer O 
hand, preventing loss, eta Try it. 

r Bite are the only bits that are not dependent om a center or & 

the outer rim. The entire surface is 

smooth and 








(shed. 
leaving a smooth hole ~~ clean, polished surface. 
Tet us send you catalogues. Order through your jobber or direct. 


The P Manufacturing Co. 
| B® TORRINGTON, CONN. U. 3. Ae 














American Steel & Wire 


Company 


BARBED: Ellwood Glidden, Am. Glidden, Am. Special, 
Waukegan, Baker Perfect, Ellwood Junior, Lyman. 
NAILS, SPIKES, STAPLES, TACKS, Hot Galw’d Nails. 

ZINC INSULATED FENCES: American, Royal, Anthony, 
Fy U. S., Monitor, Prairie, Banner. Steel Gates. 

NER STEEL POSTS. 

CONCRETE REINFORCEMENT. 

BALE TIES: Old Reliable Brands. SALES OFFICES: 

TELEPHONE WIRE. Chicago, New York, Boston, 

Cleveland, Worcester, Phila- 


WIRE for every purpose. 
delphia, Pittsburgh, Buffalo, 
Detroit, Cincinnati, Balti- 
more, Wilkes-Barre, St. Louis, 
Kansas City, Minneapolis, St. 
Paul, Oklahoma City, Bir- 
mingham, Atlanta, Memphis, 
Dallas, Denver, Salt Lake City 
U. 8. Steel Products Co., 
San Francisco, Los Angeles, 
Portland, Seattle 


uick Delivery. Write us for selling plans. 

























wrench can ly. 


the bottom. 
utilized either for solid metal at the 
for the wrench. 


e entire es of the 





catalogue and sales p 


The ALLEN MFG. CO. init ost 











aah wee 
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MURPHY’S STAY SHARP KNIVES 


Using only the best crucible steel and expert crafts- 
manship has maintained the leadership of Murphy 
quality for over seventy-seven years. 


ROBERT MURPHY’S SONS CO. 
Established 1850 


















Shoe Knizes Oyster Knives Kitchen Knives 


Sloyd Knives Rubber Knives Pruning Knives 
Paper-Hangers Knives Pattern Makers Knives and Handles 
AYER Send for Catalogue MASSACHUSETTS 
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ALLEN Safety Set Screws 


30% Extra Strength over broached hollow ecrews 
—the only other kind made By a tented 
process we increase the density of steel 
around the socket-holes, so that even the smaller 
sizes will ——~ all the strain the best made 

The Allen process makes 
deep, eA. ~ a suchebnalen-—the s in 


' socket 
All sizes in oo rom }4_ to to 1% in.; any 
length, point or thread. Also Socket- Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
































—— =e) 
1 S=1= =H 
SS E/ To provide adequate storage facilities for 


— shelf stock—to make it accessible and con 
venient for clerks and stock men to handle with 
absolute safety—to insure quick service for whole- 
sale or retail trade — install one or more 
STORE LADDERS. 


Deep tread steps, full length hand grips, rubber tires, 
overhead track system, firm construction throughout, 
eliminate vibration and noise and produce a ladder 
of mena strength for safety, convenience and 
efficiency One style only—neat of design— 
attractively finished — any height — 
easily installed—meets most 

























———— 
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The Dolpfies- Oil Cans 


These features make sales soon as shown. Hand made. Drawn 
one-piece spouts, double seamed and clinched into breast of can. 
Spouts cannot be knocked off. Large filler openings which make 
filling easy. Collar clinched into breast of can. Edge of cap 
curled—-no raw edges. Top is heavily knurled. A reinforcing 
bead extends clear around can just above seam. This strengthens 
the can and protects the seam from injury. 








Four sizes: 1 and 2 gal. with 2” diam. filler openings. 3 and 5 
gal. sizes with 2%” diam. filler openings. Red or blue striping as 
customers prefer. We also make Dust Pans of Quality. 





Good profit. Write for Complete Catalog and Trade-prices. 


~ The New Delphos Mfg. Co., Delphos, Ohio 


Long Handle 
Dust Pan 


Heavy twist- 
ed wire handle. 
Made of 28- 
gauge iron. 
Finished in 
blue, green, 
maroon, gray, 
etc. 








| fA SPRINKLER 


Manufactured Since 1887 


Nationally Distributed by the Jobber 


MIDGET SPRINKLER 


BABY RING 
SPRINKLER 


ANACONDA Allen’s Improved ‘‘Ring’’ Lawn Sprinkler 


SPRINKLER 


Write for Our No. 200 Cireilar 


w.p. ALLEN mec.co. 


SPRINKLER CHICAGO NEW YORK 
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“Burning the 


Midnight Oil” 

















When the modern dealer runs out of merchan- 
dising ideas, he no longer “burns the mid- 
night oil” to think up something new. He 
looks over his file of HARDWARE AGE and 
finds, in the stories of what other progressive 
dealers are doing, many ideas that can be 
adapted to his own needs. 


Let your sales people look over HARDWARE 
AGE when there’s a lull between customers. 
Doing this will keep you and your whole 
pe ey pee sales force plentifully supplied with sound 
merchandising ideas—ideas that will move 
merchandise. 
Wise Dealers 


Read and Follow 


HARDWARE AGE 


- 239 West 39th Street New York, N. Y. 
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Off-Season 


for 


SUPERFLUOUS 





\\ 


On-Season 
for 


SHAVETTE 
SALES 





HAVETTE knows no off-season! 

But sales take on a livelier spurt in 

the summer. It’s natural enough when 

you think about it. Women’s scantier 

attire and outdoor garments expose 

superfluous hair and suggest its re- 
moval. 


So women’s problem becomes the deal- 
er’s opportunity. Make the best of it! 
Display Shavette with other summer 
toilet needs. Profit by the demand cre- 
ated through our national advertising. 


Let us send you our striking window display 
and counter cards. They bring ’em in! 


H. BOKER & COMPANY, Inc. 
101-103 Duane Street, New York City 


Makers of the celebrated “Tree Brand” 
Scissors, Pocket Knives, Carvers, etc. 





Shavette 


REG uv § PAT OFF 
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Casement Windows "stay put with 


- \) 
ONS 
NINA 


\y 


Control Lock 


and it creates sales that “‘stay put’’ too. 


Your greatest profit comes from the sale of 


products that stay sold,—products that do 
not require an endless amount of service. 


The Monarch Control Lock is gaining favor every day, 
with dealers everywhere, because a sale is a sale, not 
the beginning of a series of service calls thateat up profits. 


Nothing toget outof order—no pins, gears or ratchets. 
Silent and positive in action and simple in construction. 
The only Control Lock on the market that locks posi- 
tively and securely on the extreme end of the operator, 
right on the sash. Wind pressure cannot break the hard- 
ware as there is no leverage on the operator. That's 
why users like it. 


Contractors and builders like it because more per hour 
can be installed, which lowers labor costs. No special 
frame construction necessary. It comes completely 
assembled, packed in individual containers, ready for 
installation. Furnished in a variety of finishes. 


es SP, 
The MONARCH Automatic Stay 


> for in or out-swinging casement wind- 
ows, wood or steel, transomsor pivotal 
windows where locking feature is not 
needed. Not necessary to take apart 
to make adjustments or install. Fric- 
tion increased or decreased by slight 


=e 1 turn of outer tube. Furnished in any 
finish desired. 
Write or Wire Now 


There is a complete line of Monarch Casement Hardware built 
and guaranteed by a factory with more than 20 years experience. 
If you are not familiar with Monarch products and the Monarch 
Profit-making Proposition for Building Hardware Merchants you 
owe it to yourself to get the facts now—before the building 
season starts. 








MONARCH METAL PRODUCTS CO. 
4961 Penrose St. St. Louis Mo. 


Makers of the famous 
. Monarch Interlocking Self-adjustring Weatherstrip y, 
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Help Him Get Rid 
of This Nightmare! 


Sooner or later he'll balk at paying out his 
good money for truck “charity patients.” 
Truck doctoring is costly business for your 
truck customers! 





Anchor Trucks thrive on hard knocks and gruel- 
ling service. Made of steel throughout. Have 
no wood to splinter or break. Only a few 
parts—practically nothing to get out of order. 


Made in a wide variety of types and sizes. 
Ask your hardware jobber for complete informa- 
tion or write to us for Catalog 102. 


ANCHOR POST FENCE Co. Che old-timers stand up and take 





9 East 38th St., New York, N. Y. | notice when Superior Brand arrives. 


2696-G G. F. Wright Steel & Wire Co. 


NCHOR nc 


ASteel (fp ae 


Branch Offices in Principal Cities 























TRUCKS 
Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 
CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 


Chain Hardware Stores in United States and Canada. 


5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 


Department Stores carrying hardware and housefurnish- 
ings in the United States. 


Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Export Merchants handling hardware and kindred lines. 
Sporting Goods Wholesalers. 
_ Mail Order Houses handling hardware and housefurnish- 
ings. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 








Hardware Age Verified List of Wholesalers and Retailers is indis- 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calis. Every sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current edition. 


Hardware Wholesalers find Verified List of great value in 
“‘checking’’ their retail prospect records. 


$12.00 postpaid 








as acti Hardware Age Verified List Department 
STRONG as steel == LIGHT as wood. 239 W. 39th St. New York, N. Y. 
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A | HE chief function of a 
lawn mower is to cut the grass and 


ii 
bee apes m7 
PR ss om 
; 2m 


produce smooth, velvety appear- 
ance on lawns—to do these things 
with the least effort and mechan- 
ical attention, and with the great- 
est degree of satisfaction, over the 
longest period of time. F. & N. 
Mowers have the finest reputation 
throughout the civilized world for 
excelling in these requirements. 
Hence, their recognized leadership 


in sales year after year which has 





made their makers the world’s 
largest. There are definite, dis- 
tinctive reasons for this reputa- 


Thirty five years of ex- 


tion. They are yours for the 











perience in hinge making asking. 
guides every operation of 
manutacture, from raw steel ne gg eid — 


sures all F. & N. Mowers remaining 
in proper adjustment, and eliminates 
care and worry. Get all the facts 
from your jobber, or write us. 








~ Manufacturing Co 
LAS * oa.” St sittin 
Ane. _ The I awn | 
| t5 WARREN ST. NEW YORK The F6N Lawn Mower Co 
124 PEARLSTREET - BOSTON RICHMOND, ° INDIANA, =. U.S.A. 
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Always in Demand! 


Sales of Deming Windmill Force Pump Standards have maintained a 
steady increase over a period of nearly a half century. The pumps 
illustrated on this page are the original three way valve force pumps. 
They were first introduced to meet the requirements of the principal 
windmill manufacturers and many of the first models sold are still 
in use. 


A feature of these pumps is the distributing valve which is operated by 
the hand-wheel above the discharge spout. The union elbow coupling for 
underground connection can be turned to suit the direction of the pipe, 
so that water can be discharged underground without danger of freezing. 
With Figure 415 (illustrated at left) the plunger can be withdrawn from 
2-inch tubular wells by removing the stuffing box. 


Figure 415% (illustrated at right) has a differential plunger instead of 
the stuffing box gland. 


These standards may be fitted for 1, 1% or 2 inch suction pipé and %, 
1 or 1% inch underground discharge pipe. 


Further information about these pumps and the complete line of Deming 
Hand and Power Pumps for all uses will be furnished upon request. 


Ask the Deming Distributor in your territory or write direct to us con- 
cerning your opportunities in selling Deming Pumps and Water Systems. 


THE DEMING COMPANY, Est. 1880, SALEM, OHIO 


Distributors in All Territories for Immediate Service 











Manufacturers of Paint and Varnish~ 
Have You Ever Considered The Fact 
That 


THE DEALER 


Means As Much To You As The Consumer ? 


To secure the proper distribution of your product you must create a 
dealer demand as well as a consumer demand. The buying public you 
reach through national advertising needs the stimulus the dealer can 
give them if he is “sold” on your product. 


Hardware Age reaches every one of the worthwhile hardware dealers— 
wide awake merchants who know how to sell a worthy product. Tell 
these dealers your story in Hardware Age and make your product well 
known to not only the consumers but to those who are closest to them, 
the dealers. 
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‘Perfect 


QUA IMHNMINTAVAU ATALANTA udev iLL 





To Customers Who Leave It 
To Your Judgment 


When it is left for you to decide—you become not the 
‘Sudge’—but the Defendant! It is your trial, so to speak, 
and ‘‘Perfect” is a Character Witness. 


You will not only make a sale. Your decision will bear 
weight. When a customer says, “I'll leave it to you to 
send the best,” he is going to tell his neighbors all about 
the merits of his selection. Even if you did send “Per- 
fect” Screen Cloth, he will claim the credit for his good 
judgment. Make the sale and let the credit go! 


Your Jobber Carries “Perfect” 


UNINVTOVTAVVUVUUT HOUTA Bvt 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


UATE 





UVRUI!EYUYUOTDALU CATER E CEA ERA ES RAPA HO ARAL AER 


BABCOCK SPRUCE LADDERS 


eR re ——S 
, pte 


iL it 


im [WRITE FOR BOOKLET AND LATEST PRICE LISTS | 


| 
{ 





























Semmes 


[ WE PAY THE FREIGHT | 
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BABCOCK MEANS 


Ile. 
TIISAFETYIIT 


W.W.BABCOCK CO. _—BATH.N.Y. 


MUM OM PULLER CLL LLL SLL Eee 
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= Look for the tag, carrying our name, at the end of every roll! 


The Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 
Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 


N 








High Quality Appliances 


<> _A Special Line of ‘O li iver 


Unusual Percolators | FOR 64 YEARS A NAME REPRESENTING 


P-NOTCH quality at a reason- | ‘ 
able price to the consumer, with | 
generous profit margin for the trade. ualit and 
You will find this Empire line a 
ready source of real profit. The line | 


Pipes. is complete. : bd 

aay tak that Sizes range from 2 to 12 cups. CTVICe 

comes in either Handsome designs executed in alum- 

aluminum or ; .: 

icheled ; inum and nickel-plated seamless | 
copper. All equipped with patented GW 
Empire emersion rype heating unit, 
sal hao, Seca are aiens satel — a gage —w 
square policy that protects the legi- | A a — Washers +s Wagon 
Pe ardware—Pole Line Ma- 

terial—Track Bolts—Track 


Send for catalog of complete line of ° 
appliances and electrical toys. Tools—Car Forgings. 


spe ae pte 3 GALVANIZED or PLAIN 
cof fee. mall METAL WARE CORP. 


quantity makes Sales Office: Ph 
it wey, Aree 111 W. Washington Street, Chicago 


ard package will Factory: Two Rivers, Wisconsin ' 
convince you. 


E ee ae | R E OLIVER ‘Snee — CORP. y 





GIANTGRIP BIT BRACE 
Matches the Very Best in Quality 


Here is a tool you can compare 
with the very best there is, no 
matter what the price. Regard- 
less of how much more you pay 
you can’t get a bit brace that will 
give you more pagan or 
longer service. ully 
guaranteed. 10” sweep. Rn — 
ratchet operated with 


List Price, $4.50 out ring. ck nt 


writ ¢. jbits tight; 
vite for cateleg ant Cleeut. Tee a ah to aiak 


ct rigors Wl age BRUSH-NU COMPANY | 


Unirep Harpware & Toot Corp. gS ?63, "4 | wr '37-Veetie)°)2 MARYLAND | 














74 Reade St. NEW YORK 
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VIEW 


ELLING Myers Self-Oiling Power Pumps makes money for 
S Myers Dealers. Pumping water with Myers Self-Oiling 

Power Pumps saves money for Myers users. Is it any 
wonder that there are so many good dealers selling them? 

Individuality of design—excellence of construction—exclusive- 
ness of lubricating and protective features—lowness. of operation 
and maintenance costs—superiority of service—longevity—offer 
everything to be desired in the way of power water facilities. 

Styles and sizes for home, farm or estate—for mill, mine or 
factory—for creamery or dairy—for centralized school or college 
—for hospital or sanitarium—for contractor or 
builder—afford a broad and fertile selling field for 
active distributors. 

We are ready to quote. 















SELF-OILI NG 


BULLD Jae 


MYERS SELF-OILING 
DEEP WELL 
WORKING HEAD 









6-9*12° AND 18 
STROKE 








TH FL.E,MYERS & BRO.¢c°. 
ASHLAND, OHIO. 


Manufacturers for over Years of MYERS HONOR-BILT PUMPS Purpose 
WATER SYSTEMS-HAY gna UNLOADING TOOLS BARNS or a Ton 
GARAGE HANGERS - STORE LADDERS. £E 
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Quality 


Just One “Comeback” f 


in Fifteen Years ° 


Lowell Quality stands unequalled; only one 
sprayer in every 15,000 leaving our plant being 
less than perfect. This means that a dealer 
selling one thousand Lowell sprayers per year 
would experience, by the law of averages, just 
one “comeback” in fifteen years. 


In addition to this supreme quality, Lowell 
sprayers embody extra heavy materials and 
highly developed design which assures greatest 
convenience and efficiency. 


This year, stock Lowell quality sprayers, the 
fastest selling, most profitable line of sprayers 
in the world. Write for catalog and prices. 


LOWELL SPECIALTY CO., 
Lowell, Mich., U. S. A. 


ALL DOUBLE TESTED 
GUARANTEED AGAINST DEFECTS 
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The “GOODWIN” 


(Ball Bearing) 
Grass Shear 


Home Owners Appreciate 
These Advantages 


Ball Bearing—Easy Action. 
Cannot Come Apart. 


Held in an easy, natural, upright 
position. Hands entirely clear 
of the ground. 





Th Asem 
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{ 
ema of oilerg| e quick to appreci- 


ate the diffef 
EVERLASTING §¢ 
brass and the cheap : 
They sense the log 
withstand hard usage 


ce between Wall 
ers brazed with hard 
soft soldered makes. 
r life, the ability to 
nd the greater mon- 
pe the sturdy shell, 








Does away with skinning the 
knuckles and breaking the finger 
nails. Eliminates that cramped 
feeling after a few minutes 
trimming. 

Sold on a Guarantee. 


ey value when the 
the clean cut threa bn the solid machin- 
ed brass bushing d the clock spring 
steel bottom that mar fails to “click.”’ 


Since 1864 Wall Px 
ing a reputation f¢ nger life and lower 
cost per year of se . You, too, can build 


ts have been build- 
| 

up profit and good : by supplying gen- 
| 





uine brazed steel s to those of your 
customers who de d really serviceable 
oilers, fillers, tallo ts, torches, carriers 
and heavy industm@ 


Be" Sing 


TALLOW POT 


Wheeler Radiator & Mfg. Co. 


1641 Collamer Ave. East Cleveland, O. 


uckets. 








Write for 
Catalog 45 


P. Wall Mfg. 


= CHICAGO) 
SPRING HINGES 


(A Type for Every Requirement) 





Supply Co. 


3126 Preble Ave. 


PENNA. 








Architects 


and 


Builders 


Those who want the 
best, when building, 
specify and use Chicago 
a “Triplex” Lavatory 


“Triplex” Lavatory Spring Hinges. 
Spring Hinges 


P. Wall Mfg. Supply Ce., 

Pittsburgh, Penna. 

We are interested in handling a line 

of oilers that will give honest service. 
_ Please send literature. 





























Dealers who sell these hinges may —_— 


° To Save Time, Write to Nearest Representative 
expect satisfied customers and _ repeat ; 
or ders New York: E. H. Brinkman, 30 Church St., Room 446. 


Philadelphia: Wm. H. Patton & Associates, 2401 Chestnut St. 
Send for Catalogue No. H-42 


Boston: Walter C. Gindele, 241 Purchase Street 
Chicago Spring Hinge Company. 


Chicago: Henry Tideman, 624-630 West Adams Street 
Detroit: Geo. E. Oles, 14301 Corbett Ave. 
Cincinnati: L. W. Stewart Sales Co., 327 Dixie Terminal 
St. Louis: Hubbell and Sharp, 1712-14 Chestnut Street 
San Francisco: W. R. Voorhees & Co., 417 Market Street 
saab pats en Waynesville, N. C.: R. N. Barber & Company 
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Al TRICKS FA 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 
favor of Atlas products. 


Properly designed tacks are more 
expensive to make than miniature rail- 
road spikes. Do not let yourself be 
cheated or assist in cheating your cus- 
tomers. 


When you buy by count see that 
you get the weight. There is often a 
corresponding difference. 









72% Greater Holding 
Power Than Wire 
Nails. Won’t Split the 
Wood. Heads Stay on. 


Send for Quotations 


READING IRON 
COMPANY 


Reading, Pa. 
Fag A Out, Floor Nails, Rico Hard 
oo Ee Out Foundry, 
fleallon Out Foun dry, and Gal- 
ee os of Shingle, Get” ‘Olimoh and 


R FAD ATLAS TACK CORPORATION 
CUT a : ILS Fairhaven, Mass., and St. Louis, Mo. 


K & 








Make the comparison. 


Every product of the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 
ardized. 














MEASURING BUSINESS IS GOOD 


for 
TAPES», || Pp. A. SCHELL HDWE. 
SOMERSET, PENN. 











‘THis attractive display tray 
together with the unusual 


qualities of K & E Measuring BECAUSE they properly display their mer- 
Tapes is a combination that chandise on Heller equipment. 

sotteedcassiivadianan Heller's Masterpiece Flexible Display Sales 
pee 50S spel souees: <8 puede tor evaiy Tables are ready for IMMEDIATE SHIP- 
Our “Endfastener”’ (Pat. Applied he MENT. 

= furnished with our ant a in ft Se cage ald eae dita 
a is n 

that. mahes sale after ele. " a ca W.C. HELLER & CO. 

full information. 700 Bryant St., Montpelier, O. 


20 Vesey St., New York City. 


. KEUFFEL & ESSER Co s Please tell tis how FP. A. Schell Hardware is increasing sales. 
s 


Sn, cour ice “gemuocnes newman CUP GOOFS TH ncccsccees PUGS WEE ccosseces« feet long. 
SAN FRANCISCO . 
86-80 O Dockern St. Oi ost 30-34 Second St. a2: ahd sate a Cae we w.e +e BONES Ob Ce Ewe a86 babes 00 065 bh 6 ¥'b 0004 


Drawin} Materials * Mathemahcal and Surveying Instruments + Menouing Epes EAE LITRE OC PEELS OE IE IET ME BIE CLOT MD 
5/26/27 Hdwe. Age 




















142 HARDWARE AGE May 26, 1927 











GREEN’S Wire Products 


Se Improved for every need 
Y For the convenient han- nbria Fence, Barbless 
dling of shelf hardware. Twisted and Barbed Wire, 


A st , attractive b Processed Wire, Bright and 
at hte iy yaaa Galvanized Wire, and Wire 


' ial 
Made in an assortment Rods to standard or specia 


. ] + ‘ 
of sizes to fit every hard- analysis 
ware need. 











BETHLEHEM STEEL COMPANY 


Write for NEW Illustrated Price List General Offices: BETHLEHEM, P , 
THE GREEN CO., 250 W. 57th St., N. Y. BETH LEH EM 











HOLD-TITE IVER JOHNSON 
In the new green stripe printed EVERYD AY SELLERS 


package will increase your 








crown sales. BICYCLES 
mec cn og A ee weighed and VELOCIPEDES 
packed, they sell to every cus- 

tomer. It’s an item you can’t JUNTORCYCLES 
afford to overlook. REVOLVERS 


SHOT GUNS 
Send for Catalogue and Prices 


MAKE EVERY DAY COUNT 
Ap ex Stamp ing Comp any Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 


Dept EW Riverdale. Ill. New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 


BULL @ FROG 
WHEELBARROWS 


Exclusive features of design and construction put the Bull 
Frog line in a class by itself. Our No. 101 is the last word 
in general purpose low priced barrow for home use. Other 
Bull Frog barrows, carts and scrapers for every garden, 
farm, mill, mine, contracting and industrial use. Write for 
catalog. 


Write us for prices. 


Quality Service Price 


























MILBRADT 
LADDERS 


Will pay for themselves in a 
nab 






th on your 
fixtures and goods, as well 
as bring the appearance of 
your store up to date. 


mi: Write for catalogue, _—. 
a large ber es 
rultable for all kinds of 


Milbradt Mfg. Co. 
2411 N. 10th St. 
St. Louis, Mo. 







mR FES » 
Pl ek A i i lk ls il. ilk i, lil. il i ai tt i 







THE TOLEDO WHEEL- 
BARROW COMPANY 
Toledo, Ohio 
Branch Offices and Warehouses 


Philadelphia 
283 North 12th St. 
Chicago 
69 EB. Wacker Drive 



















Ask your jobber for 


CALDWELL SASH BALANCES 


Thirty-five years of service is assurance 


STRATTON “cin 
HANDLES 








For Small Tools, Utensils, Electrical Goods, Etc. of quality 
Enameling, both baked and air dried. CALDWELL MFG. CO. 
STRATTON MFG. CO. Stratton, Maine 52 Industrial St. Rochester, N. Y. 








Get Your Seed Department Ready 


Now is the time to start making friends 
with attractive display cartons of Landreth’s 
Garden and Flower Seeds. Make up a list 
and let us quote you on our tested seeds and 
Mixed Lawn Grass. Be sure of your stock. 


omweww J), Landreth Seed Co., Bristol, Pa. 


Compound is best by every 
test. akes welding of any steel as 
easy as Iron. Stock it and increase 
your sales 


Made only by 
ANTI-Borax Compounp Co. 
Fort Wayne, Ind. 


J tL aid 






































ee he hi 
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Hose Clamp in th ! 
Oo amp in the Industry! 
Universal Hose Clamps have 
achieved this distinction 
good quality and the equi- Pansar 
table and square sales policy 5 
: , under which they are dis- = 
@ 0! 0! o1 R19! 91 819) 89 tributed. 
“Universal” stamped on 
[* eielalgialelelele each clamp and printed on 
each carton. Look for this 
sure you get what you ask 
ror. 
~\ ealelele Their size adaptability, ease 
*'@i sisiele tive feature and rust - proof = LE 
wioletereta construction make them all ZZ PANSAR 
3 that a good clamp should be. EE — Trade Mark 
ade Mar 
factured from cold _ rolled 
steel wire—not strap. Their P ZE 
edges are smooth. Every Flexible F Cireular 
ni zed. Blades t Cut 
One size—1 to 3 in.—fits any Zz 
hose of any size. For oc- Tanged 


Sw di h 
through their out - and - out 
l* oe eiei ef el afesels Your guarantee is the name 
name when you buy and be 
of installation, leak preven- 
Universal Clamps are manu- 
clamp is “Electro-Galva- 
casional needs of small hose 


we make a Junior Clamp 
pee to % to 1% in. ad- Half-Round F ll 
justability. uly 
ee i Bastard rete a 
Potente Grented Industrial Corp. 
M , 1917, 
Mareh 1, 1921 Hackensack, N. J. 


We carry a full line of files, chisels and pliers 


HOSE Write for catalogue 


CLAMP SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. 304 Railway Exchange Bldg., Montreal, Can. 


PREMAX TENT EQUIPMENT Osborne High Grade Punches 
IS PARKERIZED 


HAT means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 














rustproofed. 
When you tell your customers Premax is Parkerized Belt Punches Arch Punches 
they’ll know the product is good. Spring Punches Revolving Punches 
For Parkerizing costs money and only good products A varied and attractive line for the Hardware Trade. Also: 
can afford it. We’ve put the quality there to make Lesthes Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
: ools. 
them easily sold. . The above tools will please your customers, as well as our 
; amous Round and Oval Punches. 
Samples and prices on request. Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
PREMAX PRODUCTS finest quality of materials. 
We stand back of every tool we make. Try us. 
Niagara Metal Stamping Corporation Write for Catalog 
Niagara Falls, New York C. S. OSBORNE & CO., NEWARK, N. J. 


Dept. HA-6 ESTABLISHED 1826 























The stronger pin with the dome 
Graff flange. Made of clear crystal 
Puschai, glass in which is imbedded a 
e ushpin sharp, tempered steel point. 
Two sizes for hanging light 

18 | % S e e n n in S articles. Will not deface 
plastered walls or polished 


woodwork. 


Look for the full name 











: Graffco 
stamped on the round of our products GRAFF-UNDERWOOD 
yield an excellent , pie riconavonde 


, end for 

profit S 20 Beacon St., 

our new Somerville, Boston 42, Mass. 
complete 


catalog. The Picture Hanger with the 
nail that cannot fall out. Made 
of heavy steel with lacquered 









Auger Bits 


’ 
,\ 
Lat 





} ee 4 P 
[he original doubie twist auger bit, pat 


VIr. Russelt if nnings in t¢ >) 


Russell Jennings Mfg. Co. Pictur batthag saaden ‘ap to 340: 


in weight. No sharp edges to 
cut into the wall. 





Chester, Conn. 
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Use the “Classified 





Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 














Samples of merchandise, literature, catalogs, etc., requirin 


more —_ commuany reforwarding postage should not 
be addressed to te 


j 

! 

Classified Advertising Rates BOXED DISPLAY RATES Positions Wanted Advertisements ) 
Opportunity Exchange Section 0 Pre sae SS ie el $5.00 50% off rates quoted | 
Set Solid, Minimum of 5 lines..... $3.00 Each additional inch............. 4.00 a or <n toed gine | 
Each additional line coeeeesveece .60 tunities, 239 West 89th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City ' 
Each additional line........... 60 4 insertions, 10% off; 8 insertions, 15% Harpware Ace is published each Thursday ) 
Average 10 words to a line off Forms close Ten Days previous to date of | 
Allow One Line for Keyed Address Remittance Must Accompany Order publication 

} 

} 

‘ 
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BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





-—- = aad 


Wanted by National Sales 
Organization 
For the Retail Hardware Trade: 


One or more meritorious items for sale in this 
channel for which ready demand now exists. Can 
assist patentee or manufacturer financially, if nec- 
essary. Give full details in first letter, please. 
| Address Box H-556, care of HARDWARE AGE, 
New York. 





t 
— 














M. M. GODSCHALK ) 


Merchandising Engineering 
Complete Service for Hardware Merchants 
Systems Installed Samples Mounted 


101 Park Ave., Room 1403, New York 
Telephone Caledonia 1374 











Available—June First 
SALES EXECUTIVE 


) In middle thirties, with wide range of ex- 
perience selling hardware trade. Familiar 
with retail and wholesale phases. At pres- 
ent associated in sales capacity with nation- 
ally known hardware manufacturer. 


Desires to associate with a progressive 
established manufacturer. Complete 
details upon request. 


Address Box H-566, care of HARDWARE AGE, | 
Néw York. 


ee re ee ee ee 

















PARTNER WANTED—Hardware store established 48 years in metro- 
—; district. Owner desires working partner with $5,000. Address 
ox H-555, care of HArpware AGE, New York. 


HELP WANTED 








| Experienced Hardware Executive and Salesman 


with wide acquaintance among retail and jobbing trade from coast 
to coast is open for salary or commission proposition with established 
hardware ccneern as district or branch manager or as exclusive 
representative in restricted territory. Have also had ten years’ 
experience in sa’es promotion work. Will be pleased to exchange 




















references. Address Box H-559, care of HarDWARE AGR, New York. 
We are a well known lock and hardware manufacturing a 
concern doing about one million annually, with an assured SXECUTIVE, 36 years of age, with 14 years’ manufacturing experi- 
standing in the market. We expect to do two million and ence, including credits, purchasing, office management, production and 


more. We require the services of someone capable of sales 
management and having the necessary hardware knowledge 
to wisely expand our lines. Investment in the company 
not refused but not essential. Communications strictly 
confidential as to both sides. Box H-550, care of Hardware 
Age, New York. 














SALESMEN or Sales Organization for all territories to introduce new 
10 cent item to hardware, radio, and auto supply stores. To live organiza- 
tion who can carry old stock exclusive right will be given. To salesmen 
liberal commission assured, good income. Can be carried as side line. Ad- 
dress Box H-563, care of HArpware AGE, New York. 





YOUNG MAN, 
Must have experience in shipping and receiving to take full 
references, salary desired, age and previous experience. 
H-560, care of HARDWARE "AGE, New York. 


POSITIONS WANTED 


THOROUGHLY competent executive, manager and buyer; economical 
reduction of inventories; 18 years retail hardware; exchange references; 
preference for Southern California or Southwest: employed; 30 or better, 
60 days’ notice needed; prompt replies, Air Mail or Wire. Address Box 
H-564, care of HARDWARE Ace, New York. 


thoroughly familiar with Builders’ Hardware and Tools. 
charge. State 
Address Box 








sales, available soon. 
to efficiently relieve you of a part of your loa 
job which offers real opportunities for the future. 
care of HarpwaAre Ace, New York. 


Capable of shouldering heavy responsibilities and 
d. In search of a man-sized 
Address Box H-546, 





SALESMAN would be interested in a line of latches and dead lock 
for New York City, Long Island and New Jersey. Am now representing 
a padlock manufacturer. Kindly send full particulars in first response. 
Any other line will be considered. Address Box H-543, care of Harpware 
Ace, New York. 





YOUNG MAN, 27, desires good position with a future, with a hardware 
manufacturer or jobber, in or near New York City. Builders’ hardware 
experience. Address Box H-557, care of HArpwAre Ace, New York. 


SALES ACCOUNTS WANTED 








FOR MANUFACTURERS’ AGENT SUCCESSFULLY SELLING 
ONLY HIGH GRADE LINE OF TOOLS AND HARDWARE TO THE 
NEW YORK SUPPLY TRADE AND INTERESTING LARGE CON- 
SEW YORK BOX H-565, CARE OF HARDWARE AGE, 








ESTABLISHED MANUFACTURERS’ AGENTS having warehouse 
facilities and experienced salesmen, wish to enlarge their line by taking 
on one or two hardware or mill supply specialties to sell in Ohio, Indiana. 
Illinois. Michigan, also Buffalo, Pittsburgh, Louisville, St. Louis and 
Milwaukee. Address D. & G., 41 Central Ave., Cincinnati, Ohio. 
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Classified Opportunities 





SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





MANUFACTURER of a new patented poultry fountain and hog 
waterer wants side line salesmen on commission basis to sell hardware or 
poultry supply concerns for the States of Kansas, Nebraska, Missouri, 
Oklahoma and other Middle West States. Address Box H-533, care of 
Harpware Ace, New York. 





WANTED—Have opening in Central 
calling upon the retail hardware trade. State experience, lines handled 
and territory wanted. 15% commission. Sells readily and _ repeats. 
Address Box H-558, care of Harpware Ace, New York. 


States for several salesmen 





SALESMEN calling on retail hardware, house furnishing and depart- 
ment stores can make good commissions on high grade kitchen appliance 
that is good repeat seller. Want representativ es in unoccupied territories. 
Write concerning territory covered and Address Box 
H-562, care of Harpware Ace, New York. 


lines handled. 





WANTED—SALESMEN calling on Hardware, Sporting Goods, Depart- 
ment and Drug Stores. ‘“‘Morning Glory Shower.” 4th year sold. No 


competition. ne of the best specialties on the market. Large com- 
missions. Make several dollars extra each day. Give territory and 
references. HUGH PITCHER COMPANY, 116 Plane Street, Boonton, 





SALESMAN—Old established manufacturer of hand forged tools, for 
plumbers, carpenters and stoneworkers, has a few territories open for men 
with following among the retail hardware trade. Can be carried exclusively 
or as a side line. Strictly commission basis. References required. Ad- 
dress Box H-561, care of HArpwArE Ace, New York. 











— a a _ _ —- 


WANTED—EXPERIENCED HARDWARE SAL ESMEN in the 
South, Middle West and Northwest territories by well-known manufactur- 
ers of deadlocks, latches, padlocks and growing builders line. Address 
Box H-539, care of HArpwAre Acz, New York. 











— 


Are You Looking for 
REAL Sales Representatives? 





The Classified Opportunities Section of Hardware 
Age is read every week by the kind of men you 
want to get in touch with. 


It costs little to tell them your story. 














Makers of Every Kind 
of Screw, Nut and Bolt 


The Corbin Screw Corporation 
The American Hardware Corporation, Successor 
229 High Street New Britain, Conn. 


Western Factory: Dayton, Ohio 











DROP FORGED 
WRENCHES 


Designed and proportioned to give stiff- 

ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 
Matalog B-23. 


ARMSTRONG BROS. TOOL CO. 
814 N. Francisco Ave., Chicago, Ill., U. S. A. 









Just Out—The TAINTOR Positive 
SAW SET 


“Natural Grip” No. 27 
The “Last Word” in Saw Sets 


Has all the fundamental fea- 
tures of Taintor Saw Sets No. 
7 and 714, with additional fea- 
tures all its own: 





1. “Natural Grip” 
2. A “Stop” 
3. Special Gun Metal finish. 
Yes, Indeed, We Still Make Our No. 
TAINTOR MFG. 
JOHN H. GRAHAM, Selling Agents 
113 Chambers St., New York City 


handles, insuring hand comfort. 


which prevents hand from slipping. 


7 and 7% Models 


CO. 








Robertson “Horseshoe Magnet Hammers 





Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal 


(the highest offered) at the Panama-Pacific Exposition. 
Good profit. 
Name and design trade marks registered U. 8S. Pat. Off. 


94 Portland St., Boston, Mass. 


ARTHUR R. ROBERTSON 














J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


Bivers 








BROWN @© SHARPE 
ZUO0LS 
\Vlade Best 

They Give omplete Satisfaction 


YE MARK 


BROWN & SHARPE MFG 








Looking for a Hardware Store? 


The place to find one is in the “Classified 
Opportunities Section’’ of this paper. 


By watching the FOR SALE ‘— 
reasonably sure to secure a g busi- 
ness at a fair price, or better still, et the ane 
know the kind of a store you are looking for. 


ou’ll be 

















ILLUSTRATED CATALOG OF 


STONE WORKING TOOLS 
and SUPPLIES 


Free on request—send for it today 


TROW & HOLDEN CO. 


Barre, Vermont 














HACK “T_ EX NOX” saws 
Sour AD «suc. 


“The Toots in Lhe Grail Bor” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS =< SCREW ORIVERS - GLASS CUTTERS 





UNIFORMITY 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care will be taken to index correctly. 


No alluwance will be made for errors or failure to insert. 





A 


Ajax Electric 
Alabastine Co. 
Allen Mfg. 


Allith-P routy "Co. 

American Chain Co 

American Saw & Mfg. Co 

American Screw Co 

American Steel & Wire Co 

Anchor Post Fence Co 

Anti-Borax Compound Co............... 
Apex Stamping 

Armstrong Bros. 

Armstreng 


Babcock Co., 

Beh & Company, 
Berry Brothers, Inc 
Bethlehem Steel 

Boker, H., Company 
Bright Star Battery Co 
Brown & Sharpe Mfg. 
Brush-Nu Co. 


Caldwell Mfg. 

Chamberlain Co. 
Chamberlain-Haber Chemical 
Chicago Solder C 

Chicago Spring Hinge Co 
Clayton & Lambert Mfg. 
Clemson’ Bros., 

Coes 

Columbian Rope Co 
Continental Paper & Bag Mills Corp.. 
Corbin Screw Corp 


Dazey Churn = te. Co 
Deming Co., 

Detroit Torch 7 “Mfc. Co 
Devoe & Raynolds Co., 
Display Materials Co 
Disston & Sons, Inc., 
Dixon Crucible Co., 
Donley Mfg. Co., Th 
Doyle, Charles E., 
Duluth Show Case Co 
DuPont de Nemours & Co., 


Eagle Lock Co 
Eagle-Picher Lead Co 
Everedy Co., The 


F. & N. Lawn Mower Co., 


Gendron Wheel 

Gilbert & Bennett Mfg. Co 
Goodell-Pratt Co. 
Graff-Underwood Co. 





Grand Rapids Hardware Co 
Granite State Mowing Machine Co 
Green Co., Inc., 

Greenfield Tap & Die Corp 
Griffin Mfg. Co ; 


Hanover Wire Cloth Co 
Hart Co., John M 
Heller & Co., 

Hercules Powder Co 
Hoeft & Co 


Indiana Rolling Mill Co 


Jennings Mfg. Co., 


Johnson Arms & Cycle Works. Iver.... 


Kawneer Co. 

Kelly Axe & Tool Co 
Keuffel & Esser Co 
Klein & Sons, 


Lamson & Goodnow Mfg. Co 
Landreth Seed Co., D 

Lovell Mfg. 

Lowell Specialty Co 

Lucas & Co., 

Ludlow-Saylor Wire Co 


McDougall-Butler Co., 
McKinney Mfg. 

Mansfield Tire 
Martin-Senour Co 

Martin Varnish Co 
Maydole Hammer Co., 
Metal Ware Corp. 
Milbradt Mfg. Co 
Milwaukee Tool & Forge Co 
Modern Grinder Mfg. Co 
Monarch Metal Products Co 
Morrill, Inc., 

Mueller Brass 

Murphy’s Sons 

Murphy Varnish 

Myers & Brother Co., F. E 


N 


National Carbon Company 
National Lead Co 

New Delphos Mfg. Co 

New York Wire Cloth 
Niagara Meial Stamping Corp 


Ohio Varnish Co 
Oliver [ron & Steel Co 
Osborne & Co., 

Osborn Mfg. Co 





Peaslee Gaulbert Co 
Peck, Stow & Wilcox 
Peerless Level & Teol Co 
Phenix Mfg. Co 
Pittsburgh Plate Glass Co 
Progressive Mfg. C 

Pyrex Sales Division 


Reading 
Reznor 


Samson Cordage Works 
Sapolin Co., 

Schollhorn Co., 
Schrader’s Sons Co., A 
Sherman Mfg. Co., H. B 
Sherwin-Williams Co. 
Snell Mfg. Co 


Stanley Works 
Star Brush Mfg. 
Stearns & Co., E. 


Taintor Mfg. 
Thomson Mfg. Co. 
Toledo Metal Wheel Co 


Trimont Mfg. Co 


Tubular Rivet & Stud Co 
Turner, Day & Woolworth Handle Co.. 


U 


a Hardware & Tool Corp 
love 
Dlatveronl Industrial 


Valentine & Co. 
Verified List 


Warren Tool & Forge Co 
Western Importing Co 
Wheeler Radiator Mfg. 
Whiting-Adams Co. 
Wickwire Brothers 











ELECTRICAL GOODS SECTION 














Anylite Electric Co 

Arrow Electric 

Birnbach Radio Co 

Century Electric Co 

Clements Mfg. 

Crosley Radio Corp 

Day-Fan Electric Co 

Eden Washer Co 

Edison Lamp Works 

Edison Electric Appliance Co 
Electric Household Utilities Corp 





Electric Vacuum Cleaner Co 
Emerson Electric Co 

Fansteel Products Co., 
Gainaday Electric Co 

P. A. Geier Co 

General Electric Co.. 

Gold Seal Electric Products Co 
Haag Bros. Co 

Hamilton, Beach Mfg. Co 
Hazeltine Corporation 

Hoover Company 

Horton Mfg. Co. 





Landers, Frary & Clark 
Lindemann, A 
National Carbon 


Risdon Mfg. 

Stewart-Warner Speedometer Corp 
Sun-Ray Lighting Products 
United Electric Mfg. 

Vaec-A-Tap Co 
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What Dealer Couldn’t Sell 
Such Hose Nozzles? 


This attractive three-color Display Box will arrest the 
attention of every user of garden hose, and once they pick 


up a MUELLER RED BAND NOZZLE and learn its good 


points, they want one—it sells itself. The 


Mueller RED BAND Nozzle 


is the only nozzle which embodies these four exclusive 





features: 

1. Made of FORGED brass—stronger and more durable 
than cast or wrought brass. No sand holes. No flaws. Abso- 
lutely leak-proof. 

2. Equipped with Mueller “Neverlose” rubber hose washer. 
It cannot work out and get lost. 





3. <A heavy nickel finish prevents tarnishing and gives it a 
: distinctive appearance. 


4. A trademark that customers cannot forget—a red band of 
“Duco.” It makes identification easy. 





Every nozzle absolutely guaranteed 


’ ; The Mueller 
Thousands of dealers have found this nozzle the best “NEVERLOSE” 


Threaded Rubber 


seller they ever stocked. It is priced right and sold 
Hose Washer 


at a price that allows a worthwhile profit. 


If your jobber cannot supply you—write to us. 





MUELLER BRASS CO., Port Huron, Mich. 


Three Generations of Brass Making 


The decimal unit 
BRA system makes it 


Mem EQUIPPED with | Casier ' ‘ 
Wee = CNEVERLOSE” 5 rder—to pac 
HOSE WASHERS fo ore F ; 
—to price—to sel 


—to inventory 





Packed 10 Nozzles 
in a three-color 
display box. 
Very Attractive. 


















































IUELLER BRASS CO. 
PORT HURON, MICH. 
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” A Trio of Tried 
Producers 


There is no guesswork about the 
success that can be made with these 
home bottling and preserving neces- 
sities. 

A record of continued, substan- 
tial growth singles out the Everedy 
line as one of the most successful 
items carried by the hardware 
trade. 

Each of the trio satisfactorily 


the consumer recognizes the instant 
it is brought to his or her attention. 

All are dependable merchandise 
and stand up well in service. By 
eliminating waste, saving time and 
effort, they pay for themselves 
many times over in a relatively 
short time. 

Offer all three as a unit and see 
how easily you can make three 


May 26, 1927 


meets a very definite need, one that profits instead of one. 


Write for catalog and proof 
sheet of dealer cuts. 


THE EVEREDY CO. 
Frederick 
EVEREDY denied 


Bottle Capper 








The most widely used capper in 
America today. Caps any size bottle 
quickly, securely and with no trouble 
at all. All steel construction with 
non-stretch post. Heavily nickeled. 


Prices $1.50, $1.40, 
$1.35 and $1.25, a re- 


duction of 15 to 25 


cents —" year’s EV E R E D Y 


Strainer Set 


A wonderful help to the housewife when 
putting up jellies, preserves and_ sauces. 
Minimizes waste. Does a better job easier. 
Consists of Stand, Strainer bag and Filter bag. 
Fits any size kettle or crock. Folds up 
when not in use. Neatly packed in 
individual display carton. 


EVE RE D Y Price complete 


Syphon Filter 


A new addition to the Everedy family. 
A bottling aid long needed. Filters as 
it syphons as easily and quickly as syphon- 
ing alone. Consists of metallic float, fil- 
tering cloth disc, stretcher ring and hose 
clamp—hose not included. In “s 


individual display carton. = 
| RECIPE BOOKS 
FREE 


“100 Time Tested Recipes for 
jellies and beverages.” Send 
for supply of mailing cards to 
give to your customers. 
Each card entitles 
sender to a free 
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World’s Highest Honor 


again awarded to 





© 
At the Sesqui-Centennial Exposition Hotpoint Products 
again won the coveted International Grand Prize, 
the Gold Medal for Highest Excellence --- 
.-+ still further increasing profit. 
possibilities for all who sell 


NATIONAL HOTPOINT WEEK—JUNE 4-JUNE 11 


EDISON ELECTRIC APPLIANCE COMPANY, ia. 


World’s Largest Manufacturer of Electric Ranges, Electric Water Heaters and Household Electric Heating Appliances 


Factories: Chicago, Lilinois, and Ontario, Calif. sjatere ete miemaelcm wuleluler) m Olea: 
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L & H Electrics 
appliances 
include 


“Turnsit” Toasters 
Waffle Irons 

Hot Plates 

Urn Heaters 

Irons 

Curling Irons 

Air Heaters 
Heating Pads 
Table Beasen 
Heaters 


405 Lexington Ave., 
New York, N. Y. 
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</7 ELECTRICS 


TRACE MARK 


RANGES and APPLIANCES 


The fast-selling, profitable line, backed by national advertising and a forty- 
year reputation for quality. 


The L & H Electrics Combination Range and built-in Kitchen Heater with full auto- 
matic Time and Temperature Controls shown above is representative of their dis- 
tinct superiority. Extra large, porcelain enameled, one-piece, round-cornered oven, 
four unit cooking top and return flue kitchen heater built in providing the additional 
comfort and convenience of extra heat for the kitchen when needed and a ready means 
for disposal of kitchen rubbish. 


Ask your jobber or write us. 


A. J. LINDEMANN & HOVERSON CO. 
435 Cleveland Ave., Milwaukee, Wis., U. S. A. 


BRANCHES AT 


2626 W. Washington Blvd., 
Chicago, 


715 Bryant St., 


1636—14th St., 
San Francisco, Calif 


Denver, Colo. 
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SELLING 


Let Our Dealers 





Demonstration method of 
securing prospects and mak- 
ing sales has proven successful 
and profitable to our dealers 
in EVERY instance where 
it has been carried out by 
factory-trained demonstrators. 





These men stage the demon- 
stration, make actual sales for 
you, instruct your own people 
and leave you with a going 
cleaner business fully estab- 
lished on a profitable basis. 
Write for details of this suc- 
cess-insured sales method. 


The P. A. GEIER Co., 540-560 E. 105th St, CLEVELAND, OHIO 
Manufactured in Canada by CONTINENTAL ELECTRIC CO., Lid, Toronto, Ontario 


Electrical Goods Section 


Convince You That It Pays 











Thousands of prosperous dealers 
last season shared in the unprece- 
dented success of Gold Seal Radio 
Tubes. 

What about this season? Will you 
still be on the outside looking in, or 
will you beamong 


those who are 
profiting by the Gold Seal 


popularity of this 










Here’s the Road to 
\. TUBE PROFITS | 


gf = you headed the right way? 
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This season Gold Seal will push the 
“Special Purpose” types for larger 
unit sales, quicker turnover, bigger 
profits for you. 

Take advantage of this profit oppor- 
tunity opening before you-write for 
full details of Gold 
Seal, “Square 
Deal” policy, 
dealer helps and 





fast selling line? Radi lO Tubes attractive terms. 
GOLD SEAL ELECTRICAL CO., Ine. | 


250 PARK AVENUE - NEW YORK CITY 


Be sure to visit our Booth No. 97 at the R. M. A. Trade Show, Stevens Hotel, week of June 13. 
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Again 


~ Balkite has it 


The radio trade has always expected that when any 
very spectacular advance was made in the radio 
power field, Balkite—the leader—would make it. 
First noiseless battery charging. Then successful 
light socket “B” power. Then trickle charging. 


Balkite has always had what the trade needed at the 
right time. And now Balkite has it again. At the 


R.M.A.TRADE SHOW 
| Stevens Hotel, Chicago 


pve June 13th to 17th 








Balkite will show the greatest development ever 
announced by a radio power unit manufacturer. 


FANSTEEL PRODUCTS CO.,, Inc. 
| North Chicago, IIl. 


Balkite 


Radio Power Units 
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CUSTOMER APPROVAL 


ering Momentum 
 Allthelime/ 


ALL bearing motors for electrical 
appliances are fast moving onward 
to the dominance they deserve. 

| The American housewife has given 

them her approval—knowing that they 
mean, for her, freedom from the messy oil 
can and the penalties it imposes. Dealers, 
quick to sense their customers’ demands, 
are giving their preference to those vacuum 
cleaners, washing machines, floor polishers, 
and other electrical utilities which have 


- motors with “NORMA” Ball Bearings. 











Are you ready—with a line of 
these advanced and approved 
motored appliances? 


PRECISION NORMA-HOFEMANN BEARINGS CORPORATION 
ROLLER BEARINGS , STAMFORD, CONN. §- - U.S.A. 


The dominant bearings today in : oz. 
SS 


electric appliance motors, have demon- 
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strated their reliability in the hundreds 
of thousands of automotive magnetos 
and lighting generators in which, for 
more than 10 years, they have ‘heen the 
approved standards of serviceability. 








= BALL BEARINGS 
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] BALL BEARING 
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EVENTEEN 
years of suc- 
cessful designing, 
manufacturing, 
distributing and 
selling vacuum 
cleaners are back 
of the non-oiling, 
Ball Bearing 
Clements 
Cadillac 





Details and sales 
plans on request 





tae A 


CLEMENTS MEG. CO.,607 Fulton Street, Chicago. Il 
Manufactured in Canada Export Department: Pacific Coast Distributors: 
8th 


by 
Clements Manufacturing Oompany, Limited 149 Broadway, N. Y. C., N. Y. F. BE. Spencer, 929 W. ® 
Los Calif 


71 Duchess S8t., Toronto, Ont. A ] 
: New York Distributor: ngeies, lif. 
H. M. Walter, 70 Fifth Ave., New York. Ray Bentley, 219 Worcester Bidg., 
Portland, Oregon . 
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Model 10, 8” Blades 
Retalle a $5.50 


Model 20, 2-Speed Oscillating, 10” Blades 
Retails at $10 

















The Fan 
That Creates Repeat Orders 


The unusual satisfactory service rendered by Eskimo 
Fans to owners, coupled with their extremely low list 
price, has resulted in an increased volume of business 
for the dealers everywhere throughout the United 
States. Eskimos have made it possible for families to 
use electric fans for every room in the house because 
of their economy and low first price cost. Your 
first order for Eskimos will convince you that 
they are the profitable line of electric fans to handle. 
Send in your order now or write for further particu- 


lars, discounts, etc. 


UNITED ELECTRICAL Mec. Co. 
Adrian, Michigan 


Also Manufacturers of 
Eskimo Kitchen Mechanic and Ventilating Fans 





SPECIFICATIONS 


Has full eight inch bronzed blades with off and on 

Model 10 switch mounted on base. Self-aligning bearings and 
swivel joint. 8 feet of cord. Operates on 110-120 volt 
A.C. or D.C. current. Positively guaranteed not to 
creep. 


Two speed ten inch oscillating fan with two speed 

Model 20 toggle switch in a heavy cast base. Self-aligning bear- 
ings. Swivel joint adjustable to any angle. 8 feet of 
cord. Operates on 110-120 volt A.C. or D.C. current. 
Positively guaranteed not to creep. 


Has full nine inch bronzed blades and heavy, quiet- 
Model 30 = sunning motor with self-aligning bearings and swivel 
joint. 8 feet of cord. Has toggle switch in base and 
positively guaranteed not to creep. Operates on 110-120 
.C. or D.C. current. 
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Will You Accept a Share of thi 
’ 
New Prosperity ? 
AAG DEALERS everywhere easy to sell as the new Haag models 
report that business is good and _ illustrated below. A consistent, ag- 
getting better every day. This fact is gressive newspaper campaign is help- 
reflected in the March and April pro- ing to keep Haag dealers’ sales at a 
duction figures of the Haag Brothers high peak. 
Company, March showing an mereas€ Tt will pay you handsomely to concen- 
of 27/0 over the panes high month. trate your efforts this summer on the 
pa aa history and April showing 4 Haag line. Other wide-awake dealers 
26 /o increase over March. All sigMS are doing it with tremendous profit. 
Po. 5 & record breaking business rare building bigger business now. 
during June, July and August. Wire or write today for new catalog 
Our dealers tell us that never in their price list and full information on the 
experience have any machines been so Haag line. 
— pronounced —~. 
The new perfected > 
Haag Vortex, sub- floating agitator 
merged agitator type washer, Low 
type washer—The in price—high in 
world’s finest. efficiency. 
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HAAG BROTHERS COMPANY, PEORIA. ILL. | 
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EDEN 


The Name That Made 


Electric Washers Famous 


A COMPLETE LINE NOW 
$ 495° This Means 


$49.50 for an electric washer! 


Good looking. Efficient. Only 
one of its kind. Guaranteed. 


Women by hundreds are 
writing: “Where can I buy 

“«M —— | it? It is ideal for baby and 
Edenette we my own daily wash.” 


Electric Clothes \ Vacuum-cup (dip-dip-dip) action. 
| Compact. Used anywhere, up- 


Washer a . : stairs or down. 





PORTABLE 


The EDEN : 
TATOR Get Into 


This Profit 
Opportunity 

















—A feature specialty 


—The Highest Quality 
Cylinder Machine 


—and Now Our New 
Agitator Type 


EDEN 
WASHER CORP. 


225-241 West 34th Street 
New York City 


Telephone: Chickering 4366 


Branches in principal cities 














. 





THE TRADE MARK KNOWN IN EVERY HOME 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 


The Selling Force of Established Good Will 
If it’s a Universal Household Appliance, American house- 
wives know from experience it represents the best of its 
kind. That is why women everywhere, to assure themselves 
of a wise vacuum cleaner choice, are turning more and more 
to— 


The | niversal Super- \ ATMAIEE 


4 Different and Better Cleane: 
Difte rent- 


1. Because it has a patented, thread-picking, self- 
cleaning nozzle that is exclusively Univessal and 
more effective than all others, i 


2. Because it has a more powerful cleaning sutton 
than can be practically used in cleaners without 
the Universal nozzle. 


1. Because it is the only cleaner made that 
gets all the surface litter as well as the deeply 
embedded dirt without having to use.a trouble- 
some brush. 





2. Because it gets all dirt with absolute safety 
to the most valuable rugs or fabrics. 


3. Because its more powerful suction 
makes the Super-Vacuum auxiliary tools 
as efficient as its magic nozzle. 


4. Because it gives a lifetime of 
thorough cleaning without ser- 
vicing. 














Landers, Frary & Clark — New Britain, Conn. 


Makers of the famous UNIVERSAL Household Helps for nearly 
seventy-five years 
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approximately, “a service 
“We've ~| months, 


: ” Ppa. 
Gaines fess than $12.00. gcranto™ 
Cc 


“Have sold 450 of the New Gainadays 
and no service to date. stat: lie, 


“It sells readily, satisfies our customers, 
meets all competition and comes as near 
being service free as we believe it possible 


be. 
St. Paul, Minn. 


for an electric washer to 


PN RR I GAOT MAIO RED: Ce OO i OIE LIRS, y N N A APOE PC ETN. a TOBE peace IPO MO pe eM gua, 


ERVICE-FREE means en- 
thusiastic customers — con- 
stantly easier new sales—con- 
stantly increasing sales volume. 


Service-free means enthusias- 
tic salesmen — increasingly so 
from month to month—and 
greatly increased profits. 


Many of our dealers find the 
Gainaday franchise the most prof- 
itable branch of their business. 


We believe that you too would 
warm up to the big profit possi- 
bilities in the New Gainaday, if 
we could give you the story of 
how it works—the franchise and 
the machine. 


Use the coupon today. It’s as 
easy to fill it out as it is to sell 
New Gainadays. 


Gainaday Electric Company 
3016 Liberty Ave., Pittsburgh, Pa. 


GAINADAY ELECTRIC COMPANY 
3016 Liberty Ave., Pittsburgh, Pa. 


I will be glad to receive complete information about 
The New Gainaday and the Gainaday Franchise. 


Name 


Address 
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ELECTRICAL GOODS 
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HARDWARE AGE 


For the Electrical, Lamp and Radio Departments 
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In This Issue— : 
EDITORIALS 


Utility Man’s View of Merchant Relations 


Quite an unusual statement by a Commercial Manager 
as to the best method of promoting the sale and use of 
appliances. This statement, we believe, represents a new 
and a broader view on the part of utilities. 

Influence of Newspaper Advertising on Appliance Sales 

Another of Guy Hubbart’s articles, continuing his general 
topic, better methods of promoting the sale of electric 
appliances. 

“Tremendious” Increase of Radio Sales 

This story is chiefly told in pictures and reflects the in- 

fluence of display upon the demand for merchandise. 
Selling Electric Refrigeration in a Small Town 

This hardware merchant is in a really small town and it is 
surrounded by lakes, with plenty of cold weather and 
consequently plenty of natural ice. Yet the store made 
a splendid sales record. 

ELECTRICAL GOODS IN PICTURES 
$15 for a Title for This Picture 
The John Wanamaker Six Little Kitchens 
Selling Radio the Right Way 


How Hardware Stores Display Electrical Goods 
What Is This Washer Worth? 


This hardware store formerly used outside salesmen but 
recently has advertised incandescent lamps to draw 
people into the store and then demonstrate the washers. 

Fast and Slow Movers 

James Stuart Hill tells of a handy system used by him to 

keep a handy and accurate check on stocks. 
What the Radio Show Means to a Merchant 

Mr. Sinsheimer explains what the visitor may expect and 

how he can get the most from the show and convention. 
Tuning in for Radio Profits 

Frank E. Watts calls attention to the rapid changes in the 
radio industry and the need for merchants to look closely 
into character of supply firm. 

More and Better Sales by Better Salesman 


Another of Mr. Chantler’s cartoons and some excellent 
suggestions for getting people into your store. 


New Goods 
Electrical News Briefs 


35 
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36 
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27 
28 
32 
34 
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26 


40 


38 


53 
48 
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GEORGE H. GRIFFITHS, General Manager 


FRANK E. WATTS 
Manager Editor 
ARTHUR SINSHEIMER 


Radio Editor 


CLYDE JENNINGS 


Publishing Address, U. P. C. Bldg., 239 W. 39th St., New York City 





Industrial Exhibits 


WO trade exhibitions that are 

: of importance to buyers of 

electrical goods and radio are 
to be held next month. An elec- 
trical exhibition is held in connec- 
tion with the National Electric 
Light Association convention in At- 
lantic City and the Radio Trade 
Show will be held in connection 
with the meeting of the Radio Manu- 
facturers Association in Chicago. 

In some instances there is a dis- 
position to regard conventions and 
shows or exhibitions as a good deal 
of a lark or a substitute for a vaca- 
tion but, as a matter of fact, an 
exhibition of practically a complete 
line of merchandise under one roof 
constitutes a wonderful opportunity 
for a merchant-buyer to do his shop- 
ping quickly and with greater accu- 
racy than when he is compelled to 
go from show room to show room. 

Then, too, at these exhibitions a 
much greater opportunity is offered 
to meet people of the industry and 
to talk with them than during visits 
to the various offices. 

Both of the exhibitions mentioned 
are well worth a visit on the part of 
any buyer whose volume justifies a 
buying expense such as the trip. At 
these shows he will learn much that 
will be of value to him about mer- 
chandise. 

Added to other advantages is the 
opportunity to learn at first hand 
the tendencies, spirit and policies of 
the industry. All of these questions 
come up in open meetings of the 
Associations. Any merchant will 
feel more like giving his whole sup- 
port to an industry when he under- 
stands it. 

ELECTRICAL GOODS will be repre- 
sented at both of these conventions 
and we will be glad to meet you 
there. 
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DID you sell $110,000.00 
worth of electric cleaners last 
year? Each of fifty Hoover 
dealers did! Read the facts and 
the reasons for Hoover’s over- 
whelming world leadership— 


atom 


see pages 54 and 55 


XJ “POSITIVE AGITATION 


* Prices slightly higher west of the Rockies and in Canada 















































1 As Sales Stimulants, Prices and Terms 
are Inseparable”’ 


maN the interest of better sales cooperation between the light and power 
companies and the merchants, we welcome the following from A. K.- 
Baylor, vice-president of the General Contract Purchase Corporation. 
This company wields a considerable influence among the electrical light 
and power companies in time payment policies. 


The remarks by Mr. Baylor are a part of his talk before the Southeastern Geo- 
graphical Division of the National Electric Light Association, and they are quoted 
here as an indication that the light and power interests are turning strongly toward 
cooperation with established merchants who are seeking to sell electric appliances. 
We quote from Mr. Baylor: 


“The power companies are generally engaging in the sale of merchandise and are 
almost universally selling on installment terms especially as applied to the major 
appliances. Many power companies have sold such merchandise on installments 
with a trifling ‘down’ payment and sometimes two or three years is given to com- 
plete the pun *hase. 

“Because of the power company’s intimate contact with the customer—monthly 
billing and the traditional habit of prompt payment by the customer for service, 
there is a minimum risk for the company. The power company, moreover, might 
be justified in taking a greater risk than any other dealer because the greatest 
benefit derived from the sale of appliances is the continuous revenue through ser- 
vice rather than any initial merchandise profit. 


“It is now generally recognized, however, that in the interest of the power com- 
pany, as well as any other branch of the industry, there must be cooperation all 
along the line. Power companies quite frequently admit, not only on the score of 
fairness but in their own self interest, that their merchandising should be conducted 
on a basis that does not involve unfair trade competition with other dealers—elec- 
trical or non-electrical. 


“Therefore list prices are generally maintained by the power companies, but as 
sales stimulants, prices and terms are inseparable. No matter how rigidly list prices 
may be maintained, the power company that extends sales terms_on the installment 
plan that cannot be followed by any other substantial dealer, and which are generally 
regarded as unsound for business in general, is introducing an element of trade 
disturbance in the community. 


“Because of its standing and prestige, the power company should be in.the front 
rank of those who stand for sound economic practices, but apart from this there 
is another danger to the power company through the straining of terms of credit. 


“If the power company, while maintaining list prices, makes terms that other 
dealers cannot meet, these dealers being unable to compete in terms must compete 
in prices. They, therefore, turn to cheaper products and will distribute substand- 
ard appliances and materials, connecting them to the power company’s line and 
leaving the power company to make good with the customers for the trouble that 
necessarily arisess * * * * * 

R “An article turned over to a customer on a negligible ‘down’ payment is not sold 
but merely loaned.” ; 


Perhaps some merchants in some communities will not entirely agree with what 
Mr. Baylor says about list prices—he does not mention premiums—but let us wel- 
come his efforts to correct the greater evil-——that of low payment terms. | 
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Have Some of the Utility Companies 
Misunderstood the Situation? 


The above question, quoted from a recent statement by the Commercial Manager 


of aleading light and power company, is the key to his discussion 
of the newer attitude toward merchants 


HE year 1927 arrived in a 
burst of business statistics, 
and the electrical industry got 
more than its share. And when they 
are all sorted out it develops that 
most of them point to the work we 
are engaged in, point to the fact that 
the commercial side of the business 
is the side which must be given the 
most earnest attention and effort 
from now on. They show clearly 
that the people engaged in the com- 
mercial department of the electrical 
industry have before them an obli- 
gation as well as an opportunity. 

This business we are engaged in, 
taking inventory at the close of the 
year 1926, discovered the facts 
about itself to be somewhat as fol- 
lows: 

During 1926 the increase in capi- 
talization was 12 per cent. The in- 
crease in customers was 10.8 per 
cent and the increase in output was 
11.6 per cent. The net results of 
the year, therefore, show that sales 
are lagging behind investment and 
behind capacity. 

In 1922, revenue per dollar in- 
vested was 20.2 cents; in 1926 it 
was 19.4 cents. Here we find that 
load factor—which determines cap- 
ital turnover—is declining. 

Looking at the situation over a 
longer term of years, it is still 
further evident that sales of elec- 
tric energy, represented by output 
in kilowatt hours, are not keeping 
pace with the increasing investment 
in plant and equipment, and are 
not keeping pace with the increase 
in generating capacity. 

On the one hand we find that the 
average investment cost per kilo- 
watt of generating capacity has 
steadily declined. From 1912 to 
1925 the total generating capacity 
of the country increased a little 
over 320 per cent, while the total 
investment in plant and equipment, 
including distribution lines, in- 
creased only 194 per cent. During 


By C. J. Eaton, 


Commercial Manager, Middle 
Utilities Co. 


West 


AOWNG)2 


ROM its inception ELEC- 
P'rricat GOODS has ad- 

vocated a cooperation activ- 
ity between the light and power 
company and the merchants of a 
community that would be of con- 
structive value to both, We have 
decried the present ill feeling (in 
many communities because of prices 
and terms) as harmful to the light 
and power company and merchants 
alike. We have frequently ex- 
pressed the belief that leaders of 
the light and power industry would 
see this and act accordingly. 

Our faith has been justified, as 
is evidenced by the address printed 
here. The policies outlined here 
were declared before the Indiana 
Electric Light Association by C. J. 
Eaton, Commercial Manager of the 
Middle West Utilities Company. 
We submit this with our approval 
to the merchants of the country as 
a splendid presentation of possible 
relationships. 

If merchandising relations in 
your community are not, satisfac- 
tory, we suggest that you meet with 
the local manager and in a friendly 
spirit seek to convert him to co- 
operation with the arguments put 
forth by Mr. Eaton. 


_ SNE” 
this period the average investment 
per kilowatt of generating capacity 
was reduced from $425 per kilowatt 
in 1912 to $297 of investment per 
kilowatt in 1925. 

But no such progress has been 
made in the ratio of kilowatt hours 
output to the total investment, or 
in the ratio of output to total gen- 
erating capacity. 

Between 1912 and 1923 the aver- 
age of kilowatt hours generated per 
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dollar of investment was nearly 
doubled. It increased from 5.34 
kilowatt hours in 1912 to 10 kilo- 
watt hours in 1923. But in the fol- 
lowing year, 1924, this average 
dropped from 10 to 9.45 kilowatt 
hours, a drop of 5% per cent; and 
in 1925 there was a further drop to 
an average of 9.3 kilowatt hours 
generated per dollar of investment 
—a decline of 7 per cent in two 
years. 

If the average output were only 
holding its own in proportion to 
capacity, a reduction in the invest- 
ment per kilowatt of capacity 
should automatically increase the 
average of output per dollar of in- 
vestment. On the contrary, it has 
declined; an indication that the in- 
dustry as a whole is not expanding 
and increasing its business as fast 
as it should. 

Figures on kilowatt hours gen- 
erated in proportion to kilowatts of 
capacity confirm this conclusion, 
From 1912 to 1917 the kilowatt 
hours generated per kilowatt of ca- 
pacity, increased approximately 26 
per cent. But since 1922 it has de- 
clined 13 per cent. 

So much for the situation from, 
the viewpoint of the industry. Look- 
ing out from the inside it is clear 
that the market for our product 
must be developed. Now let’s look 
in from the outside—from the 
standpoint of the public. How much 
progress has been made in spread- 
ing the benefits of electricity among: 
the public? This is the duty of the 
electrical industry no less than the. 
generation of electricity. 

Investigation indicates that sales 
to residential customers, the coun- 
try over, average only about 360 
kilowatt hours per annum. This is 
very low considering the possibil- 
ities, especially in industrial areas, 
and there is at present no sign that 
the average is being increased. 

This is uncuestionably a low fig- 
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ure; in the city of Chicago average 
sales per residential customer are 
500 kilowatt hours per year, and 
that is by no means the highest in 
the country. It does indicate, how- 
ever, the possibilities for improve- 
ment. 

These figures show beyond doubt 
that it is the commercial depart- 
ment’s turn at bat. It is now a real 
selling job, nothing more, nothing 
less. No matter what our personal 
occupation may be, meter reader, 
engineer or office boy, it’s a selling 
job directly or indirectly. The fi- 
nancial genius of the electrical in- 
dustry has assembled the capital, 
and the engineering talent has 
turned the capital into productive 
facilities. As the figures which I 
have quoted show, the investment 
of money and the construction of 
generating facilities are now out in 
front of the sale of our service. We 
must reverse that situation and get 
sales ahead; we must make sales 
increase, from now on, faster than 
capital investment and new con- 
struction increase. We must see 
that the facilities which have been 
built up are put to the fullest possi- 
ble use. In short, we must build 
up the demand and the load factor. 

Underlying this duty of building 
up the load are two considerations, 
both of very great importance. 

First: The electrical industry is 
not properly looking after its own 
health when its selling record trails 
behind its accomplishments in 
building facilities and behind the 
investment of money in the busi- 
ness. 

Second: The industry is not meet- 
ing what is clearly its duty to the 
community—the duty of populariz- 
ing the use of electricity in lighten- 
ing labor and increasing the com- 
forts of life, and doing these things 
with greater economy. 

Certainly, as the providers of 
electric service, it is our responsi- 
bility to see that as many people as 
possible have the benefits of this 
service made available to them in 
as many ways as possible. And the 
figures I have quoted demonstrate 
that we have not been promoting 
the use of electricity as fast as we 
have been building facilities for 
generating electricity. 

To that extent, the industry is 
failing in its complete duty to the 
public. This is a condition to be 
corrected by sales work. 
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When we set out to do this we 
must remember some fundamental 
considerations which have to be 
carefully watched. Primarily, we 
must do a straight sales job, follow- 
ing the ordinary principles of good 
salesmanship. But above and be 
yond this we must add something 
more; we must conduct ourselves, 
in several respects, even better than 
the ordinary merchant is required 
to conduct himself. I am thinking 
particularly of two things when I 





C. J. EATON, 


Whose presentation of _ the 
merchandising situation rep- 
resents a new viewpoint 


say this, and it will be well to dis- 
cuss each of them thoroughly at 
this time. 

First, let us remember that we re- 
main with the customer and the cus- 
tomer remains with us after the 
sale is made. That, of course, in- 
tensifies our responsibility to offer 
only the most completely satisfac- 
tory merchandise, and it bars us 
from certain practices which might 
be legitimate enough for the or- 
dinary merchant. 

The ordinary merchant can, hon- 
estly and conscientiously enough, 
offer “seconds” at a reduced price in 
order to remove dead stock from his 
shelves. But that would not be 
a good thing for us to do, except on 
rare occasions. We could more 
profitably, as I heard the merchan- 
dising manager of one of our com- 
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panies express it, dump such goods 
into the river. 

When we sell an electrical appli- 
ance to one of our customers, what 
we are actually doing is making 
that toaster or washing machine or 
vacuum cleaner or lamp a part of 
our system. Its quality should be 
as carefully watched as we watch 
the efficiency of a new turbine in 
the generating station. The quality 
of service which the turbine is 
capable of furnishing can easily be 
nullified if at the other end of the 
line there is a piece of defective 
equipment. 

A toaster is as much a part of 
pur system as the telephone instru- 
ment is a part of the telephone 
company’s system, and it is a well 
known fact that the telephone com- 
pany actually retains ownership of 
the instrument in order to be sure 
that it will be capable of holding 
up its part of the service. 

The importance of good public re- 
lations-to a company furnishing a 
public service and operating as a 
monopoly is familiar to you. 

When we sell electrical merchan- 
dise, however, we are no longer a 
monopoly; we are in competition 
with the electrical or other dealer 
down the street. But we are still 
the public service company, and to 
the ordinary principles of good mer- 
chandising we have the duty of 
adding the principles of public ser- 
vice. That requires frequently a 
superior tact and ability; it re- 
quires selling ability and something 
more. 

Nevertheless, as far as actually 
affects our competition with other 
merchants who deal in electrical or 
gas appliances, we owe it to them 
in all fairness to act like merchants, 
to play the game according to rules 
which it is within their capacity to 
meet. We cannot take our privilege 
to operate as a monopoly in fur- 
nishing electric service and apply 
it to act as a monopoly in selling 
merchandise, for in that branch of 
the business we are not authorized 
to act as a monopoly. 

I am bringing up this point be- 
cause [ have encountered instances 
of protest by dealers against the 
merchandise practices of public 
utilities companies, claiming that 
the companies use the fact that 
they are monopolies in the render- 
ing of service as an unfair weapon 





in competing for electric appliance 
sales. 

This recalls to mind the necessity 
to respect and explain what our 
policy in merchandising is. It is 
very simple: 

Our aim is that the benefits of 
electric service shall be brought to 
the greatest possible number of peo- 
ple in the widest possible number 
of uses. That is clearly our duty; 
we must not only provide electric 
service upon demand, but we must 
also extend the use of it, and dis- 
tribute as widely as possible the 
comforts and the economies which 
result from the use of electric ser- 
vice. 

With relation to the dealer who 
feels that our competition is unfair, 
this aim of ours should be plainly 
expressed in our activities. His 
help in extending the use of elec- 
tricity by selling appliances should 
be encouraged. We want these ap- 
pliances put in service, and if the 
dealer doesn’t do it, we feel that it 
is our duty to do it. We feel also 
that it is our duty to do the pre- 
liminary educational work which 
leads up to the sale; that, once we 
have shown the public the benefits 
of electricity, the appliances will 
sell themselves. 

When an appliance is sold which 
will consume electric energy and 
which is capable of giving a good 
performance, it matters little 
whether it is sold by a dealer or by 
one of our own shops. In either 
case, we accomplish our two aims 
—the extension of the benefits of 
electricity among the public and the 
building up of the load. 

But possibly some merchandising 
departments of public utilities com- 
panies, and certainly some dealers, 
do not understand that clearly. A 
letter which the National Retail 
Hardware Association § recently 
sent its members calls into question 
the statements of public utility 
companies that their sole interest 
in selling appliances is to increase 
the use of current and that they de- 
sire to do everything possible to co- 
operate with other retailers. 

The hardware association con- 
tended that a study of the situation 
shows that the utility companies 
are nevertheless selling on terms 
and at prices that regular mer- 
chants cannot meet; and that retail- 
ers believe that the utilities are 
maintaining this competition by in- 


curring extra expense which is ab- 
sorbed in their service charges. 

In distributing this letter the as- 
sociation also sent out a reprint 
from its official magazine, an article 
entitled “The Competition of 


Terms; Public Utilities Set Burden- 
some Pace for Other Retailers.” In 
this article long periods for install- 
ment payments were criticized and 
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N a recent report of merchan- 
[sing activities of subsidiary 

companies of Middle West Util- 
ities Co. for which Mr. Eaton is 
Commercial Manager, the following 
were listed: 


American Public Service Co. 
Central Ill. Pub. Serv. Co. 
Central Maine Power Co. 
Central Power and Light Co. 
Central Power Co. 

Illinois Northern Util. Co. 
Interstate Public Service Co. 
Kentucky Utilities Co. 

Lake Superior Dist. Pr. Co. 
Michigan Gas & Electric Co. 
Missouri Gas & Elec. Serv. Co. 
Nebraska City Utilities Co. 
Public Service Co. of N. H. 
Old Dominion Power Co. 
Public Serv. Co. of Okla. 
Rutland Ry. Lt. & Power Co. 
Southern Wisconsin Elec. Co. 
Southwestern Gas & Elec. Co. 
Southwestern Lt. & Power Co. 
Twin State Gas & Electric Corp. 
Vermont Hydro-Elec. Corp. 
Wisconsin Pr. & Lt. Co. 
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complaint was also made of the util- 
ity company’s advantage in being 
able to shut off service as a collec- 
tion measure. 

The article quoted with approval 
a letter which the Hardware Deal- 
ers’ Association in California had 
sent to the State commission of Cal- 
ifornia in which complaint was 
made of utility competition in mer- 
chandise sales, particularly from 
the standpoint that these companies 
were able to spend a lot of money 
getting business in competition 
with the dealer but were absorbing 
such expenditures in their charges 
for service rather than in the cost 
of selling appliances, with the re- 
sult that their prices could be con- 
siderably lower than the electrical 
dealer found it necessary to charge. 

What is wrong here? 

There is misunderstanding where 
none should exist. 

First, let us face frankly the 
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question, have some utility com- 
panies misunderstood the situation? 
It is quite possible that they have, 
and I know one reason why they 
might. In judging commercial re- 
sults, there is a temptation to say 
that Town A had a better record 
than Town B because A’s appliance 
sales for January were $30,000 
while B’s sales were $20,000. 

That doesn’t tell the whole story, 
and it might be a dangerous method 
of measuring results. It is the easi- 
est way to compare towns, but not 
necessarily the best. Town B, for 
instance, might by the quality of its 
advertising and educational work, 
have convinced more people of the 
value of electric appliances, and 
caused a great many of them to go 
to the electric dealers to buy. 

That’s all right; the same in- 
crease in kilowatt hours used re- 
sults as if the appliances had been 
purchased in the utility company’s 
office. But if comparisons are made 
simply on volume of appliance sales, 
Town B is down low on the list. 
Town A, on the other hand, might 
have made its record at the expense 
of incurring some ill-will of other 
merchants, most likely influential 
men in the community; who might 
conceivably stir up agitation for 
reduced rates for service. I feel 
that we must be careful to take all 
factors into consideration in meas- 
uring the effectiveness of our com- 
mercial work. 

I am in favor of demonstrating to 
dealers above all question that 
when we say we are interested in 
load building and not with cutting 
into their business, we mean what 
we say. 

The complaint I have read to you 
dwelt strongly on our advantage in 
being able to give time-payment 
terms which the dealer cannot 
afford to give. I don’t see why we 
can’t meet this objection by offer- 
ing to arrange to discount time- 
payment paper for the dealer on the 
same terms, if he wants us to. We 
could even up the scale on that 
point very easily. 

We want to do the part of the 
job which it is clearly our province 
to do, and which in the long run 
will prove to our advantage to do. 
The more we interest the dealer in 
selling electric appliances and the 
more we foster his interest by con- 
vincing him of our good will, the 

(Continued on page 52) 

















Short Cut 
Check on 
FAST-SLOW 


Movers. 


How one electrical goods 

buyer keeps records in his 

department and can check 
against over-stocking 


By James Stuart Hill 


AVE you any “slow movers’? 
H I can imagine hearing you 
regretfully admit that you 
have. But still more interesting is 
the fact that you are very likely not 
aware how many lines in your stock 
are slow in turning over. Before 
starting this new method of stock 
records I had a false impression re- 
garding many lines which I sup- 
posed were selling fairly well. 

If anyone ever tries to tell you 
that he has no slow-moving stock— 
first ascertain that he is sane, sober 
and serious; then beg, borrow or 
acquire the necessary capital to 
establish yourself in that particular 
business. 

While it may be impossible to 
eliminate all slow movers, the num- 
ber can be substantially reduced by 
checking the turnover period of each 
line of merchandise. 

Good merchandising depends main- 
ly on the percentage of markup and 
on the number of stock turns in the 
year. If your stock is turning four 
or five times a year when handi- 
capped by slow stock, how many 
more times would it move by reduc- 
ing the slow lines? 

Therefore your problem is to iden- 
tify the slow or fast moving lines. 
Unless you already have an elaborate 
system of buying records, you prob- 
ably will be surprised to find that 
lines which you think have repeated 
several times are in reality still the 
first order. 

Every merchant or buyer has a 
limit on capital to use and no matter 
who they are, when the limit has 
been spent, they must content them- 
selves with selling what they have 
on hand until the stock has been re- 
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Mr. Hill supplies these illustrations from his own book 


duced, thus returning the capital for 
buying. So it finally narrows down 
to the fact that while certain slow- 
moving lines are necessary to com- 
plete any stock, not more than ten 
per cent should be invested in them, 
leaving the other ninety per cent 
for investment in fast-moving stock. 

This means that only small quan- 
tities of the slow lines should be pur- 
chased at a time, even if the items 
cost a little more when bought in 
this way. To give an _ accurate 
check-up on the slow and fast lines 
and to discover which is which, I 
started a “Stock Entry Book.” This 
is an ordinary day book, or rather 
a record book with an index at the 


beginning and all pages numbered. © 


The whole stock is classified under 
identifying heads and entered in the 
index in alphabetical order, with 
page number noted, leaving space for 
additional page numbers as they are 
taken. 

In the back of this book I re- 
served enough pages to give me about 
four hundred lines, which has been 
made into a “Buying Index.” On the 
outside margin of the page the lines 
have been numbered from 1 to 400, 
which allows about fifteen numbers 
for each letter of the alphabet. In 
these lines I entered the names of 
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all the firms from which we buy, the 
number opposite the name is then 
used to denote that particular firm, 
and is entered in the column “pur- 
chased from,” as well as on all price 
tags. This saves considerable trouble 
when you wish to know which firm 
supplied particular merchandise, es- 
pecially when the same item can be 
purchased from several companies. 

With this system, which is very 
simple, I am able to tell at a glance 
how long it has taken to move any 
item by referring to the Entry Book, 
in Which are the dates each ship- 
ment was put into stock. This in- 
formation is entered at the time we 
are marking the goods and passing 
the invoice. One of the girls is 
designated to do this. I may men- 
tion here that very little time is 
needed to use this system. 

Samples of entries are 
herewith. 

After using this method for more 
than six months I have been able to 
increase my turnover almost 20 per 
cent, as I can tell just how much I 
will need of any one item to carry 
me for a certain period. The record 
has also saved considerable express 
charges, as I now buy fast moving 
lines in larger quantities, enabling 
freight shipment. 


shown 





What Does Consistent Newspaper Ac 


REVIOUS articles in this series have dealt with 

potential localized markets for electrical goods. 

In each study the viewpoint has been “How much 
daily volume is a given population worth in sales to a 
given retail store?” Comparison has been made between 
the population’s power to absorb all types of goods and 
its relative power to absorb electrical goods in terms of 
daily total volume and on single items at specified 
prices. 

Also studies have been presented of how the market 
of a single store compares with the entire localized out- 
let of all stores serving a given population. To a large 
extent the purpose has been to show the possibilities for 
sales, the opportunity that exists for extra volume daily 
and by the year assuming that the retailer’s efforts are 
in keeping with the opportunities. 

Naturally, sales efforts of stores in general are not 
always up to standard in the electrical field any more 
than in any other field of retailing. If they were or if 
there existed a perfect standard to aim at there would 
still be extra business to strive for because extra busi- 
ness in electrical wares develops of its own accord and 
will continue to keep one or two jumps ahead of the 
efforts of individual stores to corner the lion’s share. 

What the average electrical goods merchant in the 
average city overlooks is the fact that overnight 50 new 
customers, for one or several of the lines he carries in 
stock, may spring up who the day before were nobody’s 
customers. And these 50 customers continue as con- 
sumers of electrical goods 


In addition to building good will for the 


merchant, there are three specific thing; 


By Guy 


thing for electrical goods that it does for any other type 
of retail merchandise. 

Naturally, the same amount of space will sell more 
goods for one store than for another in the same city, 
but only because one store makes better use of it than 
another. 

The store viewing newspaper advertising as a species 
of magic and paying no attention to what goes into the 
space, or, when the space is used, does not get returns 
commensurate with cost of advertising; the store that 
views it as a part of regular sales effort gets new custom- 
ers, extra sales and real prestige with the public. 


What Advertising Can Do 


When a good store uses a certain amount of space to 
tell its public about an iron, a toaster or any other ap- 
pliance, this is what does NOT happen; every reader of 
the newspaper does NOT rush to the store next day and 
buy everything in sight. 

This is what happens to anywhere from 50 to 500 cus- 
tomers: The name of Jones & Co., electrical goods store, 

is impressed on the minds 





from there on. 


of people who have never 
heard of Jones & Co., and 


Newspaper Advertising 


What does newspaper 
advertising do for the elec- 
trical goods merchant? 
How does it do it and how 
much? 

What newspaper adver- 
tising does, depends on 
how it is utilized and it 
naturally does more for 
one store than for another. 
Used consistently and 
viewed in the light of a 
powerful auxiliary to nat- 
ural demand, newspaper 
advertising builds up and 
maintains good will for 
the dealer and his goods; 
it educates the public to 
the desirability of electri- 
cal merchandise; it in- 
creases daily volume and 
broadens outlet for spe- 
cific items. 

In short, newspaper ad- 
vertising does the same 





A SERVICE FOR YOU 


R. HUBBART has kindly offered to analyze 
for merchants their local problem. In each 
case a report will be made to the merchant 
by letter and under no circumstances will any fig- 
ures or other information be used in any but the 
most confidential manner. No publicity will be given 
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to any of the correspondence. 


DATA NEEDED 


If it is an advertising problem, send to Mr. Hub- 
bart, in care of ELECTRICAL GOODS, a copy of 
the advertisement and a clear statement of what you 
want to know. Mark on the margin of the adver- 
tisement the whole store volume of sales for the day 
and the specific volume done by the line or lines or 
departments having space in the ad. 

If you have a volume problem and wish sugges- 
tions for increasing, give in the letter all of the data 
you can about the competition you have—number of 
stores competing with yours, population reached, etc. 
—and state what lines, items or divisions in your 
store moves fastest and slowest. 

Perhaps your electrical goods or radio depart- 
ments have not reached the volume you expected. 
This presents an opportunity to learn whether you 
have failed in merchandising or if your expectations 
were too high. 








again on the minds of 
those who may have 
bought something there at 
one time or another. To- 
morrow, next week or next 
month some one — maybe 
several someones—decides 
that a toaster or an elec- 
tric iron and so on is 
needed in the home and as 
this need comes up the 
name of Jones & Co., sell- 
ers of electrical goods, 
comes up with it. 


How to Make Advertising 
Sell 


If the ads of Jones & Co. 
continue to appear at reg- 
ular intervals more and 
more customers get a bet- 
ter and better impression 
that the Jones & Co. store 
is the place to buy electri- 
cal goods. That’s how 
newspaper advertising 
works. 












ertising Do for Electrical Goods? 


1—Educates the Public 


2—Increases daily volume 
3 Broadens outlet for specific items 
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look at the pictures of four useful appliances and say to 
herself, “I can buy a toaster, an iron, a waffle iron and a 
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There are many rules for insuring good effects from 
newspaper advertising. Here is the gist of the best rule: 

Decide on a certain amount of space to be used each 
week; divide this up to cover at least three days of the 
week, even though only a small space 8 to 20 inches is 
used each day; and put a full description of one or more 
electrical goods items into this space. 

The subject here is not 
copy, or cuts, or prices. 
They will be taken up in 
later articles. 

The subject here is 
consistent, regular use 
of space. Hit and miss 
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percolator, all electric, for $15.20.” 

Think of what this means to a store using a news- 
paper of say 50,000 circulation in a city of 150,000 
people. It is safe to assume that this paper reaches 
10,000 families daily. That is a minimum, probably it 
reaches many more families. 

Counting five to the family, this circulation comes to 
the attention of the buying agent of at least 50,000 
people six days a week and week after week. After 
awhile a certain percentage of the readers of the news- 
paper enter the store, yours, or whosever store, and buy 
one or a dozen appliances. In smaller cities with smaller 
newspaper circulations the effect is relatively the same. 

The next point is that 
in the same newspaper 
may appear the ads of 
several electrical goods 
stores. And the query 
comes up: 

“‘How can I be sure the 
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ads sell little and cost 
much. There is only one 
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readers will prefer my 
goods and come to my 
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general principle to re- 
member —regularly 
scheduled newspaper ad- 
vertising sells the most 
goods at the least cost 
and builds the greater 
amount of good will. 

To illustrate specifical- 
ly, the appliance section 
of a full page newspaper 
ad published by Hale’s, 
San Francisco, is repro- 
duced here. This is a big ad run in a big city by a big 
store, but the principle behind it is applicable by any size 
store, specialty or department, that sells electrical goods. 
In fact, if the appliance section of this ad were run 
separately, it would look just as a good one-day electrical 
goods ad should look. But Hale’s is a department store, 
so other departments are included. There is a section of 
luggage items, a section of nursery accessories and toys, 
and in a section of electrical appliances in the half that 
is shown here. The rest of the space carries a vacuum 
cleaner, a gas range and a section of radio. 

First point, the ad is an example of good type display, 
sensible copy and first class layout, a merit worth con- 
sideration aside from the fact that electrical goods are 
advertised in it. About two-fifths of the entire space 
is given over to five appliance items—electric iron, 
waffle iron, percolator and toaster—and two electric 
sewing machine items. 

The price ranges of all the items if added up amount 
to $439.39. The sum of the appliance prices omitting 
the sewing machine prices, amount to $15.20. And this 
is the important point: A customer can read this ad, 
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store. Has my ad any 
specific drawing power?” 

This is the answer to 
both questions arrived at 
by 20 years of careful re- 
search into how news- 
paper advertising draws: 

The individual store 
featuring the best 
goods, the most reHable 
goods, and the best 
values per item for the 
money need not worry about other stores’ ads ap- 
pearing in the same newspaper. If a store’s normal 
volume last year was $200 a day on electrical goods, 
consistent advertising this year will maintain the 
volume at reduced selling cost and increase it 20 
per cent on the average. 

But good advertising, consistently scheduled a cer- 
tain number of days a week, remember, not hit and 
miss use of space, a lot today and none for three 
weeks; not cut price, something free advertising, but 
straightforward, interesting, educational copy, care- 
fully selected items and cleancut neat display. 

Investigation of the stores that you know will con- 
vince you that the reason that some stores (your own 
and others) have become known as headquarters for 
certain lines of goods, is because this store has con- 
sistently stocked and advertised and displayed this line 
better than nearby stores and the buying public has 
sensed this. Electrical goods are comparatively new 
and there is opportunity for stores to build a reputa- 
tion on this line and certainly the peak of demand has 
not yet been reached. 
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J. H. Van Aernam, Manager 
Electric League of Pittsburgh 


ATE in March the selling of 
L; electrical appliances was the 
subject of the monthly meeting 
of the Pittsburgh Hardware Dealers’ 
Association. The speakers at this 
meeting included Frank E. Watts, 
manager of ELECTRICAL Goons, J. H. 
Van Aernam, manager of the Elec- 
tric League of Pittsburgh, repre- 
sentatives of the Duquesne Light Co., 
and Frank A. Hegner, president of 
the association, who presided. 

At this meeting was explained, 
among other things, the plan for a 
percolator month during April. This 
plan is known as the “Concurrent 
Advertising Plan” and is based on the 
fact that during certain months man- 


Pittsburgh Hardware 
Friends in Electri 


Better understanding of sales situation 1s bringing 
all dealers to support of Red Seal 
Home Plan 


ufacturers devote their national ad- 
vertising to specific products. The 
plan is fostered by a committee rep- 
resenting the National Electric Light 
Association. The hardware dealers 
were invited to participate. 

Although the time was short, 28 
hardware dealers asked for and used 
campaign signs during the month of 
April. These signs were used in the 
windows and on delivery trucks. Dur- 
ing that month the appliance adver- 
tising by the Duquesne company did 
not mention their time payment 
terms of “95 cents down and 95 cents 
a month with light bills.” 

Reports indicate that the hardware 
dealers did not sell a large number of 
percolators, but they appear to be 
very well satisfied with results and 
several stores that did not previously 
sell appliances are stocking them, 
feeling for the first time that they 
are welcome to participate in this 
trade and reap some of the benefits 
of the growing demand for this 
household merchandise. 

This meeting coordinated with the 


work J. H. Van Aernam, for two 
years manager of the Electric League 
of Pittsburgh. The League is much 
more than two years old but when 
Mr. Van Aernam became manager 
two years ago his idea was that the 
League should be something more 
than a representative of technical in- 
terests—in other words, a salesman 
for better wiring as such. 

It was Mr. Van Aernam’s idea that 
the League should represent all elec- 
trical interests and that the sale of 
electrical appliances held a_ very 
prominent place in this scheme of 
things. 

Steadily he has made progress in 
this work. The first attack on the 
disorganized situation came through 
the electric house displays. Mr. Van 
Aernam organized this movement to 
take ‘some burdens from the light 
company, the house furnishing mer- 
chants and others by obtaining thé 
adoption of definite standards before 
such a display would be given sup- 
port. 

This instantly won favor with de- 











When Pitts- 
burgh merchants 
gave windows 
to Pittsburgh 
industries, the 
League partici- 
pated. 
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By CLYDE JENNINGS 
Editor, Electrical Goods 


partment stores and others who were 
besieged by many promoters for the 
loan of furniture and equipment. The 
standard of the house lighting and 
equipment was fixed by the Red Seal 
requirements. The obligations as to 
expense were spread proportionately 
upon the builder, the wiring contrac- 
tor, the light and power company and 
the furnishings exhibitor. Then the 
League assumed definite advertising 
duties and the responsibility for or- 
derliness of the exhibit. Lately this 
has been extended to advertising the 
house for sale as a Red Seal—mean- 
ing a modern electrical—home. 

Then the League participated in 
the Christmas Shopping Parade, the 
Pittsburgh Industries Week and 
other movements that were likely to 
promote the electrical interests of 
Pittsburgh. 

A marked feature of the new order 
of things is the method of selling the 
Red Seal Home idea. Instead of talk- 
ing the number of outlets in rooms to 
the prospective builder, the League 


The League 
supplied a float 
for the Christ- 
mas Gift Sug- 
gestion parade 
to promote holi- 
day season 
buying 
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The League has provided profitable publicity for the appli- 
ance dealers by fostering the “Electric Page’ in the 
newspapers 


representatives talk in terms of ap- 
pliances to be used. Instead of urg- 
ing two or three wall or baseboard 
outlets in the kitchen, the builder, 
usually the woman in the case, is 
reminded that she may want to use 
her iron and percolator at the same 
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time and the answer is, “We will 
make provision for these.” 

The question “How many floor or 
portable lamps will you want to use in 
the living room?” and a discussion of 
using an electric heater, electric 


(Continued on page 60) 








Electric Refrigerators as 


In a lake-bound town of 800 on the Canadian border, 
these Vermont merchants have found a 
fine volume of sales 


By R. T. ALBEE 


isfactory and profitable item for 
hardware and dry goods stores 

to handle? 
This is a question which is being 
studied by the up-to-date merchant. 


I: the electric refrigerator a sat- 


Main Street in Derby Line shows 
that it is a comfortable town where 
people live comfortably. 


It is heard at hardware conventions, 
dealer conferences and wherever 
these men congregate. Not only has 
this item been under consideration 
by the larger metropolitan stores but 
also those in the rural centers. 

Here in Vermont the writer has 
found that this line is proving a 
very profitable one to those who are 
willing to devote proper merchan- 
dising effort to it. 

The firm of Caswell & O’Rourke 
of Derby Line, Vt., is a splendid ex- 
ample of what can be done in a typi- 
cal American town with this com- 
paratively new household appliance 
of utility, convenience, and economy. 
In 1925, this enterprising Green 
Mountain hardware store sold nearly 
$3,000 of this item in spite of their 
rural location and within close prox- 
imity to two competitors. Their 
sales were confined exclusively to 
household installations in a small 
Vermont village and vicinity. 

Let it be emphatically understood 
that the town which Caswell & 
O’Rourke serves is composed of not 
over 800 inhabitants and that the 
adjacent territory is dotted with nu- 
merous farms. The village is lo- 


cated on the International Boundary 
Line between Canada and the United 
States. 

Naturally their opportunities for 
sales are not as great as would be 
the case in larger centers. But re- 
gardless of their location they are 
experiencing a sale and turnover in 
electrical refrigerators which is re- 
markable. At a New England Con- 
vention of these dealers sponsored 
by the Kelvinator Corporation in 
Boston, in the fall of 1925, these live 
Vermont dealers were announced as 
the Champion Dealers of 1925, hav- 
ing sold more Kelvinators per capita 
in the territory which they served 
than any other dealer in New Eng- 
land. The 1926 record shows the 
expected gain. 


, - yak 
Lake Memphremagog assures a sup- 


ply of thick ice for those who wish 
to store it. 


The Vermont distributors for this 
line, the G. S. Blodgett Co., of Bur- 
lington, in a letter to the writer, 
make the following statement: 

“In reference to Caswell & 
O’Rourke of Derby Line, would say 
that they should be looked upon by 
other hardware dealers in small 
towns as an example of what can be 
done providing they have the energy 
to go after this sort of business. 
We, as distributors, are very proud 
of the accomplishments of Caswell & 
O’Rourke when we think that their 
record for 1925 led all other dealers 
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in New England on the sale of Kel- 
vinator per capita in their territory. 
It certainly would help to carry the 
overhead if many other concerns in 
smal] communities would follow their 
example.” 

Caswell & O’Rourke recently cele- 
brated their thirtieth anniversary, 
having been founded in 1896 by the 
late F. T. Caswell and T. F. 
O’Rourke (president of the present 
company). In 1914 the firm was re- 
organized and a second store was 
added directly across the main street 
at Derby Line called the Daylight 
Store. This is devoted to dry goods. 
Another reorganization occurred in 
1923, at which time the present part- 
nership came into being consisting 
of T. F. O’Rourke, H. N. Rickard, 
C. R. Darby, W. R. Cairns, and J. L. 
Converse. 

Since 1923 several new lines have 
been added, including electrical ap- 
pliances and especially the electrical 
refrigerator. This Vermont store 
realizes that in order to grow as a 
business must these days and to ade- 
quately serve its community, as well 
as to counteract the increasing com- 
petition of mail order houses and 
chain stores, new and profit-showing 
lines must be added continually. 

The partners believe that if hard- 
ware stores continue to stick to the 
lines which they have handled for 
years their income will not offset ex- 
penses. New lines insure progress. 
Electric appliances take the place of 
lines that are disappearing and the 
profits mount a bit higher than the 
lines replaced. 

J. L. Converse has had charge of 


Right in the neighborhood is Lake 
Willoughby from which residents 
harvested ice until they got the habit. 











the electrical goods department. It 
was apparent to him in 1923 that 
electrical refrigeration would 
eventually replace the older ice 
method. He saw in this a new line 
for his firm and promptly: began to 
study the market to determine which 
of the several electric refrigerators 
then on the market were satisfactory 
as a Sales venture. Two main points 
were considered. 

1. Is the concern that makes it 
permanent and reliable? 

2. Has its dependability and 
economy been determined and 
established by actual usage? 

In Mr. Converse’s’ estimation 
handling the proper line has had 
much to do with their success with 
electrical refrigeration. He says: 

“In the summer of 1924, a school 
was instituted at Burlington, spon- 
sored by the G. S. Blodgett Co., for 
the purpose of training men for in- 
stalling and servicing Kelvinator 
units. At this school a unit was 
brought in and dissembled, after 
having been in constant use for four 
years in the city of Burlington. 
After applying gages and tests to 
the used parts, there was. found to 
be no wear whatever. The only ad- 
justment after four years’ constant 
operation, when the machine was 
again assembled was to remove a 
shim of .002 from the crank bearing 
in the compressor. The oil in the 
crank case was as clear as ever, and 
was again placed in the case for 
another period of service.” 

The next step confronting Mr. 
Converse was to educate the people 
in his section to the advantage of 
this innovation in household conveni- 
ence and economy. The largest ob- 
stacle was the abundance and cheap- 
ness of natural ice in the vicinity 
affording a low price to consumers. 

Readers should consider that in 
the territory adjacent to which this 
firm serves the towns and counties 
are many lakes and ponds. So plen- 
tiful are they in this northern sec- 
tion of Vermont that in a portion of 
the three counties of Orleans, Essex 
and Franklin, a territory about 45 
by 50 miles in size there are nearly 
200 lakes and ponds. Derby Line 
itself is near Lake Memphremagog, 
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siSmall Town Merchandise 


In competition with cheap and excellent natural ice. 
trade has been built on Convenience Economy 


and Pride of Ownership 


the second largest lake in the State. 

These lakes and ponds furnish ice 
at a minimum cost to the ice men. 
Yet despite the rugged competition 
which of nature itself, this firm con- 
tinues to hold its leadership in mer- 
chandising electrical refrigeration. 


came purposely to see it. These 


store demonstrations were most con- 
vincing at which the four outstand- 
ing features of electrical refrigera- 
tion were constantly emphasized: 

1. Convenience. 

2. Better food. 
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One of the windows that have attracted Derby Line people to investi- 


gate electrical refrigeration. 


Mr. Converse states that they have 
stressed at all times that electric re- 
frigeration is IMPROVED refrig- 
eration, not a substitute. It is a 
new method entirely, as great an im- 
provement as the vacuum cleaner 
over the broom. They emphasize 
that electrically chilled refrigerators 
are much colder; foods stay fresh 
longer. The interior being dry, 
foods do not get musty. 

All of the preliminary advertising 
was of an educational, informative 
nature. Caswell & O’Rourke ixaug- 
urated an extensive campaign at the 
beginning of 1925, in the village of 
Derby Line and Derby township. A 
working refrigerator unit was con- 
stantly kept on the sales floor, dem- 
onstrating its efficiency to every 
housewife who came in, and some 
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3. Economy. 

4. Pride of ownership. 

Personal and house to house calls 
were also resorted to in bringing the 
merits of ice-less refrigeration to 
consumers. Thé first machine was 
placed with the active cooperation 
of the G. S. Blodgett Co., State dis- 
tributors and the local light and 
power company. 

It happened that this machine 
was placed in the home of one of the 
well known families, and this family 
proved an excellent advertising me- 
dium. They literally took their 
guests into the kitchen to view this 
new electric refrigerator, for no one 
can withstand the temptation of 
viewing an efficient, well equipped 
“‘woman’s workshop.” 

(Continued on page 58) 





Radio Trade Show Is a_ 


Next Season Help 


Merchants who go to Chicago next month will know 
in advance of the fall public shows what will 
feature the developments. 


By Arthur Sinsheimer, Radio Editor 


ITH the year’s gala event 
W\ of the radio industry sched- 
uled for the middle of next 


month, and being so keenly inter- 
ested in it because of my belief that 
many of the “kinks” that have de- 
terred the smooth operation of radio 
production and merchandising will 
be finally straightened out, it is fit- 
ting that we briefly outline a few 
suggestions for the Convention to 
seriously consider for radio’s good. 

But before we make the sugges- 
tions, let me give you a clear out- 
line of the big affair in Chicago next 
month. The Radio Trade Show, of 
which you have heard so much lately, 
is only a part of the big affair. But 
being a first venture along the lines 
of making an earlier introduction of 
new season merchandise tv Lhe 
trade, it has been “played up” prom- 
inently because it will tend to give a 
longer selling season to the industry. 

In reality, the Trade Show is part 
of the Radio Manufacturers Associa- 
tion Annual Convention where trade 
topics will be discussed in the inter- 
ests of all branches of the productive 
and distributive machinery. Also 
the Federated Radio Trade Associa- 
tion, the Radio Industries Banquet 
Committee, the National Association 
of Radio Writers and the Radio Pub- 
lishers Association will hold their 
annual meetings at the Chicago 
R.M.A. Convention. 

From all of which you can readily 
see that if you have had a grievance 
against anything or anybody during 
the past year, or if you have any sug- 
gestions that would help the indus- 
try to improve its methods or mer- 
chandise, you will find people at this 
meeting who have the power to help 
you and to put suggestions into 
force. 

Now a few suggestions that I be- 
lieve the show visitor should keep in 





mind at the Convention. It is be- 
lieved that the Trade Show will 
stimulate an earlier start of the 
radio season and thereby add a 
month or a little more to the selling 
period. Previously the public show 
served déaler and consumer alike. 


@ 


R. M. A. CONVENTION 
AND TRADE SHOW 


By all indications, the Radio Manu- 
facturers Convention and first annual 
Radio Trade Show at the New Ste- 
vens Hotel in Chicago during the 
week of June 13th will be the biggest 
event ever held in the interests of 
the radio industry. 

Make the slogan “Meet Me at the 
Radio Show,” come true. It’s an in- 
vestment in good business for manu- 
facturers, jobbers and retailers alike. 
Special railroad convention rates are 
being arranged on all lines. Be sure 
to ask for a “Certificate” when buy- 
ing your ticket to Chicago. If 250 
certificates or more are turned in, 
each holder of a certificate will get 
a half rate on the return trip fare. 
Make sure to get your “Certificates” 
when buying tickets. 

For hotel and other information, 
write to M. F. Flanagan, executive 
secretary, Radio Mfr’s Ass’n, 32 W. 
Randolph St., Chicago, IIl. 


© 


The idea of this show is that the 
dealer will be familiar with the new 
lines before they are shown to the 
public and will be ready to stock and 
sell new merchandise when the an- 
nual fall shows are opened to the 
public. The dealer’s objective at the 
convention is to acquire the infor- 
mation that will make him radio 
leader in his community. 

This idea is for the whole indus- 
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The Man Who Knows 











try to act upon. Let’s have an an- 
nual National Radio Week to stimu- 
late business at a time when it needs 
all the publicity it can get, prefer- 
ably in January or February when 
sales start to slump after the peak 
of holiday trade. 

Never mind the details right now. 
They can be planned later. But 
when you are all gathered together 
in convention next month, decide to 
have a National Radio Week and 
make provisions to amply finance its 
success. As a member of the Inter- 
national Tests Week Committee, I 
know of the great radio interest that 
was stirred up and the resultant 
buying of sets and accessories that 
was indulged in by thousands of 
radio enthusiasts who expected to 
hear Europe somehow, sometime 
during the week of the tests. 

If so great an interest was worked 
up in that event which proved suc- 
cessful of attainment by only several 
hundred of the many thousands of 
listeners who tried it, there’s no tell- 
ing what would be the results in 
radio interest and sales on a well 
planned, cleverly managed and prop- 
erly financed National Radio Week. 

Now as a last word, let me remind 
you to pay a lot of attention to the 
Convention end of the big Chicago 
event and sit in on as many of the 
open meetings as you possibly can. 
They are constructive, inasmuch as 
the ideas brought up will have a defi- 
nite bearing on your own retail busi- 
ness and they also offer you the op- 
portunity of voicing any suggestions 
or problems you might have. If we 
can help you in any way, write to us 
now or “Meet At The Radio Trade 
Show” Booth 27 next month. 














1—Contest closes July 2. 


2—Contestants must be connected with retail sales of 
appliances, or radio. 


3—Print your name plainly, address, store you are 
connected with and position occupied. 


4—Jn case of tie each contestant will receive $15. 





dp—The winner will be announced in t 


judges. 
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he second issue 


of the ELECTRICAL Goops following this issue. 
6—The Staff of ELECTRICAL GOODS SECTION will be 


SPECIAL—Please do not tear the page from this maga- 


zine. 


Address—Title Contest, ELECTRICAL GOODS SECTION, 239 West Thirty-ninth St., New York City. 
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In the JOHN WANAMAKER Six Little Kitchens}/ 


In the circles are two 
kitchens where space is 
of major wtmportance. 
Both are completely elec- 
trified. The smaller, 
4x 5, cooks on range and 
with special purpose ap- 
pliances. The larger, 
41, x 5, has grill and 
electric cooker and spe- 
cial purpose appliances. 


The idea behind the Siz 

take appliances out of 

class and to show how in everydy 
make for better results. The demon 
rect sales, visitors often stop to say 
ances and will go home and put them 
the department, a former utility mer 
practical demonstration a strong 





At right is largest kitchen of group, T\ x 12, which includes dining 
alcove, shown above at right. The kitchen proper, 7\ x 8, greatly im- 
presses women accustomed to larger home workshop. It has electric 
dishwasher, sink, electric refrigerator and small appliances. Effec- 
tive but not obtrusive cards like “Shower for the June Bride” are 
found to increase interest in the newer merchandise. 








nsAppliances Are Shown as Housewares 


















The showing of appli- 
\ ances with the conve- 
nience furniture, like the 
corner shelving that here 
places appliances within 
reach of the table, often 
iP encourages housewives 
hy to buy. Wanamaker’s 
Budget Credit arrange- 
ment makes acquisition 
easy. Kitchen below 
features electric refrig- 
erator. 



















, gif Little Kitchens is_ to 
t of the gift and novelty 
duties they save time, energy and 





yday , 
mote strator reports that in addition to di- 
say they did not understand gift appli- 
thenta to work. E. P. Meserve, in charge of 
mera Chandiser, finds this comparative and 


rong point in making satisfied customers. 
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Few women want to discard all that is familiar and put themselves 

into entirely new surroundings. This mixture of new and time tried 

devices and furniture here shows many of them how to begin to 

modernize their equipment, buying the newer articles as they 

best fit into the work. The draperies and other fitments are a 
strong attraction. 
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Eveready Department of Kaufmann’s Department Store, Pittsburgh, Pa. 


Department store sets example 


for dealers in other lines 


“OuR flashlight and battery business 
increased $85 per cent since we started 
selling the Eveready line two years 
ago,” says the manager of the hard- 
ware department of Kaufmann’s De- 
partment Store, Pittsburgh, Pa. “Un- 
doubtedly this increase is due not only 
to the prestige continuous advertising 
has created for the name Eveready, 
but to the outstanding quality of Ever- 
eady products. 

“We have found it profitable to 
devote one large display-case to the 
continuous and exclusive display of 


Eveready Flashlights, while, at certain 

periods of the year, sales justify the 

use of two. Certainly, nothing we 

handle exceeds the rapid turnover of 

Eveready Flashlights and Batteries.” 
4 1 q 


There is a moral here for dealers in 
other lines: Stock and feature Ever- 
eady products and good business will 
result! 

NATIONAL CARBON COMPANY, Inc. 


New York 
Atlanta 


San Francisco 
Kansas City 


Unit of Union Carbide and Carbon Corporation 


Chicago 








EVEREADY 


FLASHLIGHTS 
& BATTERIES 


-they sell faster 
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RADIO IS BETTER WITH BATTERY POWER 
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Eveready Layerbilt 

“B” Battery No. 

486, the Heavy- 

Duty battery that 

Should be specified 

jor all loud-speaker 
sets. 











The Layerbilt 
patented con- 
Struction fre- 
vealed, Each 
layer is an elec- 
trical cell, mak- 
ig automatic 
contact with its 
neighbors 
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Are you using the wrong size batteries ? 





IT Is well worth your while to 
answer this question— 

Because many radio users 
are connecting the smaller 
Light-Duty “B” batteries to 
loud-speaker sets, when all 
such sets require the Heavy- 
Duty size that lasts much 
longer ; 

Because batteries 
in this way may lead them to 
think that batteries are not the 
best source of “B” power, 
whereas: 

1. Well-made dry cell “B” bat- 
teries of the right size (Heavy- 
Duty for loud-speaker sets) offer 
the best source of “B” power 


misused 


supply for all receivers operated 
at normal voltages. Batteries are 
superior in reliability, lower first 
cost, operating economy, quality 
of reproduction, and general sat- 
isfaction. Radio is better with 
Battery Power. 

2.Of all Heavy-Duty bat- 
teries, the Eveready Layerbilt 
“B” Battery No. 486 is the long- 
est-lasting; it is the most eco- 
nomical source of “B” current 
on the market today, and is re- 
quired by the vast majority of 
present receivers. 

Your customers are not 
getting the best in radio unless 
they use batteries, and they 
are not getting the best in 


batteries unless you sell them 
the [Eveready Layerbilt. Sell 
this battery and you gain not 
only the immediate cash profit, 
but you also increase your 
good-will. Order the Eveready 
Layerbilt from your jobber. 


NATIONAL CARBON CO., Inc. 
New York 
Atlanta Chicago Kansas City 


Unit of Union Carbide and Carbon Corporation 


San Francisco 





‘Tuesday night is Eveready Hour Night— 
8 P. M., Eastern Standard Time 
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O outside salesmen. 
No home demonstrations. 
No old receivers traded in. 

Same price on terms as for cash. 

Installations made right and ser- 
vicing thereby reduced. 

Only the higher-priced and most 
dependable sets are offered. 

Buyers are shown how to avoid 
trouble and get best possible results 
from their receivers. 

These are some of the outstanding 
policies adopted by the radio depart- 
ment of the Loveman-Joseph-Loeb 
department store of Birmingham, 
Ala., out of their nearly five years’ 
experience in selling radio. 

This was the first department 
store in the South to take on the 
radio line and they, of necessity, 
went into the radio business as 
pioneers. They are to a large extent 
still pioneers, for they have prac- 
tices which some radio dealers hope 
the radio industry will some time 
adopt but which they believe are not 
now practical. 

From the start, this store found 
that the selling of radio in a depart- 
ment was in many respects different 
from selling the same line through 
an exclusive radio store or an elec- 
trical store. There were advantages 
as well as disadvantages. 

The music department was, from 
the start, regarded as the logical 
department for radio. It has since 


remained in this department, under 
the direction of the manager of the 





Selling Radio the Right Way 











Type of window display that brings callers to the Radio Department 


music department, who has _ de- 
veloped his salesmen into radio as 
well as musical instrument salesmen. 
A large portion of the sales made 
during the last five years have been 
to people who have _ previously 
bought musical instruments here; 
and prospects found among the old 
customers who come into the store 
and people recommended by them 
have kept the salesmen busy with- 
out random bell-ringing. 

Home demonstrations were found 
to be necessary at the start when 
radio was regarded more or less as 
a novelty. Now it is rare that a set 
is installed in a home for a demon- 
stration. Instead, they sell a known 
product on the reputation of its 
maker and the house that sells it. 
The radio receiver is sold much as a 
well known piano or phonograph 
would be sold, with the full under- 
standing on both sides that the buyer 
knows where to make complaint if 
anything goes wrong. 

This store long ago adopted the 
policy of refusing an allowance on 
old sets. The acceptance of trade- 
ins, it was reasoned, would load them 
up with antiquated and wornout sets 
for which there would be little de- 
mand, and none at all from the class 
of trade to which the store caters. 
While many of their customers own 
receivers that are not up to their 
needs and would gladly buy bettez 
sets if the old were taken as part 
payment, it has been found prefer- 
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able to pass up these sales; except, 
in cases where the owners can be 
persuaded or aided to dispose of 
them without a trade allowance. 

It was realized when radio was 
young that few radio sets would be 
sold on a cash-over-the-counter basis 
and that the credit machinery of the 
big department store would give such 
a store a big advantage in selling on 
credit or on terms. The accounts of 
those who buy radio are handled 
through the credit department as 
are the accounts of all customers. 

The store’s credit rating covers 
such a large portion of the resi- 
dents of the Birmingham district 
that a person who seeks credit of the 
radio department can be given an 
answer at once. Time payments are 
regarded as a credit system, not a 
sales plan. There are, as a result, 
few credit losses, few repossessions 
—an experience very different from 
that of many radio dealers—and as 
a result they can offer their charge 
and terms customers the cash prices. 

The salesmen are non-technical— 
they sell radio receivers as musical 
instruments. Installations are made 
by radio experts. They are required to 
put up every aerial and make every 
connection on a basis of a personal 
guarantee. This system has _ re- 
duced service calls to a minimum. 

The cost of servicing has likew'se 
been reduced through the handling 
of nothing but the better and well- 
advertised sets. 
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1925 


One Thor Ironer was sold 
for every six Washers. 


1926 


One Thor Ironer was sold 
for every four Washers. 


1927 


With less than half the 

year gone, it is evident one 

Thor Ironer will be sold 
for every two Washers. 


Thor dealers profit by 
the steady growth of 
Thor folding ironer bus- 
iness. The good name 
of adealer has never 
been injured by the sale 
ofa Thor product. More &== 
than 1,000,000 satisfied --*» ° 
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O nN r Ironing linens, table cloths, 
« sheets, pillow cases and towels 
a table cloth for instance can 
be ironed perfectly in six to 
. . * e eight i tes. 
Hurley Machine Company Division peahcs perio 
of 


Electric Household Utilities Corp. 
22nd St. and 54th Ave. 
Chicago, Ill. 


Folding 


Ironer 





Electrical Goods Section 33 


















How the Hardware Store Displays Electrical Goods 








because of 















long features of the 


ply for cooking and table ware, 


IRING devices must be 
a part in the 


credited with having 
of the display 
methods of the hardware stores of the country. When 
these new home needs took their place in the hard- 
ware stocks, the people did not know the 
names as they did the names of nails, screws, picture 


reorganization 


merchants’ 


hooks and other metal merchandise. They knew 
what the part or device looked like and insisted on 
seeing it. This made for trouble entirely out of 


PPLIANCES, cause of their ‘activeness, elt 
A price, are usually accorded the best display space in the store, 
going side by side with the silverware 
best hardware 
people have long regarded the hardware store as 





attractiveness, novelty and 


and high class home cutlery, 
stores. And, because so many 
‘their source of sup- 


they go there for electrical hardware. 





proportion to the amount of the sale, so the per- 
manent display was thought of. Silk cord fits into 
this display, for the customer seldom knows what 
color is wanted without seeing all colors available. 
Also silk cord, chain sockets and similar convenient 
and ornamental merchandise are sold chiefly by sug- 
gestion. Dealers who have not experimented with 


such a display will find it is a steady trade builder 


from the present store traffic. 
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His Business First 


AST week the editor was talking with a young man 
r in charge of a thriving electrical goods depart- 
ment. “Who are your competitors?” we asked. 
“Really, sir, I do not know,” he answered. “We have been 
going about a year and our trade increases steadily. I 
have been so busy lining up our own business that I 
have not studied the competitors. I know it is not the 
man next door, who sells a lot of cheap stuff, for we sell 
much good merchandise to people who do not want his 
stuff. After we have our own trade in good shape I! 
may study the competitors, but I have no time now.” 





This year’s convention of the National Electric 
Light Association is the Golden Jubilee meeting. 


—— 





Remember the Fans 


UMMER usually consists of a series of three or 
os four hot days and then some not so hot. It is 

during these very hot spells that you will move 
the fans. On the second or third day of one of these 
hot spells, fans blowing over the crowd that passes or 
enters your store is a buying suggestion. Don’t wait 
too long, or the cool days will come again and the buy- 
ing urge not be so great. 





When the N.E.L.A. 
was regarded almost as a synonym for light. 
it means light and energy and then some. 


was organized, electricity 
Now 


The Red Seal Mvvesicen 


ORE outlets are vital to more general use of 
M appliances. More general use of appliances is 
a real missionary work, for it lightens the 
burdens of housework in these servantless days. Who- 
ever promotes use of appliances is doing a real uplift 
work—a practical one. The Red Seal home is a grow- 
ing movement and should have a foothold in your town. 
If it has not, it is probably your fau't as a leader of 
forward affairs in your community. Speak to some of 
your electrical friends about it. Remember: the Red 
Seal home is minimum equipment, not maximum. 





Even after fifty years of experience, few care to 
predict what electricity will mean to the future. 





Predictions Coming True 


REQUENTLY we have remarked in ELECTRICAL 
1% Goops that the day would come when the light 

and power company of the community would co- 
operate with the merchants for the promotion of the 
sale of electrical appliances. Within the last month 
the staff of ELECTRICAL Goops has conferred with offi- 
cials of two very large holding companies who manage 
light and power companies in many communities. These 
officials have convinced us that they are seeking earnest- 
ly to bring about this cooperation. The trouble lies 
with the human element on the job. Local managers 
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are slow to learn. Merchants, because of long existing 
bad practices, are slow to accept the proffered help. 
But it is coming, slowly but surely, and we suggest that 
merchants everywhere be ready to meet the local man- 
ager more than half way. Remember he is not a mer- 
chant and has been badly advised in the past. 





Last year several department store buyers found 
time spent at the N.E.L.A. show quite profitable to 
them through the inspection of the many lines of 
merchandise. 


— -—— ee ee 


Now for Radio Accessories 


ADIO broadcasting conditions are taking a de- 
R ce turn for the better. This summer will 

probably be the best “listening’’ summer the set 
owner has enjoyed. Keep in touch with conditions 
through your demonstration sets and tell your public 
what they can hear and then sell them the accessories 
they need. The accessory business exceeds the receiv- 
ing set business and there is no reason why it should 
drop sharply in summer. An accessory stock does not 
require much capital and turns quickly. 





The week following the N.E.L.A. convention the 
Radio Manufacturers’ Association will convene in 
Chicago and merchants are invited to the first radio 
trade show. 


—— ee 


The Con-current Campaign 


\ N [ORD comes to us that appliance manufac- 
turers are especially anxious for merchants to 
participate in the con-current advertising cam- 
paigns on behalf of appliances. The reason we have 
not made more effort along this line is that the pro- 
motion appeared to be of the service company type. 
We believe the campaign to be an excellent plan, when 
the promotion is put on a real merchandising basis. 
Following the present plans, we fear we would be lead- 
ing merchants into undesirable pathways. 





The radio trade show, it is expected, will show 
practically the same lines that will be shown in 
next fall’s public radio shows. 


Why the Cheapness 


' N J] E are wondering why so much featuring of 
cheap appliances in advertising. Are the mer- 
chants of the country being led astray by the 
unbusinesslike methods of the light and power com- 
pany and specialty stores? Real merchants know 
salesmanship can overcome price appeal with good 
goods to back an honest effort. Why should real mer- 
chants surrender such wonderful merchandise, where 
quality and appearance means so much, to a riot started 
by those who do not know merchandising? We are 
glad to say that the better stores are standing firm on 
good merchandise. 











Is It any Wonder this Store Reports a 


This is the sales force that sells 
radio in the music department of 
the Kaufmann and Baer Co. store 
at Pittsburg. The increase of 
business last season is described 
as “tremendous” and these young 
folk are not dismayed by the 
prospects of having to increase 
the volume in the future. 


Just inside the entrance to the radio and music department in the Kaufmann and Baer store. 
Wicker chairs and floor lamps are used to make the demonstrations comfortable and homelike. 
The lighting and surroundings show the receiver under home conditions. 


One end of the beautiful showroom where radio is displayed. More than 2000 feet of floor space 

are devoted to the department. The circassian walnut wood work, art glass windows and hand- 

some rugs make desirable surroundings for demonstration and sale. The office of M. H. Glick, 
the buyer, is at the extreme left 








3 ‘Tremendous” Increase in Radio Sales? 


Electrically Operated 
Atwater Kent Radios 


Siz Tubes $169.50 One Dial 


Recognized quality gives unlimited -satisfaction, 
when you buy an Atwater Kent radio, fully equip- 
ped and installed at one price. Besides the best in 








This is the type of day- 
to-day advertising in- 
cluded in the store’s ex- 
tensive advertising pro- 
gram. Larger space is 


used on special occasions 


| radios, this set comes in a beautiful two-tone console 
eabine with built-in Utah speaker. 


Model 35—One Dial, Six-Tube Set 


This is easily operated and has a beautiful tone quality— 
Guaranteed to give satisfaction. A set you'll be proud 
to have in the house. 








| Standard Equipment Included 
w coer > gee r oubl es 


Automatic Switch n 
RCA or Cunningham Tubes Ra j os 


ung on Electric 
| Light Power 

is one complete 
Its Pure Weonized unit—the radio 
faithfully reproduces 
and musical instrus 
with the clear purity 
e quality, Yet has no 
ies or- chargers to 
with—just attach to 
ectric light socket and 
by a Steinite in econo- 
nd longer life, One 


Willard B Eliminator 
or Philco B Eliminator 
WCAE Storage Battery 
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Tone 
Wins You 


Instantly 
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Highboy Madel With Auilt-in Speaker, $ 
ily 19 Rage Se with brown lacquer 
ne Meas. wo a wae 


Table Model With Built-in Speaker, $150 


Brown Mahogany cabfias @@Qacquer finish—complete. 
Table Model Without Speaker, $125 ; 
Complete for those who already have a good loud speaker. 


Easy Terms May Be Arranged 


K. & B. Co—Fiftth Fleer 





Above—M. H. Glick, buyer for the 
department, recently won a sales 
contest by running a total of 
$33,000 of sales in five weeks. He 
onty recently undertook the manage- 
ment of this department. He is 
committeed to a few standard lines. 
No cheap or novelty receivers are 
displayed or sold. Atwater Kent 
and Stromberg Carlson are promi- 
nent among the makes he handles. 






Below—T his display includes thirty of the best instru- 
ments in the Kaufmann and Baer display. This is the 
class of goods that has created a volume of sales that 
demands more space for another season. The arrange- 
ment of the department permits homelike demonstra- 
tions in one part of the space and informal gatherings 
in other parts. Many set owners return to the depart- 
ment to discuss results of reception and to pick up 
pointers on programs and how to get them. A club 
feeling is maintained with owners who desire it. 


Pa ee A 3 sin he " rz ' 
tire ays i? 
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There Are Two 
Sides to the 
Selling Story 


UST as there are different sorts 
J of people, so must the salesman 

have an assortment of sales 
approaches. Some people are eco- 
nomical in a big way, others in small 
things. The point is well illustrated 
in the sketches on this page. 

This woman (and she is a multi- 
tude) is not interested when invited 
to save her strength, time and en- 
ergy. She is willing to risk her per- 
sonal future against the dollars of 
today. Practical economy, she prob- 
ably calls it. She is willing to go on 
working with the broom and give 
her time and strength toward saving 
of the investment, risking her op- 
portunities to enjoy it later. 

The salesman is resourceful. He 
takes his cue from the woman and 
instead of making further effort to 
sell her an opportunity to use her 
time and strength to enjoy herself, 
her family and the home she is seek- 
ing to pay for, he counters with a 
practical economy suggestion and 
wins her interest. 

Practical economy disciples think 
more of their property than they do 
of their own time and strength. The 
woman will learn the benefits from 
the appliance. 

Or it may be that she really 
wanted the cleaner for the larger ob- 
jectives but feared to buy it because 
the purchase might seem selfish. The 
secondary argument put forth by 
the salesman provided a sufficiently 
sound excuse to buy something for 
her own benefit. There are many 
women who place family first and 
unselfishly continue the drudgery. 





This “family first” trait of women 
is one of the difficulties in the way 
of ready sale of all sorts of electric 
appliances. So many women accept 
it as their share to do the drudgery 
their mothers did, rather than take 
money from the often slender family 
purse. 
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Two Kinds of Cost - - by T. F. Chantler 

















BUT WHY SWEEP? 


7 (" WERE PAYING 


PRECISELY. YOU CAN FOOL | 
YOURSELF PERHAPS. BUT 
| NOT YOUR RUGS AND CARPETS. 





OUR HOME. | 








BESIDES, 1] DONT MINQ 












































IT ISNT THE DVST YOU SWEEP FROM 
THE. SURFACE THAT DOES THE MOST 
DAMAGE , BUT THAT UNDERNEATH — — 
IN THE FABRIC. LET ME SHOW You. 


NOW WATCH. SEE——|'vE| Xe 
REMOVED THE BAG 








WE'LL FIRST SWEEP THIS a 
PART THOROUGHLY. AND rN 
FR 


.) 


)m_ 
\ teal 


i! 


= 



















OM THE CLEANER. P | - 

Rie. gs ~ Aa 4 A » 
\ : 

\ yl 








¢ 











IT PAYS FOR ITSELF BY 





NOW | AM 


THERE IS THE PROOF RINTERESTEN 























PROLONGING THE LIFE 
——-~_! |OF YOUR FURNISHINGS. 
THE EASE AND 6ATIS <= 
FACTION OF KEEPING 
EVERYTHING CLEAN IS 


AN EXTRA ADVANTAGE 
ee ee 
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by Beller Slesmen 


Free Repairs 
for All Cords 
Boost Sales 


NE of our correspondents of- 

() fered an excellent suggestion 

this month. She said she 

would be interested in reading some 

of the humorous experiences of elec- 

tric appliance salespeople with cus- 
tomers. 

The suggestion sounded so good 
to the editors that we immediately 
countered with a suggestion that she 
write some of her best and send 
them in. These will take place with 
sales stunts suggestions and will be 
paid for when used at the same rate. 
In order that they may be construc- 
tive sales material as well as amus- 
ing, we suggest that the writer tell 
how she got out of the situation 
without hurting the feelings of the 
prospective customer. 

Of course it is not good salesman- 
ship merely to laugh at same one’s 
queer ideas of what electricity will 
do and leave the person humiliated. 
Each such incident. opens the way 
for constructive educational work. 

This month we have made the 
major award on a report of service. 
We wager that a great many mer- 
chants who take up electrical lines 
are greatly disappointed when they 
find what service there is in connec- 
tion with merchandising appliances. 
Almost every merchant who does 
NOT sell appliances we have talked 
to, has visions of distracted custom- 
ers rushing into the store with de- 
mands that he “fix this thing right 
away.” 

Then he actually sells appliances 
and, usually, nothing happens. The 
appliances go into use and are 
seldom heard from, except as the 
customer will remark how much bet- 
ter coffee they have now, or how 
much more toast they eat, or how 
much easier the washing or ironing 
becomes with proper appliances. 
Calls for service run a small percent- 
age of sales. 
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$15 FOR YOUR BEST SALES STUNT $15 


_—_ 





accepted for publication. 





you did to put over the sale. 


for publication on this page, and $2 each for each other idea 
We want short stories telling how you 
got people to examine your appliances or radio, and then what 
Address the Editor. 
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Free Repair Service 
on Appliance Cords 


A Feature of the Electrical Department 





We will repair free of any charge 
broken or burnt out appliance cords, 
provided they are brought to the 
electrical department. New plugs or 
parts necessary will be charged for 
at regular prices. 


Appliance Repair Accessories 
15c each 


..25c each 


Benjamin Separable Plugs. . 
Hall Bros. Heater and Toaster Plugs. 


Hall Bros. Heater and wane Cords, com- 
plete oa ....7&e each 


Benjamin Pull Chain istiden.. ..75¢ each 
Benjamin New Way Sockets....... . 45¢ each 
Household Electric Tape , 10c, 15c rolls 


Cotton ciate Cords, mn, mecca black, 


9c ‘yard 

Silk Covered hae Cord, — n, blue, white, 
gold .. ... Se yard 
Fuse tem, 15 ond 25 amperes 2 for lic 








This store actually had the nerve 
to advertise “‘free repairs” for cords 
and the invitation did just what they 
expected it to do, as you can read in 
this report. The folder distributed 
is reproduced in part. 


Bringing Customers In 
By Fred Bateman, 
Charles Ogilvry, Litd., 
Ottawa, Ont., Canada. 


HEN the Charles Ogilvry, Ltd., 

department store opened an 
electrical goods department some 
twelve months ago, a distinct effort 
was made to supplement the regular 
store advertising with other meth- 
ods of bringing this department to 
the attention of the public as quickly 
and forcibly as possible. Finally the 
“Free Repair Service for Appliance 
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Cords” was decided upon and made 
the subject of a small folder for en- 
velope stuffers or other distribution. 

A part of this circular is repro- 
duced here and is fully explanatory. 
The offer has been accepted by many 
persons who bought cords for repair 
and in so doing looked over the dis- 
play of electrical appliances. That, 
of course, is the objective of the 
offer—to create store traffic in this 
department and to get people inter- 
ested in electrical things to see the 
line of merchandise. 





Any one who is experienced in 
cord repairs knows that an electrical 
expert is not needed for this work 
and a sales person can do a very good 
day’s business by repairing cords 
and selling the parts needed. 

In fact, practically all stores make 
free cord repairs but few of them 
capitalize it as in this case. Such a 
folder is an excellent method of call- 
ing attention to the prices of such 
items as are listed. 

Other material on this folder are 
advertisements for appliances and 
other complete articles sold. 

The next idea -comes from a small 
city. It sounds very good for a 
neighborhood store and in this case 
worked out very well. 


Getting a Mailing List 
By Mrs. C. D. Everitt, 
Everitt Electric Co.., 
Ballinger, Tex. 
E needed a mailing list and so 
we inquired which was the 
most progressive class in each Sun- 
day school in the territory we con- 
sidered ours. To this class we made 


the offer: 
(Continued on page 61) 




















Tuning in for Radio Profits 


Like broadcasting, the manufacturing situation 1s becoming less confusing 


T was inevitable, because of 
| quick inflation in growth, that 

some very chaotic conditions 
would exist in the radio business. 
Every manufacturer, wholesaler 
and retailer who is in any way 
identified with the radio business 
has experienced some of the ill ef- 
fects of these conditions. The ra- 
dio business went through its de- 
velopment stage into that of ex- 
ploitation with a rush. During this 
period of exploitation about every 
evil known to marketing and dis- 
tribution has existed. 


Evidences of Stabilization 


However, there are some very 
definite evidences that the indus- 
try is entering into a period of sta- 
bilization. One of these already 
noticeable is that the weak manu- 
facturers are getting weaker and 
the strong are getting stronger. 
Many of the weak have already 
passed by the wayside, and as in 
every other large industry, a com- 
paratively small number of manu- 
facturers are doing 80 to 90 per 
cent of the business. 

The second evidence of stabiliza- 
tion is the fact that established re- 
tail merchants in various fields are 
becoming more important factors 
in the sales of radio. A third very 
definite evidence of stabilization is 
the tendency on the part of these 
merchants to confine their efforts 
to the sale of one, two or at most, 
three makes of sets. Often price 
range is the determining factor in 
whose sets these shall be. 

The dealer is rightfully growing 
more and more cautious as to whose 
set he is going to handle and is 
making his selection from lines of 
established manufacturers who ap- 
pear to have the greatest opportu- 
nity of survival. 

Of course, it is sound judgment 
on the part of the dealer to select 
a line of radio receivers which he 
can sell with confidence to the pub- 
lic and be sure that he is not going 
to have to change to a new line 
every season. If he does this, he 
has no chance to become established 
in his community as a representa- 


By Frank E. Watts 


tive of good merchandise. People 
soon become suspicious of the mer- 
chant who is continually changing 
to a new brand of any commodity. 
The radio dealer who changes 
his line of merchandise every year 
is looked upon with about the same 
confidence as the man who changes 
his job every three months. 
Another evidence of stability is 
that each year we have seen less 
and less of great sales of distress 
merchandise. Two or three years 
ago the department stores estab- 
lished remarkable sales records by 
putting on some of these special 
sales. Many of them had their les- 
son in some very bad effects. When 
they were all through, while they 
sold a great many sets, they discov- 
ered there was mostly trouble left. 
Complaints, returned sets and neces- 
Sary servicing ate up all profit. 
They soon learned that radio mer- 
chandise which is not reliable can- 
not be sold at any price without a 
sacrifice in profit. The department 
store cannot be fooled many times. 


Guides for the Dealer 


It seems that there are certain 
definite principles which might be 
followed by the dealer in selecting 
the radio set or sets he is going to 
handle. It would seem that his first 
consideration should be the stabil- 
ity of the manufacturer for a finan- 
cial as well as a manufacturing 
standpoint. By all means, the deal- 
er should know something of past 
records and what the chances are 
of this manufacturer definitely 
staying in business. 

He should know what progress 
the manufacturer is making in 
keeping pace with new develop- 
ments in the radio industry. He 
should know something about the 
progress the manufacturer has 
made during his life in the radio 
business and if this progress has 
not been great, it must be because 
of lack of something to give stabil- 
ity in that manufacturer’s own or- 
ganization. 

The dealer must know something, 


40 


too, about the policies of the manu- 
facturer. Are they such that the 
dealer can operate safely in selling 
his merchandise and feel that he 
will be protected in his activities in 
promoting a particular manufactur- 
er’s goods? The past performance 
of a radio manufacturer as to how 
he has handled his trade is the best 
possible index as to what his future 
policies are likely to be. 


Guides for Manufacturer 


After all, that which gives a 
manufacturer his greatest stabiliza- 
tion is the reaction of the trade 
which sells his products. When 
this trade has fully sensed some 
sound business principles which 
should govern their activities in the 
promotion of the sale of radio, then, 
indeed, will the manufacturer who 
has been weak, not only financial- 
ly, but weak in the character of the 
product which he makes and weak 
in his policy, fall by the wayside. 

The greatest asset of a merchant 
is his good name. He must protect 
his good name by careful selection 
of the manufacturer. 

All in all, it looks as if the dealer 
is entering a period of sound mer- 
chandising as a result of what he 
has learned from past experience 
in handling radio. Of course, there 
are going to be fewer manufactur- 
ers, but what few there are will 
continue to make better and better 
products, will continue to develop 
their business along sound lines 
through the established dealers. 

Nineteen twenty-seven is a pe- 
riod when the merchant should use 
extreme caution in determining 
what sets he is going to handle. It 
is more important this year than 
ever before because 1927 is 
either going to write “finis” or “in- 
creased stability” on the balance 
sheet of many a manufacturer. 

Whether the dealer’s’ ledger 
shows a profit or not will depend to 
a great extent upon the selection 
of well-known lines of merchandise 
made by reputable manufacturers 
and then upon the merchandising 
policies which he pursues in selling 
in his particular community. 

















sell yourself first.... 
then sell others! 


ELECTRIC VACUUM CLEANER CO., INC. 
Cleveland Ohio 


Manufactured and distributed in 
Canada by the Premier Vacuum Cleaner Co., Lid., 
General Offices, Toronto. 







It’s an old saying but a true one that you 
can’t sell the thing you don’t believe in. 
And that’s why we ask every dealer to 
see our competitive vacuum cleaner test 
before deciding to sell the Premier Du- 
plex. 


You can prove to yourself in a few min- 
utes how much quicker and more thor- 
ough the “double action” method of 
cleaning is. How swiftly a motor-driven 
brush and strong suction get all the dirt. 
How lightly the cleaner glides. 


Then . . . you will want to sell your cus- 
tomers Premier Duplex cleaners, for you 
will know that you are selling them the 
best! 


Write! Ask about our test. Then get 
ready to take on a line that will mean 
boom business, pleasant profits and con- 
tented customers for you the year round. 
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New Goods to Sell 


New Electric Toaster 
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A new electric toaster of the revers- 
ible type and equipped with a shutoff 
switch has been placed on the market 
by the Central Flatiron Mfg. Co., 
Johnson City, N. Y. The toaster has 
a mica heating unit with nichrome re- 
sistance wire and is_ polished and 
nickel plated. It carries a one year 
guarantee against burnout and is 
equipped with 6 feet of asbestos cov- 
ered heater cord and two-piece socket 
plug. 


‘“Redtop” Radio Tubes 


A new detecting and amplifying 
radio tube called the “Redtop” has 
beeen brought out by the Q.R.S. Music 
Company, 306 South Wabash Avenue, 
Chicago, Ill. The tube has double fila- 
ment, double grid and double plate. 
Anchored supports at both the top and 
bottom are claimed by the makers to 
eliminate vibration. 


Freshman “One Control” 
Receiver 


A six tube radio receiver, having 
one control and claimed by its manu- 
facturer to have unusual selectivity, 
enabling the operator to tune in dis- 
tance through local stations, by the 
pulling out of switch located on side of 
the panel, has been placed on the mar- 
ket by the Chas. Freshman Co., Inc., 
240 West Fortieth Street, New York 
City. The receiver is made in a table 
model and three console models, all of 
which are of mahogany. The consoles 


The 
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have built-in speakers and compart- 
ments for batteries and necessary 
equipment. The operating panel is of 
metal finished in a soft brown tone, in 
the center of the panel is the dial 
with oxidized finish and beneath the 
dial a combination switch and rheostat 
for volume control. The set shuts off 
automatically when the rheostat knob 
is in the off or low position. 


Electric Table Stove 


Two burner table stove in one or 
three heat models to sell at $7 and 
$8.50 for the nickel finish and $5.50 and 


$7.50 for the black satin finish. The 
specifications are: Nichrome elements 
in porcelain plates, indicating rotary 
snap switches, full length cord, two- 
piece attachment plug, metal is extra 
heavy rolled steel. 

Made by the Superior Electric Prod- 
ucts Co., St. Louis, Mo. 


Crystal Fuse 


tion, which shows at a glance the con- 
dition of the fuse, making the detection 
of a blown fuse a very simple matter, 
has been brought out by :the Royal 
Electric Company, Chelsea _ Station, 
Boston, Mass. The fuses can be re- 
placed without the danger of shock, the 
same as an electric light bulb. Packed 
in a display carton holding fifth fuses. 


Wiring Fixtures 


~~ 
. 8 
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The Hoosick Falls Radio & Electric 
Parts Mfg. Co., Inc., Hoosick Falls, 
N. Y., is bringing out a line of plugs, 
three-way taps, cord sets, receptacles 


and sockets, some of which are illus- 
trated herewith. 
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Hubbell Table Fan 


Harvey Hubbell, Inc., Bridgeport, 
Conn., recently announced a new fan 
to be known as the Hubbell Table Fan. 
This fan is different from the standard 
type, in that its blades revolve in a 
horizontal instead of a vertical plane 
and instead of throwing out the air, 
draw the air downward to the curved 
base which serves as a deflector. The 
manufacturer claims the advantages of 
the fan are that it throws out a gentle 
breeze and therefore can be placed 
close to the person using it without 
fear of draft and that the breeze goes 
in every direction. The fan is quiet in 
operation and being light can readily 
be carried from one room to another. 


New Meadows Washer 


Two interesting features in the new 
washer, recently brought out by the 
Meadows Manufacturing Company, 
Bloomington, Ill., are the Bakelite six 
vane impeller, which is wider and 
thicker than usually used and the 
square tub of 1/16” cold drawn steel 
coated with Udylite, an electrolytic 
process which eliminates rust. The 
manufacturer claims that the wider 
and thicker vanes in the agitator pre- 
vent the clothes from readily forcing 
themselves between these vanes and 
that the wider vanes also eliminate the 
possibility of tearing them. The tub 
has a capacity of 23 gallons of water, 
the rounded corners at the bottom di- 
rect the water upward on the outside 
and downward in the middle in order 
to carry the clothes into and out of the- 
agitator vanes. 





Now Comes 
Simplified Electric 


Re rigeration 
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lectric refrigerator, it comes 
packed in two cases. i 


icing unit 


in the ‘other. 
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SUPER-HEAT 


HERE is an ever expanding market 
‘Tee at your door waiting for an elec- 
tric range that will take up little space — 
that will prepare a full-course meal—that 
will operate with speed from baseboard 
outlets—that is priced right. 


The new Wilwear range meets these 
demands—and more. Complete, it sells for 
$59.50—a new low price for a high-speed 
range. Yet, to make it easy to sell, we 
have made it easy to buy. 


You can sell (1) simply the Super-Heat 
Plate (2) the oven alone (3) the oven and 
base together(4) or allthreein combination. 
This special W ilwear featureactually widens 
your range market. It educates your trade 
up to a complete electric range, and gives 
you a more rapid turnover. 


You will be interested in our sales plan. 
Write, today, for full information. 


RISDON 
MANUFACTURING 
COMPANY 
Waterbury Branch: 


Waterbury, Conn. 


200 Fifth Ave., New York 
53 W. Jackson Blvd., Chicago 


THE SUPER-HEAT 
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Super-H eat Features 


OR the first time you can offer your custom- 
ers a high-speed electric range that operates 
from baseboard outlets. 


Through a unique switching arrangement in 
the Wilwear Super-Heat-Plate, 1100 watts can be 
thrown into the large plate, disconnecting small 
plateand making it impossible to overload circuit. 


Here is the ideal range for the small family apart- 
ment, kitchenette, or summer bungalow. An effi- 
cient auxiliary stove for schools, hospitals, hotels 
and diet kitchens. 


Super-Heat-Plate of pearl-grey porcelain; two heat- 
ing units; one giving heat at 440, 660 and 1100 watts for 
high-speed cooking in half the time. Reversible switches pre- 
vent overloading. 


Visit the Wilwear ‘Booth 


at the N.E.L. A. Convention, 
Atlantic City, Booth No. 250. 


ELECTRIC RANGE 
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This HOME MOTOR 


Is a Great Summer Seller 


During the hot summer months there is need for 
this motor all during the day. Without nuts, 
screws or bolts, it attaches quickly to any sewing 
machine and makes it an electric. No wearisome 
pedaling. 


With grinder and buffer attachment, it sharpens 
knives and tools and brushes and buffs silver; 
with mixer attachment, it whips cream, beats eggs 
and mixes dressing and cake batter. 








) Dw \ 





























= » 
Mixes Cake Sharpens Polishes 





Fan Attachment Only $3 


The fan attachment 
converts home motor 
quickly into an efh- 
cient, reliable fan. 
There are a million 
home motors in use 
today. This proves 
their rugged ddura- 
bility. 














Home motors are sold exclusively through legiti- 
mate jobbers everywhere. See that you are well 
stocked. Don’t overlook the opportunity to sell 
present motor owners, not possessing attachments, 
a complete set. Now is the time. If you don’t 
know the name of the nearest jobber, write us for 
his name. 


Hamilton Beach Mfg. Company 


Racine Wisconsin 
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Hlectrical Business Briefs 


OCIETY FOR ELECTRICAL DEVELOPMENT 
~ has moved from 522 Fifth Avenue to the Graybar 
Building, 420 Lexington Avenue. The Society is 
well settled in the new quarters and invites those seek- 
ing information to call. The Graybar Building can be 
entered from the east side of the rotunda of the Grand 
Central Terminal and is especially handy for New York 
Central passengers. The building is becoming quite an 
electrical headquarters. Besides several electrical com- 
panies, the National Electrical Manufacturers Asso- 
ciation is located there. 





ATIONAL ELECTRICAL MANUFACTURERS 

ASSOCIATION will hold its first annua! meeting 
at Hot Springs, Va., May 28 to June 4. The first three 
days are devoted to committee and division meetings 
and the first general session will be held Monday eve- 
ning at 8:30, when Earl Whitehorne will be the speaker. 
The subject for the evening will be “NEMA and the 
New Market.” A review of the entire program indi- 
cates that the members of the Association are awaken- 
ing to the importance of better merchandising methods. 
This is the first meeting of the NEMA, which was 
formed by a consolidation of several older electrical 
business organizations. Gerard Swope of the General 
Electric Co. is president and will make his presidential 
address at the general session on Monday night. 





OHAWK CORPORATION of Illinois has started 

construction of a new building adjoining the 
present factory at 2222 Diversey Boulevard, Chicago. 
The new building will add more than 26,000 feet of 
floor space to the present plant. The offices and display 
rooms will be moved as soon as the building iis ready. 
Foundations for six stories are being installed, but for 
the present only three stories will be constructed, giving 
facilities for another 26,000 square feet when needed 
at a minimum of expense. 





PPROXIMATELY 40 per cent of the varieties of 

flashlight cases were eliminated by an agreement 
reached at a meeting held in the Department of Com- 
merce, Washington, April 27. The meeting was held 
under the joint auspices of the National Committee of 
Metals Utilization and the Division of Simplified Prac- 
tice and was attended by representatives of government 
departments and the leading manufacturers. After a 
review of the existing sizes and finishes of flashlight 
cases, the eliminations were recommended. It is ex- 
pected that further eliminations will follow. 





RGANIZATION of The Norge Corporation to 

manufacture electrical refrigerators is announced. 
E. E. McCray, president of the McCray Refrigeration 
Co. of Kendallville, Ind., is chairman of the Board of 
the new company. Other officers are present officers 
of the McCray company and automobile men of Detroit. 
The preliminary announcement says that the refriger- 
ator has been tested for several years in the public’s 

















—and in ‘Richmond, ‘Ua., 
A 642% SALES INCREASE! 


peo AND Ruoaps, of Rich- 
mond, Va., had been hand- 
ling independent lamps. Sales 
were unsatisfactory. 


Then they decided to find the 
line of least resistance They se- 
cured an Edison Mazpa Lamp 
Agency—and increased their lamp 


sales 642% ! 
And hundreds of other Agents 


are meeting with the same ex- 
perience. 





There's No Geographical Preference 


en Maine: to California, the 
story isthe same. Edison MAzpDA 
Lamp Agents in every section of 
the country are getting the cream 
of the growing lamp business. 


Why? 


First, an invaluable name — 
Ep1ison— helps sell the product. 


Second, through a forceful series 
of advertisements, in 14 magazines 
with a grand total circulation of 


86,353,800, “Light Up” has become 


the “buy-word” for Edison Mazpa* 
Lamps. 


Third, six sale stimulating win- 
dow displays—their selling power 
measured by cash register tests— 
stand out from the maze of other 
window displays and turn passers- 
by into Buy-ers. 

These are but three of the many 
reasons why Edison Agents are 
getting an increasing share of the 
growing lamp business. When will 
you begin? 


*Mazpa—the mark of a research service, through which the 
achievements of world-wide research and experiment in 
the laboratories of General Electric are given exclusively 
to lamp manufacturers entitled to use the name Mazpa. 


EDISON MAZDA LAMPS 


GENERAL@ ELECTRIC 
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hands in the St. Louis community. The compressor is 
of rotary type and is said to have only three moving 
parts. 





ARL WHITHORNE, Commercial Editor of Elec- 

trical World, speaking to the Electrical Women’s 
Round Table in New York, said that the great trend of 
the electrical industry today is toward better merchan- 
dising and that the former engineering control of the 
industry was shifting. He said that previously the 
increase of business had come because people wanted 
electricity. This natural advance is about at an end 
and there must be much educational work, and this has 
brought to the industry a realization of the poor quality 
of its merchandising work. The speaker advocated a 
campaign to include electrical equipment as built-in 
part of new residences to be paid for as the property is 
paid for. He offered no suggestion for rewiring, re- 
fixturing or the sale of small and portable appliances. 





ID-SUMMER Convention of the Artistic Lighting 
Equipment Association will be held in Atlantic 

City, June 23-25. There will be no exhibits. It is ex- 
pected that at this meeting several of the newly or- 
ganized divisions will make preliminary reports of 
work begun at and since the Cleveland meeting in Janu- 
ary. Within the last few weeks J. William Schulze has 
been made chairman of the Parts Manufacturers Group 
and George J. Klein chairman of the Exterior Lighting 
Equipment and Lantern Manufacturers. Much prog- 


ress has been made toward the establishment of a credit 
department and toward a standardization of discounts 
and packages. 





P. ALEXANDER has been promoted to New Eng- 
e land Manager for the Westinghouse Co. His of- 
fices will be in Boston. George H. Cox, the retiring 
New England Manager, becomes Sales Manager at the 
South Philadelphia works. Another Westinghouse ap- 
pointment is H. C. Thomas, who becomes Assistant Gen- 
eral Manager of the Merchandising Department at 
Mansfield, Ohio. 





ERCHANDISING Division offices of the Federal- 
; Brandes, Inc., have been removed from the Wool- 
worth Building, New York, to new quarters built as a 
part of the factory at 200 Mount Pleasant Avenue, 
Newark, N. J. 





IMBALL H. STARK, recently with the Charles 
Freshman Co., has been appointed advertising 
manager for the Crosley Radio Corporation. Mr. Stark 
has been with the radio industry since 1917, when he 
joined the DeForest interests. 





REST-O-LITE CO., INC., Indianapolis, Ind., an- 
nounces the sale of the battery branch of the busi- 
ness to the Prest-O-Lite Storage Battery Corporation, 
a new company whose entire capital stock is owned by 


THERE IS ALWAYS PROFIT IN WIRING DEVICES 


Trade suggests 





To the dealer and jobber who hope to build 
a permanent and profitable business in wiring 
devices, the universal endorsement of the 



































Law 


| I 



































JACLCEMTCEKKEEE. 




















ean’ ee a 





















































’'The No. 40 
Horton Electric 


Washer. Copper tub; 


3-cup suction. 


I 


The ee Automatic Ironer. 
Complete open end. Sturdy, 


cial wiring required. 
or gas heat. Electrically been, 


HORTON ¢ 
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Specializes in the 
Type and Principle 
enerally Preferred loday 


64 gasoline; No. 34-54 
power pulley. 
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WO practical types are outstanding 
among the multitude of washing 
principles offered to housewives today. 


One the agitator—the other the suction cup. 
And, only Horton successfully builds both types. 


To the dealer this is vital. It is an opportunity to 
satisfy with one trade mark a greater percentage 
of prospects with an economy in investment 


and effort. 


It means simplified selling and a minimum of 
sales resistance, through the handling of one 
known Horton brand in the two types of washers 
most generally preferred. 


With the Horton No. 34 Series every submerged, 
agitator prospect regardless of power requirements, 
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HORTON MANUFACTURING CO. 
FORT WAYNE, INDIANA 
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can be served. Made in electric, gaso- 
line, or power pulley models as desired. 


The Horton No. 40 is the original 3-cup 
suction electric washer, recognized for years 
as a marvel in washing efficiency. 


Combined with these two leaders, and the Horton 
hand powered models, is the new Horton Auto- 
matic Ironer—a complete-open-end ironer, either 
electric or gas heated. It irons everything — 100% 
of the ironing. 
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The soundness and sureness long attached to 
everything that Horton builds is responsible for 
Horton's friendly relationship with jobbers and 
their dealers the country over. 






May we not tell you how this relationship can 
serve you in your sales of washers and ironers? 


























Washers 


© N lroners 





GOOD PRODUCTS — Yes! and 


above all else GOOD FRIENDS 
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Century 12-in., 3-speed Portable Oscillating Fan 
for A. C. and D. C. 


“They Keep a-Running” 


In Century 12-inch 3-Speed Oscillating A. C. 
and D.C. fans, only two parts are subject to 
wear :—(1) Bearings; (2) Oscillating Mechan- 
ism. These parts are substantially propor- 
tioned and built to resist wear—insuring 
lifetime service. 


l Bearings are made of phosphor bronze, 
the best bearing material obtainable, 

machined to gauge dimensions and pro- 
vided with machine-cut figure-8 oil grooves 
—assuring thorough oil distribution over the 
entire bearing areas. They are oil-wick 
lubricated. 


The oscillating mechanism is generous- 
2 ly proportioned, with double reduction 

steel worms and bronze gears of a size 
that last. They cannot be stripped. The 
gears are fully enclosed and packed in 
graphite grease. 


The Century Fan Line Includes: 


Stationary, 9-inch Portable, 1-speed switch in base, for A. C. 
Oscillating, 9-inch Portable, 1-speed switch in base, for A. C. 
Oscillating, 9, 12 and 16-inch, 3-speed Portable, for A.C. and D.C. 
Ceiling, 58-inch sweep, 3-speed, for A.C. and D. C. 

Ventilating, 16-inch, 3-speed, for A. C. and D. C. 


CENTURY ELECTRIC COMPANY 
1806 Pine St. St. Louis, Mo. 


For More Than 23 Years at St. Louis 


WE 
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Portable 














the Automotive Battery Corporation of New York. The 
new company has leased that part of the Prest-O-Lite 
factory now devoted to the manufacture of storage 
batteries. 


ONSOLIDATED ELECTRIC LAMP CO., Danvers, 

Mass., makers of Champion Lamps, reports a fa- 
vorable decision in the test case against the law which 
placed a special tax on dealers in incandescent lamps. 
The suit was in the name of the Southern Woodenware 
Co. of Nashville, and the defense was aided by lamp 
manufacturers. This law has been quite restrictive on 
the lamp trade. 








ALTER B. FULGHUM has been made vice-presi- 

dent in charge of sales for the P. A. Geier Co. of 
Cleveland. Mr. Fulghum, who comes from the Crosley 
Radio Co., will function as assistant executive to Frank 
J. Gottron, general manager of the electric division of 
the company. 





ADIO CORPORATION OF AMERICA has taken 

possession of larger quarters for the Chicago 
office. The new offices are the 18th and 19th floors at 
100 West Monroe Street. 


(Continued on page 56) 





Merchandising by Utilities 


Companies 


(Continued from page 18) 


better it is for our ultimate purpose of building up 
the load. 

We can do the basic educational work which the 
dealer cannot afford to do; we can do the pioneering 
and a certain amount of chance-taking which he can- 
not afford to de. These things properly done will 
sooner or later turn into appliance sales and demand 
for current. 

If this policy is followed, and if the dealer knows 
that this is our policy, and most important of all if by 
our actions we demonstrate to him that this is our 
policy, he cannot fail to realize that by doing this pre- 
liminary educational work the utility company is actu- 
ally increasing the dealer’s ability to sell appliances, 
and if he will properly develop the market for electric 
appliances the utility company is not interested in 
taking sales away from his business. 

From our standpoint, both in our desire to spread 
the benefits of electricity and to build up our load, this 
is certainly the most enlightened path to take. 

There is our program: 

To educate the public to a greater use of electricity, 
and to spread the benefits of electric service to more 
users and more uses. In so doing, to bring sales up on 
a level with investment and capacity, and then out in 
front leading, so that the financial condition of the 
industry will be strengthened, that the service ren- 
dered may be adequate to all, that the standard of 
living may be materially advanced, that we all may live 
better lives, and in so doing contribute something sub- 
stantial for the benefits of mankind. 

Truly, this is a sales opportunity. 
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New Goods to Sell 





A midget speaker, in size and name, 
has been brought out by the Alden 
Manufacturing Co., Springfield, Mass. 
This little cone measures about four 
inches across, and is intended for use 
when volume is not desired, as for in- 
stance when other members of the 
family have retired, and is small enough 
to rest on the arm of a chair or con- 
ceal in a bowl of flowers. The speaker 
is sufficiently low in price to be sold 
for banquet or dance favors. 





Two Burner Electric Stove 


An electric stove, twenty inches long 
and having two burners, which can be 
operated independently or both at the 
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same time has been brought out by the 
National Stamping & Electric Works, 
3212 West Lake St., Chicago, Ill. Each 
burner is equipped with a 3-station heat 
regulating switch. The entire stove is 
finished in polished nickel. 





Presto-Vac Junior Cleaner 


A vacuum cleaner weighing 4% 
pounds, 12 inches long over all and op- 
erated by a small 110-v. universal motor 
which aside from providing suction 
also drives a revolving brush, has been 
placed on the market by the Metal 
Specialties Mfg. Co., 338 N. Kedzie St., 
Chicago, Ill. The motor is controlled 


by a positive action toggle switch. 
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The bag is attached to the cleaner with 
a bayonet socket. Fifteen feet of cord 
and an attachment plug are provided. 





Armored Cap Attachment Plugs 


The Arrow Electric Company, Hart- 
ford, Conn., recently placed on the 
market an attachment plug having an 


armored cap. These caps have a heavy 
steel cover to withstand abuse. The 
ribs receive the blow and protect the 
composition. The SS cap has the cord- 


gripping feature for protecting the 
cord. 








Improvement on Wilwear Wall 
Outlet Range 


The Risdon Manufacturing Co., 
Waterbury, Conn., has added a new 
feature to the Wilwear wall outlet 
range brought out several months ago. 
A special switching arrangement now 
makes it possible to connect all the 
possible electricity (total ten amperes) 
for the two burners into one large 


burner, which is very desirable when 
one wants to bring the substance be- 
ing cooked to a boil quickly. 





Concert Master Radio Tube 


. A new radio tube called the No. 201 
Concert Master Copper Shielded Tube 
is being manufactured by the Conti- 
nental Corporation of 179 W. Wash- 
ington St., Chicago, Ill. The tube is 
copper shielded from top to base. The 
copper shield is grounded to the nega- 
tive “A” terminal, eliminating stray 
capacities. The interior is insulated 
with a soft cushion, allowing no period 
of vibration; the cushion also protects 
the tube against breakage. It is rigidly 
constructed, containing a thorium im- 
pregnated filament enabling it to with- 
stand re-activation if loss of efficiency 
is sighted. 
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Hemco Switch Plates 


























George Richards & Company, 557 
West Monroe Street, Chicago, IIl., 
which recently added a Bakelite Push- 
Button Switch Plate in one to four 
gangs to the Hemco line have now 
added the Hemco Toggle Switch Plate 
in one to four gangs. The plate is 
molded of Bakelite, an entirely new 
process making possible a satin finish 
which will not finger-mark, tarnish or 
fade. These switch plates harmonize 
with all fixtures and schemes of dec- 
oration and will be supplied with 


screws finished to match without addi- 
tional charge. 


DeLuxe Glide Easy Iron 





\ 

This new product announced by the 
Superior Electric Products Co. of St. 
Louis carries the following specifica- 
tions: Nichrome element, long taper- 
ing point, heavy plug guard, heel rest 
or nickeled double deck steel stand, 
nickel plated and hand polished, black 
rubberoid finished handle to hand shape, 
high polish base, weight 6% Ib. 





Power Supply Unit 


A new power unit connected to the 
house lighting circuit which converts 
that current into “A,” “B” and “C” 
power has been brought out by the 
Crosley Radio Corp., Cincinnati, Ohio. 
The unit is 4% in. by 9% in. by 10% 
in., contains no batteries or acids, 
draws current only when the set is 
being operated, has special rectifying 
tube and maintains current at con- 
stant voltage. The unit was especially 


designed for use with the AC-7 and 
7C receivers, recently brought out by 
the company. 
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That is leadership—emphatic and unquestioned! 
The sort of leadership that means profits to you 
if you are a Hoover Dealer. because— 


EVERY HOOVER SALE 
IS A DEALER SALE! 


Before you read the astounding 
Hoover Dealer sales figures below, 
here are some facts that it will PAY 
to remember, just as it pays to know 
the difference between The Hoover 
and a “vacuum cleaner”: 


In 1926, nearly Twenty Millions of 
Dollars’ worth of Hoovers were sold, 


all through Hoover Dealers. This 
does not include sales of service parts. 


In 1926, approximately three-fifths 
(59.2%) of all Hoover sales were 
originated —“dug up”— by Hoover 
men, outside of Dealers’ stores. 
Below are the sales. stories of 100 
Hoover Dealers—for 1926. 


1926 Totals 


2 Hoover Dealer Sales Averaged . 

5 Hoover Dealer Sales Averaged . 
10 Hoover Dealer Sales Averaged . 
20 Hoover Dealer Sales Averaged . 
50 Hoover Dealer Sales Averaged . 
100 Hoover Dealer Sales Averaged . 


- $484,945.22 

- « 297,968.10 
» « 220,530.28 
~ « 169,892.21 
110,583.05 
78,670.30 


(Figures do not include carrying charges for time payment sales) 
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It BEATS --: as it 

















sales of Hoovers in 1926 were 


more 


than those of any 
other cleaner... 


These figures were made, for the most part, on the Greater (Model 
700) Hoover alone. Consider, as a business man, what the new 


POPULAR-PRICED HOOVER (Model 543) is doing to 1927 


figures! Consider, remembering— 
Hoover sells for you and through you—never against you. 








THE HOOVER COMPANY, NORTH CANTON, OHIO 


The oldest and largest maker of electric cleaners - The Hoover is also made in Canada, at Hamilton, Ontario 





*Prices slightly higher west of the Rockies and in Canada 


Sweeps as it Cleans 
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Quick Delivery 


On the Popular Priced 
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2 Speed, 8 Inch, AC-DC 
Also 10-inch 3-speed Oscillator 
at $15.00 List 


O RDERS placed now can still be 
delivered in time for the early 
fan selling season. 

Quick delivery now and all during 
the summer through 100 distributors. 
Warehouse stocks at Saint Louis, 
New York, Chicago, Houston and 
Dallas. 


Prompt shipment from a _ nearby 
stock is one of your biggest advan- 
tages in handling the quick-selling, 
profitable Northwind fans. 


The ideal fans for dealers who spe- 
cialize on popular priced fans and for 
dealers who need popular priced fans 
to fill in their higher priced lines. 
Only two models needed for work- 
ing stock—and the total investment 
is small. 


Made by the makers of Emerson 
fans. Backed by a liberal one year 
guarantee. Get your stock in early. 
If your jobber does not sell North- 
winds, write us for prices and name 
of nearest distributor. 

The Emerson Electric Mfg. Co. 


2018 Washington Ave., St. Louis, Mo. 
806 W. Washington Blvd., Chicago 


50 Church St., New York City 
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The Title Is 
“Current Possibilities” 


The $15 Prize 


For the best title for picture in Sepia Section of next to 
last issue was won by 


Maurice T. Fieman 
Salesman, Flatbush Hardware & Electric Co. 
1413 Nostrand Ave., Brooklyn, N. Y. 


It was with a bit of regret that the editors noted 
the failure on the part of contestants to record in a 
title the situation planned. The temporary nurse is 
obviously looking for another current outlet to which 
he can attach the heating pad, and had the designer of 
the picture been called upon to supply the title it 
doubtless would have been “Oh, For Another Outlet!” 
which is the cry in many homes today. Also it is an 
appliance sales resistance. 





Electrical Business Briefs 


MERSON ELECTRIC MANUFACTURING CO. 

of St. Louis announces that the Chicago office of 
that company has been removed from the Transporta- 
tion Building to Room 5, 806 West Washington Boule- 
vard. The new quarters are more ample. The previous 
arrangement for warehousing fans and motors at the 
Soo Terminal continues. 


OHAWK CORPORATION of Illinois reports 

their sales convention, held at the Congress 
Hotel in Chicago, was entirely successful. A large 
number of distributors were present and participated 
in the sales discussions and left orders for next season 
delivery. 


OLD SEAL ELECTRICAL CO. announces the 
opening of a new factory at Fifteenth Street, near 
Central Avenue, Newark, N. J. 
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There’s only one! 


THERE’S only one Eiffel Tower. 
Set four-square in the earth it 
soars to the sky with a daring 
majestic sweep. It is a master- 
piece of art, as well as of 
engineering. 

There’s only one Neutrodyne 
—the Neutrodyne. Based on the 
four-square foundation of Selec- 
tivity, Tone Fidelity, Amplifi- 
cation and Stability, it has swept 
proudly up to dominate, not Paris, 
but the world of radio. 

A group of experienced man- 
ufacturers make Neutrodyne re- 
ceivers of such types and prices 
as enable dealers to meet every 
demand. Only these manufac- 
turers may make Neutrodynes, 
and only Neutrodynes possess all 
these characteristics: 
NEUTRODYNE Selectivity—the ut- 

most possible over the whole range 

of broadcasting, squealless and 
non-interfering. 


NEUTRODYNE Amplification—to the 
limit, but with the elimination of 
regeneration and oscillation. 


NEUTRODYNE Tone Fidelity—pure, 
living, natural; assured by proper 
radio and audio circuit design. 


NEUTRODYNE Stability—completely 
dependable operation; permanence 
in the industry beyond question; 
legal position the strongest due to 
ownership and control of basic 
patents. 

“As good as a Neutrodyne” is 

a phrase often heard. It repre- 

sents a wish, not a fact. Only 

Neutrodyne gives you the essen- 

tials of successful radio named 

above, the foundation on which 
thousands of radio dealers have 
made themselves like unto ever- 
lasting towers of great strength. 


NEUTRODYNE RADIO 











Is Better Radio 

Look for this trade-mark 
Norn, LICENSED BY _—" 
3 SCENT RADIO. MANUFACTUS o 
- c 
ENTUTRO 
— EU APRILI.I926 APRIL D6. to08 = 
Bose m7 PATS. NOS. 450,089 Vig m 3 
wer 1.533858 1.577.421 "F89an 
we OTHER PATENTS PENDING e 











It is your protection against patent 
infringement liability 


HAZELTINE CORPORATION 


(Sole owner of Neutrodyne patents 
and trade-mark 


15 Exchange Place, Jersey City, N. J. 


All correspondence relating to the Hazel- 
tine patents, licenses and trade-mark 
should be addressed to 


INDEPENDENT RADIO 
MANUFACTURERS, INC. 


(Exclusive licensee of Hazeltine Corporation) 


331 Madison Avenue, New York, N. Y. 








Summer Heat and Dust 
Makes Sales for These Two Day-Fan Products 





ALES slow in summer? Business dull in 

“dog days”? Not if you pick the right prod- 
ucts that sell because it’s summer. Make money 
on the heat, humidity and dust of summer days 
and wmights. Read about these two Day-Fan 
products (one of them is new) then let us give 
you more information. 


Day-Fan Jr. Cleaner 


When the thermom- 
eter signals from the 
top of the tube and 
the windows are open 
—when the dust sifts 
in and powders the 
furniture — when it’s 
hot and women want 
to do their house- 
work with the least 
amount of effort— 
sell the Day-Fan Jr. 
Cleaner. The Day-Fan 
Jr. is a small sized 
vacuum cleaner with 
a full suction— “A 
Handful of Help.” It has a busy nose for dust and finds it 
out in corners and crannies where a big vacuum cleaner 
never goes. It fits in the hand—used to clean fabrics, clothes, 
upholstery—and scores of other uses. Weighs less than 3 
lbs.—retails for $18.75. Not like any other cleaner because 
it is equipped with the famous Day-Fan Motor. Write us 


= Day-Fan Fans 


When the pavements give off heat like a pancake griddle— 
when perspiration runs collars to wilts—when the weather 
takes first place in conversation above politics—sell Day- 
Fan Fans. Day-Fan Fans have 
many talking points to help the 
dealer. They are Heat Proof— 
Dirt Proof—Damp Proof—there- 
fore nobody has to coddle them. 
They run on little current—there- 
fore they can be used for long, 
steady runs—insulation is extra 
heavy—therefore they can be ex- 
pected to run for many years. 
Sold at various prices in various 
sizes. Write today. 











DAY-FAN ELECTRIC COMPANY 
Dayton, Ohio 





RADIO - MOTORS - FANS 
PRODUCTS 


For More Than 38 Years Manufacturers of High Crade Electrical Apparatus 
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Electric Refrigerators as 
Merchandise 


(Continued from page 25) 


And so, in selling the idea of electrical refrigeration, 
this firm followed this plan of selling those people first 
whose opinion in the community would be regarded as 
authoritative. Mr. Converse says: 

“These families are in every community; they are 
the wide-awake, progressive, alert kind. When neigh- 
bors call on them they usually go home wanting some- 
thing they have seen. A few years ago it was the radio, 
before that, the washer and vacuum cleaner—but to- 
day, the electrical refrigerator. 

“We first sold these people, and they certainly turned 
in a good deal of advertising and sales work for us. 
In wanting things, people are a good deal like sheep— 
they follow the leaders. 

“A feeling originally existed among dealers that only 
the wealthy or near-wealthy families would consider 
installing Kelvinators. Our experience, however, has 
quite dispelled this feeling, as we have placed them with 
families of very modest means. This, we feel, has been 
accomplished, not so much by high pressure salesman- 
ship, but by the fact that it is the most economical 
method for the preservation of foodstuffs, and its ex- 
tremely low cost of upkeep and operation. 

“With reference to our sales and turnover in this 
item, we wish it understood that the town which we are 
serving is only of about 800 inhabitants. Naturally, 
our opportunities of sales are not as great as would be 
the case in larger centers. Our first year’s sales 
amounted to about $3,000 and it has been a steady 
growth since. In 1926, our sales ran pretty close to 
$4,500 in this item. The sales helps in the nature of 
circulars and booklets furnished by the manufacturer 
and distributor are used by us quite extensively.” 

In the matter of servicing, Mr. Converse states that 
very little is required, as the machines are very care- 
fully installed and operate at a high degree of efficiency. 
However, they endeavor to give prompt and adequate 
service at all times when required, willingly and cheer- 
fully.’ But to eliminate unnecessary service calls, the 
customer is made fully conversant with the nature of 
and proper care of this electrical appliance at the time 
of installation. The sales force has also been instructed 
concerning the item by attendance at the summer sales 
and service school held in Burlington. 

In addition to the sales plan outlined above and the 
house-to-house canvas, Caswell & O’Rourke employ good 
window displays and local newspaper advertising. 

Another feature which has been encouraging and of 
assistance in a very material manner is the whole- 
hearted cooperation of the local light and power com- 
pany—The International Power Co. Lists of the cus- 
tomers of this company have been made available and 
they have been ever willing to assist in making sales 
and satisfactory installations. Their rate for electricity 
for this purpose is 3c. per kilowatt hour. They certainly 
appreciate the additional load which electrical appli- 
ances of this nature bring them. 

Mr. Converse of Caswell & O’Rourke recommends the 

















L927 
will bring even 


REATER Prorits LO 


STEWARTI-WARNER 


Biure Risson DEALERS 





Now is the time to sign up the Stewart-Warner Protective Franchise—a 
sound merchandising plan — offering unequaled possibilities for money making 





6 Soe: present year and the years to come offer great promise to 
radio dealers. Governmental control of broadcasting, eliminat- 
ing station interference—the high quality of entertainment now on 
the air the year 'round—will bring even greater public interest and 
increased buying. 


This means that more thought than ever before should be given to 
the selection of a radio line. The dealer who places his radio de- 
partment on a firm financial basis in 1927 by handling a radio line 
of nationally recognized merit, will be in a stronger position next 
year and years to come, with increasing profits as natural expansion 
takes place. : 


The question ‘‘What radio line shall we handle that will pay us 
profits over a period of years’’ is fully answered in the many advan- 
tages that a Stewart-Warner franchise offers dealers. 


Stewart-Warner have had over twenty years’ experience as leading 
manufacturers of electrical and mechanical equipment. Their finan- 
cial standing is unquestionable. They are consistent national adver- 
tisers and known the world over as quality manufacturers. Their 
) tremendous investment in skilled men and special production equip- 
ment assures their permanency in the radio industry. They offer deal- 
ers a complete radio line, including console and cabinet models, 
reproducers and tubes. Territorial distributioncontrolled by exclusive 
Stewart-Warner Distributors, following factory policies to the letter, 
is your protection against unfair dealer competition in yourcommunity. 


Your best assurance of permanency and profits is to be associated 

with a reputable manufacturer like Stewart-Warner. Our protective 
: franchise, a sound merchandising plan in every respect, will surely 
interest you. A request on your letterhead will bring complete in- 
formation immediately. 


) STEWART-WARNER SPEEDOMETER COR’N, CHICAGO, U.S.A. 





_ 





STEWART NWARNER 


offers you 
A COMPLETE 
WELL BALANCED LINE 
— priced to meet every desire 
and every pocketbook. 


ry 


é, 


MATCHED-UNIT RADIO 
-—the greatest selling feature 


in the radio field today. . 


‘~ 3 
€ 


PERFECT RADIO RECEPTION 

insured by instrument, repro- 

ducer, tubes matched in 
" perfect unison. 


cred 
é 


Permanency 
Protection 


Profits 





INSTRUMENT plus TUBES plus REPRODUCER plus ACCESSORIES 














Electrical Goods Section 59 








VII GIS) ISIS) SI Sh SUSY Sp 


SUMMER 
Radio Sales 


Can be 
Increased 
by the 


sale of 


BIRNBACH 


Extension Cords 





BIRNBACH 





Birnbach Loud Speaker 
Extension Cord. Per- 
mits moving the Speaker 
any distance from the 
Radio Set. Available in 
lengths from 20 to 100 
feet, with Connector. 


Many people 
think of radio 
as an “indoor 
sport.” Show 
your customers 
that Birnbach 
Loud Speaker 
Extension 
Cords will en- 
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Birnbach Replacement 


Speaker and one able them to 
Cords for worn out . ° 
cords. enjoy radio on 
the porch or 
5 BIRNBACH << lawn. Your 
Birnbach Battery Con- summer radio 
nectors. 3, 6, 8 and 12 sales will come 


inch lengths for use in 
connecting dry cell bat- 
teries, B and C batteries. 


oftener and 
easier. 


For consistent, 
all year ’round 
sellers, stock 
the entire 
Birnbach Line. 





Birnbach Radio Battery 
Cable. Flexible Stand- 
ard Conductors for A, 
B and C batteries. Sold- 
ered lug terminals; each 
lead differently colored. 
Made in 5, 6, 7, 8, 9, 10 
conductors. 


Write for 
Prices. 











BIRNBACH RADIO CO. 


254 West 31st Street 


NEW YORK N. Y. 
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merchandising of electrical refrigeration in the follow- 
ing manner: 

“IT feel that it is a line well fitted for the hardware 
dealer. The only requirements to satisfactorily handle 
this through the hardware stores, in our judgment, is 
a proper display of the different units in the show room, 
attractive window displays and a sales organization to 
follow up letter circularizing, which always brings re- 
sults when properly prosecuted. It is our policy never 
to forget to remind an ever forgetful public that we 
want business. In our experience, it pays to advertise.” 


Pittsburgh Dealers Find Friends 


(Continued from page 23) 





cleaner, perhaps appliances for tea parties or informal 
suppers, almost always brings consent for more outlets 
than the minimum requirement for a modern home. 

Hair curlers, lamps, heaters, bottle warmers and other 
equipment brings a suitable number of outlets in bed- 
rooms and other parts of the house. 

The influence of this sort of selling of the Red Seal 
Plan soon had its effect in the appliance market. The 
merchants felt it. Also the light and power company. 
An accurate record of current consumption over a 
period shows that a properly wired home uses an aver- 
age of 37 per cent more electricity than a home of equal 
size and standing without proper wiring. The mer- 
chants saw in this opening an opportunity to sell more 
appliances and the light and power company more cur- 
rent. So the better feeling was brought about. One 
department store chief appeared before the sales or- 
ganization of the light and power company as a speaker 
on “Selling.” He was asked to repeat this address be- 
fore the Pennsylvania meeting of light and power com- 
panies. 

While this was going on, Mr. Van Aernam was in 
touch with all of the large stores and when he learned 
that one of the department stores was planning an 
“Electrical Show” he offered his services to the man- 
agement. His offer was accepted and cooperation ap- 
preciated. Out of his long electrical experience Mr. 
Van Aernam was enabled to offer other merchants sug- 
gestions for smaller displays and for show window 
and lighting work. By reason of the association, he 
was able to tell them what the League is doing. 

Finally it was suggested that the department stores, 
through the Retail Merchants Association, should give 
$4,000 toward the-work of the League in promoting the 
sale of appliances. 

Beyond this, the results have been excellent for co- 
operation. The wiring contractors are working to a 
higher standard and they understand better the opera- 
tions and the spirit of cooperation of the merchants. 
Through meetings and cooperation in displays, mer- 
chants and contractors alike have come to better under- 
stand the objectives of the light and power company. 
The light and power company has gained a better ap- 
preciation of the volume of appliances sold by the 
merchants of the city and a full realization that these 
appliances use just as much current as those sold by 
the company through its stores. 

Incidental to the meeting of the hardware association 
previously referred to, some conferences between job- 

















bers and dealers who supposed themselves too bitterly 
competitive for discussion have taken place. 
' The situation in Pittsburgh shows the possibilities 
of the Red Seal Plan for greater electrical merchan- 
dising when it sold through commodity suggestion 
rather than on a basis of outlets, and it brings home 
to merchants what a considerable factor electrical ap- 
pliances have become in housewares merchandise. In 
this case, merchants who considered appliances as 
novelties have come to realize that they are commodi- 
ties and formed a large portion of their merchandise. 
It was these points that Mr. Watts brought out in 
his address, pointing out that all concerned would be 
better served with a proper understanding and appre- 
ciation of this rapidly growing part of the business. 
Also he pointed out that the light and power com- 
pany has a very definite place in the sale and use of 
appliances and should not be ignored by any merchant. 
The pioneering of new appliances and the service on 
old, he said, were a proper function of the light and 
power company. This statement was agreed with by 
the representative of the light and power company. 
And as a result of the two years’ work Mr. Van Aer- 








PARAGON 


Reg. US Pat OFF 





Paragon Pioneers Again! 


A New Socket Power Receiver With 
the New Double Impedance 
Amplification. 





See the mew Paragon at the 


Chicago Show, Booth 41-A. 


Here is a completely equipped 
socket power radio receiver em- 
ploying the Paragon Double Im- 
pedance Amplification System. 


No other manufacturer can offer 
you such a combination. Para- 
zon means quality radio and vol- 
ume sales. 


Write for 


tion on: 


complete informa- 


1. Paragon Double Impedance Ampli- 
fication Units. 

2. Paragon Output Filters. 

3. Paragon A, B, C Complete Socket 
Power. 


4. Paragon Socket Power Radio Re- 
ceivers. 










PARAGON 
ELECTRIC 

"4 + CORPORATION 

Paragon Double & Upper Montclair 
Impedance Units New Jersey 











nam feels that he is well set in his progress toward a 
profitable cooperation of all elements of the electrical 
business. From present indications, it is expected 
that the Pittsburgh League, like that of Cleveland, 
will soon have a number of merchants on its mem- 
bership rolls. Mr. Hegner says that several of the 
hardware merchants are contemplating membership. 





Getting a Mailing List 
(Continued from page 39) 

For each person who registers at our store on a 
certain day we will contribute 2 cents and for the 
class that brings in the largest number, we will 
award $10. 

The Sunday School workers were industrious and 
we had some busy days in the store and a long list of 
names resulted. It is not difficult to ask a few ques- 
tions as the person registers and we then know wheth- 
er or not they are interested in electrical appliances 
or electrical work. Certainly a lot of people who did 
not often come into our stores looked over what we 
had for sale. 


Anylite 


This Display 


SELLS 


REGULATORS 


When 
empty 


one card is 
simply set up 


another—they come al- 


ready filled. We pack 
them all in display cards at the factory—50 or 100 
Regulators to a case. 


CONVENIENCE + ECONOMY 


appeals to every customer with a 

wired home. For bedrooms, halls. 
bathrooms, nurseries, etc.— 
especially needed where 
there is a baby or sickness 
in the home. 


Write for full particulars. 


Anylite Electric 
Company 


Fort Wayne, 
Indiana 











BUYERS! 


we offer 
proven 





For Commercial Use 










— Desk Lamps 7] ¢¢ 29 
The Avirocrat | {| Flood Lights SELLERS” 
Ingenious daylight fea- Spreadlytes 
SUN-RAY LIGHTING PRODUCTS CO. 


ture furnishes SO The “Spreadlyte,”’ a rapid 
Electrical Dept., 119 Lafayette St., New York 


seller for industrial uses. 
Also Spot and 
Lights for windows. 


NO-GLARE li ht. 
Strong sales fea- 
ture. 
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No more batteries. 
No battery charger to watch. 
No batteries to water. 


No failure of the power plant 
just as you sit down to a fine 
program. 


No upsetting the house to have 
the radio serviced. 


No apologies to make to callers 
that the batteries have just 
run down. 


No batteries to recharge. 


No batteries to renew. 
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The 6 tube Console pietured above stands 
40 inches high—contains skillfully engi- 
neered shielded circuit—single drum dia! 
control. Musicone built in. Price, with- 
out tubes and power unit, $95.00. 











A, B and C Power from the light socket 


for the latest model Crosley AC Radios 


This power unit weighs 13 Ibs., stands 9 inches high and is 4 inches wide and requires no more 
attention than a vacuum cleaner or an electric iron. - It transforms mechanically ordinary 110 
volt 60 cycle house current into smooth quiet radio energy. No interfering hum! 
PRICE 850.00 
Crosley radios especially designed to use this battery eliminator are the 6 tube AC-7, a neat 
table model of the famous Crosley single drum control receiver selling at $70, and the S tube 
console model AC-7-C pictured above at $95. 
Prices slightly higher west of the Rocky Mountains. 
Crosley Musicones $9.75 and $14.75. 
Write Dept. 132 for Descriptive Literature. 


THE CROSLEY RADIO CORPORATION 
Powel Crosley, Jr., Pres. Cincinnati, Ohic 
Crosley sets are licensed under Armstrong U. 8S. Patent No. 1,113,149 or under patent ss eel 
tions of Radio Frequency Laboratories, Inc., and other patents issued and pendin 
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WASHER 





At last—after a quarter century of washing 
machine development—a vital improvement 
in the heart of the washer. 


The Live Impellor is a revelation to “old 
timers” in the washing machine trade. Its 
scientific, Suction-Squeezing, Wacuum-Tap- 
ping action quickly convinces and sells 
women Vac-A-Tap Machines. 


More—Vac-A-Tap has six other definite and 
outstanding superiorities. It is a machine 
that in every respect best satisfies the present 
day buying trend. 


VAC-A-TAP is made by a manufacturing 
organization with years of successful experi- 
ence in washer and ironing equipment pro- 
duction. It is backed by one of America’s 
strongest financial institutions. 


It will pay you to line up with the machine, 
the plan, and the organization. VAC-A-TAP 


is making unprecedented sales records. 


Write or wire for full facts and liberal dealer policy. 


Dept. B 


THE VAC-A-TAP CO. 
Holland, Mich. 


NED 


The MACHINE with the LIVE IMPELLOR 4 


It CLEANS ~and PROTECTS ~as it CLEANS 






































